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the top 


coal mining publication 
and first choice advertisers 


EDITORIAL 


CLASSIFIED ADVERTISING 


Alert, modern editorial content. You - 
can't measure editorial content with a i 327° more classified advertising . . . 40 
yardstick but in the first eight months of Sox he pages more than the next paper. 

: — (first eight months, 1950) 


1950, COAL AGE had 256 more pages 

than the next paper — 82°> more. 


ADVERTISER SERVICES 


Coal Mine Directory —the only authoritative 
annual directory of the coal mining industry. 
Monthly News Bulletin Service — contains 


PAID CIRCULATION 


data on new developments and changes in the 
’ More paid circulation to the coal mining industry. 3 
— Directory of Manufacturers’ Agents, Dis- 
industry than any other publication tributore and Supply Mousse Serving Coat 
{ (14,088, A.B.C. June, 1950). Mines. 
Coal Age News —a monthly publication on 


news and developments in coal mining, free 
on request, written especially for makers and 
sellers of coal mine equipment and supplies. 


A nationally known research organization found 


DISPLAY ADVERTISING that coal mining men had an over-all preference . 

for COAL AGE over the next publication in the 
63% more display advertising — 452 
— ratio of nearly 3 to 1 


pages more than the next publication. 
260 advertisers, 66° more 
129 exclusive advertisers. 
— (first eight months, 1950) 


Ask your COAL AGE representative to show 


you the analysis by bituminous, anthracite, deep, 


strip, large, medium and small mines, by states 


and how different job titles voted 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 18, N.Y. 


Member. Audit Bureau of Circulations * Associated Business Publications 


Why COAL AGE 
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More Than 


8,500 Advertisers 
“Use the Sales Tonic’ 


DIRECT MAIL 
TRADE PAPERS TRADE PAPERS 
CATALOGS CATALOGS 
ALL OTHERS ALL OTHERS 


* The important industrial buyers look in T.R. for advertising of the 
products you make when they are ready to buy. That is why over 8,500 
wise manufacturers “Use The Complete Sales Tonic’ with T.R. They 
know that T.R. is the only place where their advertising is seen at the buying 


moment by over 60% of the total purchasing power of the United States. 


E500 Sdwertisee 
Cant Oe Wrong” 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS 


CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 
96% ABC Paid Circulation 


REGISTER 


461 EIGHTH AVENUE «© NEW YORK I, WN. Y. 
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Contracting 


. 19th Annual Directory Number .. . all through 
1951 the only complete BUYERS’ GUIDE available to the dealers, contractors, whole- 


salers, and manufacturers who purchase-control this tremendously large field. 


Every product will be listed, alphabetically arranged; who makes these products; the 
trade names. All advertisers prominently identified — references made that more complete 


data can be found in these manufacturers’ ads. 


Also the January ARTISAN will preview the International Heating, Ventilating and 
Air Conditioning Show, Philadelphia, January 22 to 26 . . . biggest annual event in warm 
air heating-sheet metal contracting — of interest to every subscriber . . . a “What to See” 
Guide for those who attend; for those who can’t go the complete Show in print. 


Also this January ARTISAN, like every other issue, will carry timely articles, impor- 
tant news. 

Yes, all told, one of the greatess AMERICAN ARTISANS ever to be published — com- 
manding immediate cover-to-cover attention — doing a selling job for its advertisers 
every working day next year. 

Use liberal space, a spread or insert and color — catalog your entire line. For best 
position, we strongly suggest that you make your space commitment now. 


in Residential 
Air Conditioning, 


Warm Air Heating 
and Sheet Metal 


| 
Biggest Advert All 1994 i 
You 1g nity 0 
| 
| | 
a 
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Western Union Phone Survey Finds an Elusive Market 
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For contents of previous issees of Industrial Marketing, 
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This is the new Potomac River power plant of PEPCO— 
Potomac Electric Power Co., in Washington, D.C. Its 
second 80,000 kw turbo-generator was completed in 
June, 1949. It was designed for expansion and plans 
call for 3 more 80,000 kw units as need arises. PEPCO 
expenditures on plant and property in seven years 
(1945-1952) will approximate 97 million dollars, an 
amount closely comparable to the total book value of 


How 


the Company's properties at the end of the entire first 
50 years of its history. Purchases this year for operation 
and maintenance will total 13 to 15 million dollars. 


The consulting engineering firm on PEPCO's Potomac 
River Power Plant is Stone & Webster, where Electrical 
World has 47 subscribers who pass it on to more than 
150 colleagues. 


} 
at 
which again this year will spend more than any i 
| 
oe, 


the 


other industry on capital goods 


| 
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STEP NO. 1 PEPCO's purchasing depart 


When you manufacture a sale for your product, just as 
when you manufacture the product itself, there are me- 
chanical tools to speed up operations. Advertising can be 
a mechanical tool used to move goods at lower cost. 
When advertising takes the first three steps in making 
a sale your salesman bas more time to concentrate on the 
final two steps which be alone can perform. This iehiot 
a new contention, nor bas it been questiongdcT he idea is 
to get down to cases and see how _is-Works in praghite. 


t does the major part of its 
requisitions 
y approximately 
from standard, or 


buying for store room i 

for supplies. Requisigicns can be sig 
200 men. The Chasing agent b 
approved lists“which change 

uo pth copies of EleCirical World go w PEPCO 
Usvety week. Every co (on the average) goes wo 3.2 
additional readers. ce efficient (mechanized) way w 
arouse interest inAour product is tw present useful facts 
about m in t Magazine PEPCO men wurn to, 52 times 
a year, for ul job information. 


roduct on the approved list, or to test it in held or 
laboratory. Useful, informative advertising, contacting all 
the men with buying influence, in the magazine they curn 
to for job-info-mation, is the mechanized, low cost way 
to do it. 


WHEN THESE THREE STEPS ARE TAKEN — when you 
have already made contact, aroused interest, created a 


ster wo. 4 
SPECIFIC 
PROPOSAL 


step no. 5 
CLOSE THE 
ORDER 


willfheness to try your product — your salesman has 
rugning fart. Then he can devote more time and energy to 


can determine the specific proposal adapting your produ 


Sizes, Shapes, finishes, delivery dates. Only a personal cq 
to PEPCO's needs. 


pay-off and the result of the first four steps. Whes 
the first 3 steps are mechanized, more of your salesman’ 
high-priced and limited time is devoted to these last 
steps which he alone can perform. 


MECHANIZED SELLING IS INDUSTRY-WIDE 


At the very same time that Electrical World i 
helping you mechanize your sales at PEPCO, it is 
doing the same, ground-breaking job with 22,000 
other industry leaders, plus 70,000 pass-along 
readers, coast to coast. 


JOURNAL OF THE GREAT GROWTH INDUSTRY FOR 76 YEARS 


ABC + ABP 
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i STEP NO. 3 Creayjag a preference through advertising (in the Great Be 
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THE BACKBONE OF EVERY 
WELL-CONCEIVED ADVERTISING PROGRAM 


IN THE DOMESTIC ENGINEERING FIELD! 


Together DOMESTIC ENGINEERING and DOMESTIC 
ENGINEERING CATALOG DIRECTORY constitute the 
backbone of every well conceived promotional program in the 
heating, plumbing and air conditioning field. Together they 
offer you your most practical, most economical and most 
effective approach to this tremendous market. Together they 
afford you the only two-way coverage of the important buying 


factors that make up this field. 


NEERING 

| 

| ENG | 
\Wamestie | | 
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- DOMESTIC ENGINEERING 
A CAN HELP YOU 


The DOMESTIC ENGINEERING organization is to assist you in ail 
’ phases of your marketing problems. Our various facilities are at the disposal of all 
manufacturers in either DOMESTIC ENGINEERING 

Magazine or DOMESTIC ENGINEERING CATALOG DIRECTORY. These 

~ inclade Catalog Preparation and Reprinting, Manufacturers’ Representative Service, 

Marketing and Research assistance, List Rental and Mailing Services aod numerous _ 


functions vital to complete and effective product mer 


te 


, HAT a business publication can be a vital factor in pro- 
a moting the interests of its entire industry as well as the if er Liar 
welfare of the Nation as a whole, has been demonstrated consist- 
ently and conclusively by DOMESTIC ENGINEERING. 
Year after year, in an industry that has proven a vital one in ; ———— Y et, 
peace and war, DOMESTIC ENGINEERING is the one publica- 
tion that has consistently led the way in every major movement sa \ cL nase 
affecting that industry. Through its constructive, far-reaching \ 
editorial efforts and programs, the Domestic Engineering Dealer X — 
and the Wholesaler and Manufacturer serving this field are kept Si 
fully and constantly abreast of developments that are closely related 13 etd _ 


to their business activities. AWARDS TO 
: ; itorial 1 hip, DOME DOMESTIC ENGINEERING 
As a direct result of its acund enters ip, DOMESTIC POR EDSTORIAL 
ENGINEERING has inspired in the minds of its readers a degree F 
Ned Thirteen times in the past eleven years, 
of confidence which has been equalled or approached by few busi- )owestic ENGINEERING has re- 
ness publications .. . a degree of confidence that is carried over ceived high honors in the Annual Editorial 


into the advertising pages. That is one reason why, when your competition sponsored by Industrial Mar- 
keting. It is the only publication in this 
field ever to be so honored. The plaques 
acceptance. If you are not entirely familiar with DOMESTIC 4... seprenent the twe awards recsived 


ENGINEERING and how it can serve you write direct or... in 1950. 


CONSULT YOUR ADVERTISING AGENCY 


product story appears in this publication, you are assured of its 


INSTITUTIONS MAGAZINE » INSTITUTIONS CATALOG DIRECTORY 


| | 
q 
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WESTERN INDUSTRY 
BELONGS ON YOUR 
NATIONAL SCHEDULE 


by comparison with Eastern or 
Mid. Western industry, the majority of 
plants in the West are small Many em 
ploy fewer than 100 persom. Here 
a man frequently does several jobs in 
hus company, and he does not need 
cannot us the same “how’ and 
why that big plants use. His need 
for basic information that fits this 
young, vital, growing section of US 
industry, is keen WESTERN INDUS 
TRY hils that need That ws why it 
belongs on your national schedule 


Editorial 
MAKES THE DIFFERENCE 


Now compare WESTERN INDUS 
TRY 's editonal content, feature by 
feature, with any other ceneral indus 
tral magazine, national of regrnal 
Then you will see why WESTERN 
INDUSTRY us well read why ad 
vertisers in WESTERN INDUSTRY 


have a receptive auchence 


THREE TIMES YEARLY 

we pinpoint our market 
January Annual a comprehensive study 
Review & Forecast of Western Business 
March Metals Issue) coincides: with West 
ern Metals Congress 
covers Western Pack 
aging & Materials 
Show 


August Materials 
Handling 


For the comblete tory of bow you can 
henmeht from WESTERNINDUSTRY 


NEW YORK —Fronkiin B Lyons Mar 
Westen Georgetown Conn 
Telephone Georgetown 374 

CLEVELAND—Richord C Burns, Mar 
7708 Deerfield Drive, Cleveland 2% Obie 
Telephone Tuxedo 5.1648 

CHICAGO—A_ C. Petersen, Mar 
3423 Prairie Ave Brookfield, ti! 
Telephone Brookfield $33 

SAN FPRANCISCO~V C. Dowdle Mar 
609 Mission Sen Francisco 5, Colif 
Telephone YUkon 2.4343 

LOS ANGELES—Jerome Bodgley, Mar 
1228, Se. Bronson Ave . Low Angeles 6 
Telephone 2.3125 


WESTERN INDUSTRY 


40° MISSION SAN FRANCISCO 5. CALIF 


Letters 


Valuable . . . But ‘Full Blown’ 


To Tue Eorror: Starch-rated ads on 
p. 43 (1M, October) are transposed in 
relation to the answer on p. 160. This 
Starch feature is another interesting and 
valuable [Noustaiat. MARKETING service. 

advertising 
manager, Denver Equipment Co.. Den- 
ver 


To Tue Eorron: I'm sure that the er- 
ror on p. 160 (IM, October) which refers 
to “the ad at left” on p. 43 (and should 
have referred to the “ad at right”) has 
been discovered long before you receive 
this letter. It is the kind of an error we 
call “full blown.” We know how you 
feel when you discover them.—WiLtiamM 
Nicout, president, Edit. Ine.. Chicago. 


Wants ‘Radar of Selling’ 
Reprints to Preview Showing 


To Tue Eprron: Can you send me a 
few tear sheets of the story on “The 
Radar of Selling” which you carried in 
the July issue of MarKker- 
ing? 

I'm in charge of the National Indus- 
trial Advertisers Association chapter 
committee here that circulates the film, 
and we would use these reprints most 
advantageously in satisfying the in- 
quiries of people who would like to 
know what the film is about before ar 
ranging showing for their organiza 
tiens.-Exwin H. Atavus, marketing di 
rector, Buchanan & Inc.. San Fran 


School Wants Case History 
Sales Problems for Students 


To Tue Eprron: Perhaps you would 
be interested in hearing of a supplemen- 
tary use to which your magazine is being 
put. At Stratford 
Boston. we have a course designed to give 


Business College. 


the students a background in sales, ad- 
vertising and marketing. 

Inasmuch as several of the instructors 
are alumni of the Harvard Graduate 
School of Business Administration, the 
case method of instruction is used to a 
great degree. In order that the students 
may obtain some pertinent facts with 
which they may solve their assigned 
cases, materials are 
recommended. Your publication Inpus- 
Marxetine holds a preferred po 


several source 


sition in the course entitled, “Sales 
Management.” 

Because of this association, | am 
writing this letter as a request for ma- 
terial about an actual sales problem 
that may at some time have been sent 
in by an actual company seeking aid 
from you or your readers. We would 
prefer cases of current interest. Any help 
you may be able to give us will be sin- 
cerely appreciated.-Francis X. Cro- 
NIN, sales dept.. Stratford School, 
Boston. 


| Readers who have sales problems 
solved or unsolved—could gladden F. X. 
Cronin by passing them along. Back- 
ground information on the company 


would also be helpful.—-Ed. | 


When Everyone Slaps Your Back 


To Tur Eprror: Thanks a million for 
Copy Chasers’ commendation of my 
Oilite ad (IM, August). I haven't re- 
ceived so many congratulations since my 
little boy was born. 

Seems like everyone in the agency 
came rushing up with a copy of INpus- 
TRIAL Marketinc and slapped me on the 
back. Our house organ, “Ross Roy 
Ink,” has reproduced the plaque and let- 
ter to tell the world about it. 

Just goes to show how closely writers 
watch for a mention in Copy Chasers. 
Liove W. Stuckey, Ross Roy, Inc., De- 
troit. 


Glowing 


To Tue Eprron: One of our members 
has spoken in such glowing terms of 
Mr. Jacobson’s article, “Selecting An 
Expert Agent In Today's Foreign 
Market.” in the August issue of Inpus- 
Marxerine that | would like to 
read it. If you can spare me a copy. 
your courtesy will be appreciated. 
V. D. Seaman, manager, World Trade 
(Association of 


department, Chicago 


Commerce & Industry. 


Dates on Releases Will 
Avoid Dated News: Editor 


To Tue Evrror: | wish you would sug 
gest to agencies and companies sending 
out publicity releases that dating the 
releases would increase chances of pub- 
lication, and certainly be appreciated by 
the editor. 

Correspondence is not dated as re- 
ceived in our office, and I do not think 
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“Tf a woman has charm,” once observed 


a famous actress, ‘it doesn’t make much difference 


F what else she has. Aji if a woman hasn’t charm, 


it doesn’t makej much difference what else she has.” That goes, 
too, for prestige. Hither a magazine has it... or it hasn’t, 
practical builder has it in great degree. A look at 
any i4sue will give you pedigreed proof. Proof 


that Practical Builder today is... 


... Of the light construction 
industry 


© INDUSTRIAL PUBLICATIONS, INC, CHICAGO 
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| Pipes, valves, fittings, pumps, air compressors, motors, 
‘controls and scores of other products make up a 
modern industrial piping system. 


| PIPING — a market in itself of tremendous size! 


There are two common denominators to remem- 
ber — if you are after business in connection 
with industrial piping systems. 

First, it takes specialized knowledge to design, 
select the proper equipment, and install a 
successful piping job. The man responsible 
must KNOW friction losses, turbulence, heat 


exchange factors, the action of liquids on metals, 
pump capacities, etc. 

Who is this KEY man? On some piping jobs, 
he is the consulting engineer, especially if it’s 
in a new plant project. In still other cases, he 
is an engineer in the plant with piping his 
specific responsibility. In still other cases, he’s 
the piping contractor. Or it may be (and often 
is) a combination of two or all three of these 
KEY factors. 


Second, these consulting engineers, these engi- 
neers in the plants, these piping contractors — 
all interested in a common objective, all with 
essentially the same problems—have, naturally, 
the same business paper reading habits . . . 


That is why practically this entire purchase- 
control group subscribes to HP&AC — for 
every month only HP&AC carries the kind of 
pertinent, authoritative information on piping 
which no man making his livelihood from this 
specialized field can afford to miss. 
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and Installs 
Industrial Piping Systems? 


Here’s How to Reach Him—Using 


the ONLY Publication Which 
Gives Piping HIGH PRIORITY 


HP&AC is the only publicatiorkwhich editorially 
features piping in a major wa 

This high priority given to 
evidenced by the thousands of pag 
which have appeared in HP&AC o 
installation and maintenance problem 
in the transfer of high and low press 
water, air, oil, gas, refrigerants, proce: 
of all types, semi-solids, etc. 

You have but to examine any issue of HPRAC 
to see for yourself why those who supervise 
phase of piping, whether it be industrial pipir 
or the piping required in large, commercia 
public and institutional buildings, consider 
HP&XAC must reading. 


Yes, it is within the HP&AC reader group 


KEENEY PUBLISHING CO. 
AIR CONDITIONING HEADQUARTERS 


6 North Michigen, Chicage 2 


Also Publishers of American Artison for Residential Field 


that practically all piping, as well as all heating 
and air conditioning jobs of consequence origi- 
nate and are carried to completion. This applies 
to new construction or replacement, alteration 
or maintenance, and any kind of plant, large 
building or special application. 

Write us at Chicago for the facts, or consult 
the nearest Keeney district office: New York, 
Cleveland, Los Angeles or San Francisco. 


Volume. 
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49» ‘OF ALL NEW 


HOSPITAL EQUIPMENT NEEDED 
is NEEDED IN THE SOUTH 


The 14 Southern States are now Southern Hospitals is the only 
engaged in a building program de journal that gives complete concen- 
signed to boost Southern Hospital trated coverage of this booming, 
facilities to a level equal to the billion-dollar market. It performs a 


national average. This tremendous 
undertaking involves the spending 
of over $921 million for buildings 
and equipment, and, in 1949, South 
ern Hospitals already under con 


detinite, necessary service to South- 
ern institutions (a service not dupli 
cated by any other publication in 
the field) and, because of this, is 


struction or in the blue-print stage thoroughly read and deeply respect- 
were valued at better than $267 ed by Southern hospital people. 
million 


More than 100 manutacturers and 
suppliers have found the advertis- 
ing pages of Southern Hospitals 
a sure way to prolitably increase 
sales. It can do the same for your 


No other section of the country 
offers such a great potential for new 
hospital equipment. That is why the 
Southern market warrants its own 
publication and your own EXTRA 
sales effort product or service 


SOUTHERN HOSPITALS 


PUBLISHED BY 


Clark-Smith Publishing Company 


W. Moorehead St. Charlotte 2,N.C. 


THE INDUSTRIAL MARKET DATA BOOK NUMBER 
. . « is the only reference source which contains 
basic statistical information on 85 primary in- 
dustrial and trade markets . . . and detailed data on 


the publications serving them. 


Analyze Markets and Media simultaneously in: 
THE INDUSTRIAL MARKET DATA BOOK NUMBER 


we are alene in this regard. Thus, un- 
less I happen to note the date of receipt 


when reading the release, it goes into our 
file of material for “Off The Production 
Line” without a date. Later, when mak- P 
ing selections for current issues, if I 
am in doubt concerning the approximate 
date, | will throw the release into the 
wastebasket, rather than chance pub- < 
lication when the item might be no long- 
er new enough to appear in the above 


department 

Frequently | receive as many as 15 
to 20 publicity releases about new prod- 
ucts in a day, and I do not believe that 
more than a third of these are dated. 
I. L. Tuarener, editor, Hardware & 
Farm Equipment, Kansas City, Mo 


Next Installment of Wanted 
Article on Page 60, This Issue 

To Tue Eorror: Last week you sent 
me a form letter soliciting my subscrip- 
tion to Inpustrian Marketine for $3 
and promised to give me a book along 


with it. 

Since | am a subscriber, | looked at 
the offer, was tempted to sign up any- 
way because | wanted the book, but 
finally threw the letter and return card 


in the waste basket 

Now I have just finished reading the 
article on page 62 in the October issue, 
“Professional Ad Copy Antagonizes, 
Bores.” and found so much in it, that I 
us a copy writer could take to heart and 
pray for my own reform, that I want 


to be sure I shall continue to receive 
InpusTRIAL Markxerine. [ want the next 
nstallment of that article 

So, will you please try me again with 
that subseription offer and the book 
whatever it was. Send me another letter, 
pest card and the book so I may remit. 

Mitpreo Weer, sales promotion 
manager, Van Hoffman Press, St. Louis, 


Mo. 


‘Best Buy’ 

To Tue Eorror: Our copy of the 1951 
edition of the Industrial Market Data 
Book is already quite dog 
the daily use we give it here. 


vared from 


From the view-point of the small-te 


medium-sized agency, this volume is the 
best buy on the market.-E. L. Stock. 
mcer, Lacher & Stockinger. St. Cloud. 
Minn 


“Most Valuable” 

To Tue received the Sep 
tember 15 issue of the Industrial Market 
Data Book, as | was in the process of 


preparing a 1951 advertising budget 
and the information proved most valu- 


able. 
I like the idea of advancing the re 
lease date of this issue for next year. It 


(Continued on page 163) 
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205 EAST 42ND STREET ° 


CONSTRUCTION 
WORK 


What a team to have handling 
circulation... 
in the construction market! 


In the constantly-shifting construction industry, 
contractors literally move their plants from job to 
job. The only man who can possibly know who the 
construction equipment buyers are, and where to 
reach them, is the Construction Equipment Distrib- 
utor’s salesman. 

A construction equipment salesman does much 
more than sell. He arranges for equipment mainte- 
nance, for repairs, storage, sometimes for rental. He 
helps the contractor with bids, consults on proce- 
dures, advises on solving emergencies that come up 
on the job. 

This is the man who maintains the circulation of 
CONSTRUCTION EQUIPMENT. Multiply him by 
705 distributors’ salesmen, working hand in glove 


*With every subscription paid for by the 
distributor, there are no waste copies. 


A CONOVER-MAST PUBLICATION 


NEW YORK 17, WN. Y. 


with the nation’s contractors . . . following their 
every job movement . . . seeing to it that CONSTRUC- 
TION EQUIPMENT goes where it counts, and you'll 
know why advertising in CONSTRUCTION EQUIP- 
MENT Magazine pays. It reaches the worthwhile 
buyers of construction equipment,” when they're 
on construction jobs and buying. 

CONSTRUCTION EQUIPMENT 's extraordinarily 
effective circulation method accounts in large part 
for the high percentage of inquiries that result in 
sales . . . for the fact that advertisers have quadrupled 
in 6 months. If you sell the construction market, 
it will pay you to invest your advertising dollars ia 
America’s Fastest-Growing Industrial Magazine. 


Send for brochure. 


onstruction 
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30 DAYS HATH NOVEMBER 
.-. but news in the Chemical & Process 


Industrids can’t wait thet long!) | 


4 


copies 
Monday 


— 
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3 TIMES GREATER GAIN 


for Chemical & Engineering News™, / 


_ IN ADVERTISING PAGES 
than all other Chemical Process Industriés. 
Magazines combined —January through 


September 1950 over same 1949 period. 
11.25% over its own 1949 record 


The only weekly newsmagazine serving these f 

moving, fast-growing, multi-billion dollar industries is 
Chemical & Engineering News. It’s the only weekly source 
of timely, authoritative information on progress and up- 


to-the- amar feature articles vital-to their daily business. , 


Every ‘GKENews provides ‘the big blanket circulation— 
39,000 copies — that cofers all the Chemical and \_/ 
Process Industries. This is double the circulation 
of any other publication in the field, yet the cost 
per thousand is lowest. 


Every (RRENews puts Youespighly | yisible shies m 


ore the 7-Group Buying Abd Specifying Team 
blanket circulgtion/of;| Officials + W, 
Chemists * Consultants * Foremen and Supervisors. 


At the lowest cost per thousand, your advertising 
becomes a fast-action sales tool « in | 


CHEMICAL L\& ENGINEERING NEWS 


NE eee S F THE CHEMICAL WORLD SINCE 1923 
CHEMICAL SOCIETY Advertising Monogement: REINHOLD PUBLISHING CORP. 
330 WEST 42nd STREET, NEW YORK 18, N.Y. 
CHICAGO © PHILADELPHIA « CLEVELAND © DALLAS © SAN FRANCISCO » LOS ANGELES © SEATTLE 
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Concentrate in Analytical Chemistry 
to reach chemists and engineers in 
i their industrial laboratory 
work-atmosphere of control, 
analysis and instrumentation! 


Only Analytical Chemistry concentrates your monthly 
+ sales messages with the workmaterial needed by buy- 
v ers and specifiers in 


— Original Analytical Research 
Atomic Processing 


| Preliminary Analysis 
; Product & Process Research 
— Product & Process Control Analysis 
i Plant Station Analysis 
DIAMOND monet Plant Control Analysis 
bs Origin of instrumentation } Thousands of 
pa Adaptation of Instruments{ Component Ports 


Chemical 


ane Through the concentrated quality circulation of Ana- 
ay lytical Chemistry in industrial laboratories, your 


advertising dollars gain maximum sales power! 


ANALYTICAL CHEMISTRY 


ONLY WORKMAGAZINE OF THE INDUSTRIAL LABORATORIES 


Published by: THE AMERICAN CHEMICAL SOCIETY 
330 WEST 42ND STREET, 


CHICAGO + CLEVELAND + PHILADELPHIA 
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Concentrate in Industrial & : 
Engineering Chemistry to reach chemists 
and engineers in their 
work-atmosphere of development, 
design and production! 


Only Industrial and Engineering Chemistry concen- 
trates your monthly sales messages with the work- 
material needed by an adequately balanced circulation 


group of buyers and specifiers of f 1/3 and 


Equipment, Instruments, 2/3 page 
Chemicals & Raw Materials 5 / 


In I & EC, your advertising dollars are concentrated - available 
each month on selling the best balance of quality circu- ' 
lation among the 7-Group Buying and Specifying Jan. 1, 1951! 


Team: Officials - Works Executives - Engineers - ig 
Research Directors - Chemists - Consultants - 
Foremen & Supervisors. 


INDUSTRIAL & ENGINEERING CHEMISTRY 


ONLY WORKMAGAZINE OF THE CHEMICAL AND PROCESS INDUSTRIES 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
MEW YORK 18, N.Y. 
DALLAS + SANFRANCISCO + LOS ANGELES + SEATTLE 


INDUSTRIAL MARKETING, November, 1950 


| | 
| 
| 
| 
: 
Production & Operations, 
j Research, Design and Development units 
4 
ig 


The BOAT Is 


only the 
BEGINMIN G| 


everything from 
cleats to 
winches to watches 


YACHTING PUBLISHING 

CORPORATION 
205 £. 42nd Stree 
New York 17.6. 


Trends 


A review, by business poper editors. «f industry condi- 
tions thet may influence industrial markte‘ing procedure, 


anc 


Busy Machine Tool Industry 
Sees Still More Work Ahead 


1949 the index for the 
‘feast-or-famine’ machine tool industry 
56.8 (100° —average ship- 
ments 1945-1946-1947) 

In August, 1950, latest month for 
which figures are available, the index 
was 307.3. September, October, and 
November figures probably will go even 
higher. These are big enough business 
increases to cause some tool builders to 
tremble every time a letter is opened or 
phone answered for fear there'll be an 


In October 


stood at 


order. 

The majority of companies are three 
to seven months behind in shipments; 
others quote delivery in 1952. And none 
of this is defense business! 

Machine tool builders feel that work 
now on their books is the result of in 
quiries begun many months ago, which 
have finally materialized. Further, many 
buyers fear that defense orders, which 
creeping mobilization will bring, might 
catch them with old and obsolete equip- 
ment; it is good business to place or- 
ders now before priorities and alloca- 
tions cut them off. Another reason for 
purchasing equipment today is fear of 
impending price increases which in this 
industry can be sizeable 

To date the industry has not re 
ceived defense orders. The government 
still holds approximately 120,000 tool 


OF 


SOPMENTS OF TOOLS 


and allied equipment in an emergency 
fund from which they will unquestion- 
ably draw should the need for tools be- 
come acute 

What of the capacity of the machine 
tool industry? To date, most builders 
are working 48 hours a week. No extra 
shifts have been added, speaking gen- 
erally. Production can be doubled and 
trebled before facilities become strained. 
Manpower will be a problem . . . as it 
will, no doubt, become a problem in 
every industry.-Wittiam F. 
ER, editor, Machine & Tool Blue Book, 
Wheaton, Ill. 


Printing Industry Equips 
for Changing Conditions 


Technologically, the printing industry 
is in one of its great periods of progress. 

On the business side, since the peak 
of the postwar boom was passed early 
in 1948, its situation has been one of 
satisfactory sales volume, high costs, 
including the second highest industrial 
wage rate in the country, and a low net 
percentage of profit. Accordingly, print- 
ing management has been concentrating 
on efficiency of operation and reduc- 
tion of costs. 

The recently concluded Graphic Arts 
Exposition in Chicago offered a huge 
and dramatic show window of new tech- 
nical and mechanical developments of 


(Continued on page 146) 
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These Plants must expand! Modernize! 
They are hungry for your equipment! 


Pick a field that is Buying—no other publication can bring your message . 

to brick, tile, sewer pipe, refractories or other clay plants. a 


| Cay Products are vital to war or peace econom; rig 
| 
leet 
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If you sell to America’s biggest industry, don’t miss this first Advertising Research 
Foundation Survey of a metalworking magazine. 


Don’t miss it... if you want to be sure of where and how to advertise your 
products best. 


Don’t miss it... if you want an honest, completely reliable guide to media 
values in Metalworking . .. and the importance of placing audited, paid-circula- 
tion figures FIRST among those values. 


Don’t miss it... if you want proof of why, among all metalworking publications, 
advertisers invest the most advertising dollars in American Machinist, In it are 
the facts which show that: 


98% of American Machinist readers turn to the editorial pages. 

95% turn to the advertising pages. : 

82% 0f American Machinist subscribers directly recommend or influ- 
ence the purchase of a wide variety of machinery, equipment, 


materials, components, services, and other products used in metal- 
working production shops. 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND THE ASSOCIATED 
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And there’s no need to miss this first readership study in the metalworking field 
conducted by the only research organization controlled and operated by national 
advertisers and their agencies . . . completely free of media influence in selection 
of issue to be surveyed, sample determination, interview method, and tabulation 
of results. 


The American Machinist representative in your nearest McGraw-Hill office is 
eager to show it to you .. . and to discuss its fiadings directly in terms of your own 


advertising interests and opportunities. 


THIS IS A GOOD PLACE TO DO BUSINESS WITH AMERICA’S BIGGEST INDUSTRY 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 


‘, McGRAW-HILL BUILDING, NEW YORK 18 


BUSINESS PUBLICATIONS 
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me = OVER 30% INCREASE IN NET PAID CIRCULATION 
SINCE PRESENT AD RATES WERE ESTABLISHED™ 


Each of AMM's 
10,600 (and grow- 
ing) subscribers 


pays $18 a year 
for his daily ’ 
copy of AMM. 
a. 
More than 275 of the leading 
sellers of steel products, non- 
ferrous metals, ores, ferro-alloys i 
and machinery and equipment I 
used in the metal working indus- b 


tries are carrying display adver- 
tisements regularly in AMERI- 
CAN METAL MARKET, 
indicating trade recognition that 
this newspaper offers fastest and 
most direct contact between sell- 
ers and buyers. If you sell to the x 
metal working industries, i 
strengthen your advertising pro 
gram by including AMERICAN 
METAL MARKET. 


THIS AUDIENCE 
PAYS MORE THAN 


$180,000 a vear 


to see and read your advertisements in AMM. 
Yes! We agree “It pays to advertise in a publi- 
cation where the audience pays to see you.” 


AMM’S FACTUAL FOLDER, covered as above, tells how this audience ; ; / 
puts enough dollars on the line to make AMM the most wanted of all me | 
metal-trade papers. And, the paper that carries the most steel and metals MERICAN ETAL ARKET ss 
advertising. You should have this full story before your ‘51 plans mature. we 
Digby 9-1040 - 20 Cliff Street, N. Y.7, N.Y. ; 


Phone, wire or write for it 


INDUSTRIAL MARKETING, November, 1950 


rie 


tm» 


195 


‘AND 
| 


NUMBER 


4 


Again this January, PIT AND QUARRY will publish its Annual 
Forecast and Review Number. The 1951 Number will set new 
publishing standards with a bigger, more complete, more at- 
tractive issue . . . and with many plus values. 

Only PIT AND QUARRY with its unrivalled editorial staff 
and industry experience could undertake and carry through 


The January Number will show that 1950 was one of the 
two best years for the Non-metallic Minerals Industries, and 
that 1951 may surpass them. 

More emphasis will be placed on forecasts—readers and 
advertisers are more interested in the future than in the past. 
Over the years, the forecasts made by the editors of PIT 
AND QUARRY have been remarkably accurate. 

Complete program and advance information on 5 big 
conventions to be held in January and Februaey: 

Notione! Agricultural Limestone A 

National Sand and Gravel Association 
Nationa! Ready Mixed Concrete Association 
National Crushed Stone Associction 
Agricultural Limestone 


i Concrete M 


Plus . . . layouts and location a manufacturers’ exhibits 
at the gravel and stone conventions. 


Plus . . . advance reports on expected volume of 1951 
construction—highways, dams, bridges, buildings, houses, 


14,363 


Highest Circulation in our History 


81] 70 Renewal Percentage 


an editorial project of this magnitude. 


private, industrial and government work. 

Plus . . . illustrations of the important projects. 

Plus . . . review of important machinery and equipment 
developments of the past year. 

Plus . . . regular features and departments on vital business 
and production problems, news, personal items, trade, traffic, 
and legal notes, and the regular new machinery section. 

America’s great and growing construction program is 
placing heavy demands for the products produced by the 
readers of PIT AND QUARRY. And, these readers are 
buying huge quantities of equipment and supplies to keep 
pace with these demands. 

The big January PIT AND QUARRY offers plus values 
for both readers and advertisers. Extra distribution—extra 
reader interest, at no extra cost. It is an issue that is kept 
and referred to for months. 

Plan now to use big space to get your product story over 
big to the industries important equipment buyers. Time is 
short—send space reservation today. 


PIT AND QUARRY 


538 SOUTH CLARK ST. « CHICAGO 5, ILL. 


| 
BIG Issue with the Plus Values 
QUARRY hes corried the largest volume 
@ of advertising—the largest number of iA 
. = odvertisers — the largest number ef 
| 
it 
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EXTRA DISTRIBUTION - EXTRA READER INTEREST -NO EXTRA COST SPAS 


RISING TIDE 


OF DOLLAR INCOME 


STARTS FLOOD 


all win AMERICAN BUYING 


The Wealth of Nations south of our 
border is increasing at incredible 
rates. U.S. buying plus their own ex- 
panded production facilities have com- 
binell to make those countries the 
world’s best markets for capital goods. 
ARGENTINA sells us hides, flax, linseed 


oil and meat to feed our dependents in 
othed parts of the world 


BRAZIL. sells us coffee, coflee and more 


coffer, waxes, oile and industrial gems. 


CHILE sells us fresh fruits by the ship. 
load) during our winter season, copper in 
ever increasing quantities and other min 


eral need. 


1 they earn are controlled 
and |e hannelled into purchases, for the 
mom part, of industrial equipment. 
Under these controls, the largest man- 
ufadturing industry, textiles, gets the 
highest priority for dollar allocations. 
They average almost a hundred mil 


lion dollars a year. 


_ , HERE IS THE 
‘MARKET 


And here 4 is the journal which 
helps to get them 
economically. 


PES 
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it sells them becouse 
it “talks their language.” 


570 7th Ave., New York 18, WN. Y. 


Problems 


By KEITH J. EVANS 


Different Approaches Help 
Standard Ad Campaigns 


Ovyr advertisements have been rating foir- 
ly well up with the best in the industry, but 
they seem to be too standardized. Our mon- 
agement is rather conservative and so ! 
seem to be harnessed to mediocrity. Sure, | 
look through the general magatines for new 
ideas, but | still seem to be rother blont 
when it comes to something completely differ- 
ent. Am | asking too much? —Advertising 
Moroager 


You probably are. Here are several 
rather wild thoughts that may start you 
thinking. 


1. Use half of your space for the 
headline instead of the usual orthodex 
amount. 


2. Have your engineer work out origi- 
nal data that is helpful to your custom. 
ers so that they will clip your advertise 
ments and keep them for later reference 


Try a contest idea 


+. Consider the possibility of using 
a small box in every advertisement that 
would include a helpful personal sug 
gestion to your prospective customers. 
something that will be personally help- 
ful, not necessarily helpful from a cor 


poration standpoint 


We are all more or less selfish so that 
if you had enough really good newsy 
helpful ideas, you might find your pro 
spective customers digging into your 
ideas for the information contained in 
the more or less hidden bexes. Your 
salesmen might from time to time point 
out the possibilities. Naturally, how 
ever, vou must have something really 


good 


Smart Distribution Adds Value 
to Company Catalog 


For the post yeor, we have been working 
on @ general catalog ond have spent quite 
a bit of money on it. Now the question: how 
to get the greatest possible value from its 
distribution? In the past we hove mailed o 
catalog to all of our regular customers and 
have written o letter inquiring if the pros- 
pective customers on our moiling list would 
like to hove a copy. Copies ore then sent to 
all that respond tovorably 

We hove more or less overspent in con 
nection with increasing catalog costs but still 
would lite to do a fair job on distribution. 
Whet ore your 

—Adv sing Ma 


We believe it is a good policy to at 
least introduce every catalog or booklet 
on which you spend any reasonable 
amount of monev. 

You might introduce the catalog with 
a simple posteard and include a post- 
card in the catalog for acknowledging 
its receipt. If you care to spend the 
money, a letter is often more effective 
and gives you a greater opportunity to 
tell your story and the story of the cata- 
log. With a letter you can ask the cus- 
tomer to look over the catalog and let 
you have any suggestions or comments 
that may occur to him. Under this plan 
a full page form may be included in the 
cataleg, and both in your letter and on 
the form you can ask about current re- 
quirements, To get full value from your 
investment, a follow-up letter asking if 
the catalog was received and requesting 
an inquiry or order is quite worthwhile. 

Of course, personal distribution on 
the part of the salesmen is even better. 
particularly if your men are trained to 
turn through the catalog with the buy 
er and make sure that he has a certain 
amount of familiarity with it. In every 
case the salesman should report the cat 
alogs he has distributed for a complete 
and accurate record of all holders of 
your books. Even with personal distribu 
tion it will prove worthwhile to use two 
or three follows-ups requesting business 
that tie in with the catalog and help to 
keep it alive 


5 Ways to Build 
an Interesting Show Exhibit 


Our product does not generally lend itself 
to great personal interest, so we do not go 
in very frequently for exhibits at various in- 
dustrial expositions shows. We now have one 
coming up in a few months that will make it 
necessary for us to prepore a display and 
try to interest those going by in the aisle. 

1 do not hove a very large display budget 
and therefore am looking for ideas. Al- 
though this is rather ambiguous, I'd ap- 
preciate any suggestions you can send along. 

—Advertising Moraae 


It would seem that you have a real 
preblem here; on the other hand your 
task is not much different than most 
others. You might try to 


1. Develop a pleasing institutional 
background 


2. Create some center of attraction 
sound, action or color so that you can 


Continued on page 28) 


INDUSTRIAL MARKETING, November, 1950 


| 
in Industrial Marketing 
| m || 
| 
| 
| 
| 
\ 
ror EXTRAY) | | q 
TEXTILE MACHINERY | 
SALES)" | 
it 


shoe leather 
to sell the 


Your sales force, no matter how large, can't do a compre- 
hensive, industry-wide coverage job on the more than 12,000 
Dun & Bradstreet-rated process industry plants .. . cannot be 
at all these plants at strategic times when specifiers are con- 
sidering your type and brand of product. It's even difficult 
for your men to know what's going on inside plants, or 
who to contact for purchase consultations. 


However, you can “plant” a super-salesman in every process 
industry plant...one that stays put every day, every month 
for a full year... one that is consulted by your prospects and 
customers ... one that puts your sales engineers on the inside 
track to more business. Chemical Engineering Catalog will 
do that for you. The quality of product information contained 
in CEC is often the deciding factor when the question comes 
up: “Who shall we call?” 


Hundreds of millions of dollars are allocated annually for 
new facilities, for plant maintenance, and for development 
and research in the process industries. To get a greater share 
of this important business, call in your Reinhold representa- 
tive right now. His one mission in life is to help make your 
new catalog produce maximum sales results .. . by putting it 
before the right men in the right plants, who turn to CEC 
for needed facts before they decide to specify or buy. 


Super-Salesman for sure! 
1950-51 edition of Chemical 
Engineering Catalog contains 
1654 pages of product facts and 
technical data supplied by 466 
leading manufacturers of processing, 
general engineering, manufacturing 
equipment and materials of construction. 


CHEMICAL ENGINEERING CATALOG 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO + PHILADELPHIA + CLEVELAND + BUFFALO 
DALLAS + SAN FRANCISCO + LOS ANGELES + SEATTLE 
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BUSIEST PHONE IN AMERICA? 


Next time you get a chance to visit an operating engineer in his plant (as we have hundreds), 
see how long you can talk before the phone rings! 


You'll discover this practical fellow is one of the most sought-after men in industry. 

First, because he is often the best-rounded engineer in the plant. 

Second, because his trouble-shooting responsibilities take him into every nook and cranny; 
he has influence all over the plant. 


What are his responsibilities? To furnish and maintain all the forms of power needed. 
And usually he operates under orders from his management which sound something like this: 


“You furnish what we need here to produce our product. Keep these wheels turning, 
give us power. Condition ths air. Heat the plant and put cold water in the fountains. 
Maintain these power facilities at top efficiency. You're the engineer. Keep us operating.” 


You find operating engineers in manufacturing. In hotels (where the product is comfort). 
In hospitals (where the product is people). In big laundries, big buildings. 


But you'll find more of them in the audience of their own magazine 
than in any other single place. 


In less than three years OPERATING ENGINEER has assembled 

more than 26,000 of these (mainly) maintenance men in one of the most responsive 
magazine audiences in technical America. It’s done it with a picture-journalism 
unique to the industrial field. It’s done it via all-paid subscriptions 

at the fastest rate ever set by an industrial publication! 


The power market is big. These 26,000 operating engineers are a big part of it. 


They are good men for most any manufacturer of power and maintenance equipment to know. 
Theirs is a good magazine for most any advertiser of that equipment to use. 


P.s, FIFTEEN NEW ADVERTISERS HAVE JOINED OF 
IN THE LAST TWO MONTHS. 
-+-4S SIXTEEN YOUR LUCKY NUMBER? 
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for low-cost, effective coverage 
of America’s Fastest-Growing 


Big Industry ..... 


ELECTRIC LIGHT AND POWER 


YOUR AD DOLLAR BUYS THIS 


TOP-DRAWER READERSHIP 
General Executives 3472 


Engineer Executives 
and Engineers 2518 


System Operating 
Executives 4448 


Commercial Executives 
and Supervisors 1256 


Consulting Contracting & 
Construction Engineering Companies 292 


PLUS ADDITIONAL CLASSIFICATIONS 


CIRCULATION — 14,237 
BLANKETS THE FIELD 


MOST AUTHORITIES predict that the Electric Light and Power Industry 
(Business Managed Power Companies, REA Co-ops, Municipals, Federal 
Power Authorities, and affiliated organizations) will again triple its size 
by 1965 


HERE'S HOW ELECTRIC LIGHT AND POWER covers the men in this boom 
ing business who can say “Yes!” to your salee story: A) Surveys show that 
E-L-P reaches 90% -plus of the Electric Power men who make or influence 
buying decisions; B) 92% of primary readership have been receiving E-L-P, 
by request, for more than | year; C) An average of 4.8 secondary readers 
per copy receive E-L-P via routing lists; D) Only 44% of E-L-P’s primary 
readership also subseribe to the other leading utility publication. 


ELECTRIC LIGHT AND POWER READERS buy: 


Generating, Tran , Distrib and Metering Equipment . . . 
Street Lighting Equipment . . . Construction and Maintenance Equip- 
ment... Building Materials .. . Operating Supplies . . . und strongly in- 
fluence industrial and institutional purchases of Utilization Equipment. 


1 YOU cell anything that touches this rich market, 
get full facts now . call or write 


ELECTRIC LIGHT AND POWER 


22 E, HURON ST., CHICAGO 11, ILLINOIS 
CLEVELAND © NEW YORK © SAN FRANCISCO 
LOS ANGELES © SEATTLE DALLAS 


(Continued from page 24) 


get your prospective customers to stop 
and see what you have to offer. 

3. Plan information that will be help- 
ful and constructive. 

1. Stop your prospective customers, 
interest them and then try to get names 
and addresses so that you can send a 
confirmation or give them something to 
take so that they will remember you and 
your product. 

5. Don't give out literature or other 
material that is bulky or expensive. Too 
frequently this is left at the next booth 
or even in the hotel room. 

These suggestions are rather general. 
But if you will call for a meeting of the 
best idea men in your organization, you 
will probably come up with some prac- 
tical suggestions that will be applicable 
to your company and its exhibit. 

For instance, one company offered 
one of its desirable merchandise for 
anyone who could turn the company’s 
name with one throw of the dice. There 
was a letter on each dice and this pay- 
ing combination would come up about 
ence in every 5.000 or 6,000 throws. An- 
other company. trying for actual orders. 
had a jar full of coins, pennies, nickels, 
dimes, quarters, ete.. and anyone wish- 
ing te purchase was permitted to grab 
one handful of coins to apply on the 
pure hase price. 

These two rather far-fetched sugges- 
tions probably would not apply te your 
particular situation. but they give yeu 
an idea as to what might possibly be 
developed. 


What Ad Men Can Do 
About Tax Education 


Our country seems to be sliding on toword 
bonkruptcy and apparently the money we cre 
spending is in such large amounts that it hos 
numbed us all. For this or other reasons there 
seems to be little, if any, urge toward 
economy on the part of people or their elect- 
ed representatives. | am concerned about 
this and believe advertising men should be 
of some help in stemming the tide. But. | 
don't know just what to do. Whot ore your 
suggestions ?—Acver 3 Marage 

Too many of us no doubt feel as you 
do. We would like to help but do not 
know where to begin 

First, there is much lack of interest on 
the part of most people who feel that 
since the rich and corporations are pay 
ing high taxes, there is little to worry 
about. Perhaps we can try to nail down 
the fact that although the higher grad- 
uated taxes takes larger chunks of larger 
incomes, the principal money our gev 
ernment spends here and abroad comes 
from the average taxpayer 

I feel people should also understand 
that corporations are nothing more than 


(Centinued on page 156) 
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no other publication... 


serving the air conditioning and refrigeration 


industry offers such complete up-to-the-minute 
editorial service, such thorough market coverage, 
such high readership (all paid) from manufacturer 


to dealer to serviceman... 


no other publication... 
in the field offers such advertising display 
values or carries even one half of the 


advertising volume as... 


“The Marketplace of the Industy” 


If you are selling to any seg- News. how it serves the field 
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ment of the industry-—air con- 


ditioning, commercial refrigera- 


tion, household refrigeration, 


appliances, restaurant and bar 


equipment, or allied products, 
you'll want the full facts on the 


how it can serve you. Why 
not send today for market 
analysis reports and the News 
media file? Business News 
Publishing Company, 460 W. 
Fort St., Detroit 26, Michigan. 
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P,) successful advertiser wants his advertising 
present at the crossroad where his best customers always 
meet. 

His biggest problem is making sure he knows where this 
crossroad is. 

But if you sell to industry’s product-design engineers, 
your problem of finding the crossroad where 18,000 of 
them meet every month is simple . . . and mathematically 
certain. 

All you need is a copy of Propucr Encineerine’s ABC 
statement. In it are the facts about 18,000 product-design 
engineers who tell you themselves Propuct ENGINEERING 
is the crossroad of their many interests . . . tell you so with ( 


the certainty that only paying and self-selected magazine 


readers generate. 
For the best proof of magazine readership yet devised ; 
is the simple formula of asking a man to prove his interest / 


by paying for his subscription. | 

This, all 18,000 of Proouct EncGineerinc’s subscribers 
gladly do. And if you will spend a few minutes in the pages 
of this only design magazine product-design engineers do 
pay to read, you will quickly see how much it offers you 
as a crossroad at which to build long-lived acceptance for 
your products. 

You will find it a brilliant and stimulating editorial force. iE 
You will also find it an exciting marketplace . . . one in 
which almost 600 advertisers are finding out now the value 
of meeting the biggest and highest-quality audience of de- 
sign engineers you can be sure of meeting in any design 
magazine in the world. In doing so these advertisers invest 


more advertising . . . pages and dollars . . . in Propuct 
Encineerinc than are invested in any other design i 
magazine. 


A McGraw-Hill Publication : 
McGraw-Hill Building, New York 18 x 
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The best place to sell 
materials, parts and finishes 


is in Materials & Methods 


Here your message is exposed to more than 18,000 
paid subscribers concentrating on editorial content 
that deals exclusively with the materials problems 


of product design and manufacture. 


Here's a bit of cold logic that'll help you plan your 1951 space schedule. Who 
specifies materials, parts and finishes? Materials engineering men! What publi- 
cation delivers the largest concentrated materials-specifying audience in the world? 
Materials & Methods! 


In the product manufacturing industries there are § Technical Title Groups within 


which the materials-specifying function is performed. These are: 
Technical Management Men Engineers + Designers 


Metallurgists + Plant Production Men 


Some of the men in the above groups are engaged in materials engineering; some 


are not. Those who do perform the materials-specifying function subscribe to and Te : ‘ 
carefully read Materials & Methods. They actually concentrate on M & M because } ol 
Fre metolwore jewelry and novelties 


its editorial content is devoted exclusively to helping them solve their materials 
problems of product design and manufacture. 


M & M brings to your product story just the men you want to sell. No other publi- 
cation guarantees you such an absolute minimum of waste circulation. No other 


publication belongs first on your 1951 schedule. 


marta: place Materials & Methods 


for emgraceriag mater als 
parts amd harder The Magazine of Materials Engineering 


oe eke te ae 330 West 42nd Street, New York 18, M. Y. 
Philadelphia + Cleveland + Chicago * Dallas 

Los Angeles * San Francisco Seattle (at) 
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‘Box Office’ 
for Trade Shows 


By W. F. WEIMER 
Advertising Manager 
Valve & Meter Divisions 
Rockwell Mfg. Co. 
Pittsburgh 


IN THE ENTERTAINMENT world 
there’s never any doubt about “how 
the show is doing.” The producer has 
an infallible yardstick—box office re- 
ceipts—to tell him whether he has a 
“hit” or a “turkey.” 

In industrial show business—trade 
shows and expositions—we have no 
box office. It’s a problem and it’s not 
new. 

Three organizations have been 
formed to help create that box office. 
to help advertisers, agencies and ex- 
hibit managers to assess how the in- 
dustrial show is doing as a sales tool. 
The Exhibitors Advisory Council was 
established in 1926 to iron out this 
and other problems among exhibitors, 
display builders and show managers. 
The Association of National Adver- 
tisers and the National Industrial Ad- 
vertisers Association have formed 
comnittees in the past several years to 
tackle the problem. 

Through years of service by these 
three bodies the need has recurred for 
an attendance audit—some way of 
nailing down the sales good which a 
given show does. Yet nothing really 
concrete has been done. 

We of the exhibits committee of 
NIAA, therefore, are taking up the 
challenge. We want to herd the mar- 
keting profession into action. We 
want that joint action to produce a 
bureau with proper financial support 
and sponsorship—a buresu that will 
act, rather than talk. 

It doesn't matter whether the new 
organization is called the AEAF 
‘Audit of Exhibition Attendance & 
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TRADE SHOW CROWDS, such as at the big National Plastics Exposition above, 


should be audited for the industrial exhibitor. A plan detailing who is to do it and 
how is offered by the National Industrial Advertisers Association. 


Effectiveness} or the Double-A 
Double-E (Advertiser’s Audit of Ex- 
position Effectiveness), or whatever. 
What does matter is the structure of 
the organization, its support and ac- 
tivities. 

Before we outline our suggested ap- 
proach, let’s take a look at how badly 
show audits are wanted. 


Who Feels How 
About Trade Show Audits 


Advertisers are crying for show 
audits—sales managers and advertis- 
ing managers alike. 

Here is the typical experience of the 
advertising manager who is asked by 
a sales head if it is advisable to partici- 
pate in, say, the National Exposi- 
tion of Nuts & Bolts. He checks his 
files to find that he has received very 
decorative promotion pieces which 


claim that the show is outstanding and 


under the direction of a very efficient 
manager, and conveys the idea that if 
a firm wants to hobnob with the elite 
of the nut and bolt industry this is just 
the place to do it. Sales management 
seldom swoons at such information. 

Here's a quotation from a letter 
from one advertising manager who 
feels inadequately serviced: 

“After our sales department had 
complained that attendance was ex- 
cessively local in a show we had gone 
into, | specifically asked the show 
manager for an attendance break. 
down. The show is a big, national 
bi-annual show established many 
years ago with vast sums of money 
spent by exhibitors. It is, | am sure, 
supposed to be one of the biggest and 
best operated. /t took six months and 
three letters to get any kind of an anal- 
ysis. 

“When I did receive it, it was a tis- 

(Continued on page 134) 
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Four Ways 


for an Advertising Agency 


to Make a Profit 


| 


er Manaoaement ( nsultant 
| | 
If the management is right, an 
can make small industrial 


By IRA W. RUBEL 
“a 


agene 
aceouhts with low billings puy off. 
An expert offers vou here a pro- 
gram for doing the job. 

Mr, Rubel is author of the only 
book pn the subject, “Advertising 
Agenicy Financial Management 
and Accounting.” published by 
Funk x W agnall«. He is chairman 
of thd New York University semi- 
nar bn profitable advertising 
agenedys Rubel & 


Field§ serves 65 agencies. Mr. 


management. 


Rubel also is resident partner of 
J. K. Lasser & Co.. New York cer- 
tified) public accountant special- 
izing jin publication accounting. 


| 


GETTING NEW ACCOUNTS and 
producing good advertising do not 
necessarily lead to successful opera- 
tion of an advertising agency. 
Often two agencies doing the same 
volume of business end up with vastly 
different operating figures. I know of 
many agencies that have operated for 
a period ata loks on the same volume 
of business with which others op- 
erate ata profit. 
One difficulty 
executives are ¢reative specialists ex- 


is that agency top 


pert in producing advertising and ad- 


vertising ideas but not necessarily 
steeped in experience at management 
of which the function is to control 
sales and production operations so 
that the business will operate at a 
profit. 
Agency executives can approach 
the problem two ways: (1) by accept- 
ing only accounts that are obviously 
profitable (usually those using mostly 
the relatively high cost consumer 
media such as magazines, radio and 
(2) by studying 


means of making profit from accounts 


hewspapers | or 


that don’t appear very profitable. 
Most agencies cannot afford to be 
greatly selective but must take ac- 
counts as they come, so the second 
approach is more practical. To make 


it work, the agenev executive often 


must collect special fees from clients 
in addition to the traditional 15% 
commission from media and the per- 
centage charges added to items pur- 
chased. And he must control costs 
carefully. 

Services for each client will var? 
and therefore so will the costs. The 
agency executive frequently must re- 
ly on the treasurer or public account- 
ant to supply the necessary skill in ac- 
counting and finance, but if he will 
follow these four simple rules, they 
will carry him a long way toward 
profitable operation of his agency. 


1 


Determine the work to be per- 
formed. 


So the agency executive will know 
what he is doing and so he can help 
justify special fees, he should prepare 
a separate bill of particulars showing 
each client's needs. Many agencies 
first consider the several classifica- 
tions of media used by a client such 
as magazines, business publications 
and direct mail. For each classifica- 
tion the work may be further sub- 
divided by type of work such as con- 
tact. copy, visualization, research. 

When the client's needs have been 
completely cataloged the results will 
be several work sheets showing for 
each classification of work the vari- 
ous jobs that should be performed. 
The next step is to determine how the 
agency will do each job. 

This is not too difficult because 
usually the agency can determine in 
advance who is going to be assigned 
to do each part of the work. In smaller 
agencies, one employe may do most 
or all of the creative work. In larger 
agencies, the creative work may be 
divided among many people. 

When vou start determining the 
work to be done. call in the people 
who are going to do the work. Usually, 
they have worked on the account in 
previous years. 1 hey will have de- 
tailed knowledge of the client's re- 
quirements and can help determine 
the amount of time required to do 
each job. If you do not consult with 
these people about time, you can hard- 
ly hold them responsible for doing 
the jobs within the estimated time. 

Detailing the client's needs in a 
bill of particulars is a lengthy job but 
it is one of the most important that 
management has to do, for only by de- 
termining what has to be done and 
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how long it will take can management 
determine how much it will cost. No 
over-all estimates will be accurate 
enough. 

One large agency keeps no cost ac- 
counting records but at the end of each 
year asked each creative employe to 
estimate what percentage of his time 
was devoted to each accoun! during 
the year. Some employes work on as 
many as 25 accounts. 

While you cannot estimate the time 
required to do a client’s work within 
a few hours, you can make a reason- 
ably accurate estimate. This is par- 
ticularly true where the agency keeps 
cost accounting records to show how 
much time each employe spends on 
each account. The only kind of records 
that are accurate enough for man- 
agement to rely on are based on time 
records kept by employes on a day to 
day basis. 

In estimating the time required to 
do a job an employe should take all 
factors into consideration. For ex- 
ample, a copywriter should determine 
how many ads of each type have to be 
prepared during the year. Then, based 
on the knowledge of about how long 
it takes him to write each ad of the 
particular type needed, he would be 
able to make a reasonable estimate of 
the time required to prepare the copy 
for the client for the coming month, 
or any other period. 

Compare the time estimates given 
you by your creative people with 
their time estimates for a previous 
period. This will help you to deter- 
mine whether the estimates are reason- 


2 


Estimate the cost of the work. 


able or not. 


After you determine the nature and 
extent of the work to be done for an 
advertiser, you can easily estimate the 
cost! of doing it. If your agency op- 
erates a cost accounting system—and 
every agency should—vyou will have 
a record to show how much it cost to 
do most of the jobs last year. These 
figures are your guide this year. 

+ atin allowance for changes and 
unfpreseen contingencies, you convert 
the |time estimates into cost estimates 
by using the standard hourly rate of 
the} various employes who are going 
to work on an account. To figure a 
stasdard hourly rate for an employe, 
you: 
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1. Determine the employe’s annual 
compensation, including salary and 
bonus. 

2. Determine the number of hours 
that an employe is expected to work 
during the year. About 1,700 hours is 
normal where employes work a 35- 
hour week. Make due allowances for 
vacations, holidays and sick leaves. 

3. Divide the number of hours you 
expect the employe to work during 
the year into the annual compensa- 
tion. The result will be a standard 
hourly rate. 

After you have converted the time 
estimates into cost estimates in ac- 
cordance with the preceding suggested 
method, you will have computed the 
principal cost of serving a client, Only 
one other item of cost is to be added 
and that is what we call “direct ex- 
penses.”” 

These are expenses incurred direct- 
ly beeause of serving a particular 
client. They include such items as 
traveling, entertaining. long distance 
telephone, telegrams, unbillable pro- 
duction and presentations. Make an 
estimate of the cost for these items 
and add to the time cost of employes. 
The total will equal the cost of serving 
a client for the period. 
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Fix the selling price. 


The cost of creating a client's ad- 
vertising often has little relation to 
the 15° agency commission. When 
that happens, something must be 
done. The advertising agency business 
is no different than any other in that 
the selling price of a product must be 
related to its cost. 

Studies show the agency costs shape 
up like this: 

The agency normally spends 50 or 
60% of its income in the cost of serv- 
ing clients. This leaves 40 or 50° to 
cover overhead and profit. 

Overhead expense includes such 
items as rent, telephone, dues and 
subscriptions, and salaries of people 
who perform work not directly related 
to creating or producing client adver- 
tising. Such people include stenog- 
raphers, typists, bookkeepers, billing 
clerks, checking clerks, errand boys 
and people who work directly in con- 
nection with the administration of the 
agency. General overhead accounts 
for 20 or 30°% of the agency's income, 
leaving 10 or 20% for profit before 
taxes. 


Thus, if the cost will be $6,000 to 
serve a client, the agency should re- 
ceive about $12,000 from the client 
for performing this service. If the 
agency gets less than that, then agency 
management must (1) reduce the cost 
of performing the work for the client, 
or (2) secure additional fees from 
the client for doing the work. 

Where the estimated cost of serv- 
ing the client for a coming period is 
more than 60% of income, then it's 
time to review the time estimates with 
your agency personnel and simplify or 
cut out various services to the client. 

It may be entirely feasible to change 
the assignment so that a different per- 
son in the agency performs it. Some- 
times, highly paid people have been 
assigned to accounts that cannot af- 
ford to pay for these services. In such 
cases, lower priced employes may be 
transferred to perform such jobs. 

An agency receiving $10,000 from 
a client will usually spend $6,000 in 
contacting the account, writing the 
copy, doing the art work, research, etc. 
The remainder of $4,000 includes $2,- 
500 for overhead and $1,500 (15% 
of total income) for a profit. 

Thus, the low unit-cost space ad- 
vertising created for this client must 
(1) be developed by people who re- 
ceive lower salaries than those who 
work on high unit cost space, or (2) 
the client must be willing to pay a 
service fee for high priced talent to 
prepare ads in the low. unit cost 


classification. 


Operate within cost estimates. 


After you have estimated the cost 
and fixed the selling price, it will be 
of utmost importance to work within 
your time estimates. There are two 
separate phases to this. 

First, you should have a month-to- 
month knowledge of current income 
and costs. This means that at the end 
of every month you should have fig- 
ures to show how much it has cost the 
agency to perform the services for 
each particular client and how much 
the client has paid. 

The cost should be broken down to 
show the cost of contact, copy, art, 
research, ete. You then can compare 
the actual costs with the estimates. 
Where the costs are out of line with 
the estimates, it’s time to cut costs or 
charge the client extra. 

Second, you should give your per- 

(Continued on page 65) 
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SIMPLICITY gives slidefilm punch. Elimination of extrane- 
ous details helps this explanation of safe plane fueling. 


HUMOR by the 


in Today 


method is another slidefilm advan- 
tage over photographed fnovie as in this Socony-Vacuum {film 


Sales Slidefilms? 


What the ‘Sell’ 


By PUD LANE 


Dire tor Shdetin 
Transf m. in 


New York 


AN UNFORTUNATE jnisconception 
among industrial top management and 
advertising executives i4 that the slide- 
film is an antiquated sles medium— 


& poor relation of the rhotion picture. 
The executive may rurse that idea 
because he has never/seen a good, 
modern slidefilm. Or he bnce may have 
made a slidefilm to dd a sales, sales 
bed 


training or public relations job that 
could have been done better by a mo- 
tion picture. These are the two most 
common factors behind the notion 
that slidefilms are for the man with a 
small budget—are, in fact, the poor 
man’s visual aid. 

Actually, the slidefilm can do some 
things better than the movie and can 
do some things the movie can't do. 
The slidefilm is a specialized medium, 
with specialized techniques which, if 
used expertly, can accomplish certain 
objectives with great impact. 

The slidefilm. because it can simpli- 


DRAMA through exaggeration is another slidefilm strength. 
as shown in this slide film from same film by Esso Export Co 


CUTOUTS, not possible in motion picture photography, helps 
the slidefilm explain complex industrial products. 


fy and control the number of direct 
impressions to be conveyed, is the per- 
fect instrument for reaching man’s 
sense of logic. His eye can register a 
deeper impression from one picture 
than from a series of motions in a 


movie. 


Logic 


One picture, free of extraneous and 
disconcerting material, can be simpler 
to understand. As soon as the element 
of motion is introduced, the logical 
process is blurred by the unconscious 
attenipt of the watcher to participate 
in the action. 

Action film, then, calls forth emo 
tional responses, which may or may 
not be important to the subject mat 
ter, but may certainly distract from 
the film’s teaching effectiveness. ( And 
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RELATIONSHIPS can be shown clearly and graphically in 
slid¢film as easily as in more expensive motion picture. 


ar. ulled! hro 


clipped 


LIGHT TOUCH is a natural for slidefilm, in which the artist 
can do what camera cannot on technical subjects. 


INSTRUCTIONS on use of a product can be simpler,and OVER-SIMPLIFICATION is slidefilm advantage throwing 


tak¢ time to sink in when picture is not in motion. 


frequently sales films must teach while 
they can sell.) 

Slidefilms can be emotional. But 
the! emotional factor must be con- 
dudive to learning. The slidefilm’s ad- 
van.age is better control of this factor 
so fs not to impair logic. Motion in 
itself can be disturbing. 

Logic does not have to be dull. On 
the contrary, the clarity of the argu- 
met, the orderly presentation, the 
art, text and layout can be completely 
satisfying and stimulating. A  well- 
maile slidefilm—especially when it is 
telling a complex story--convinces 
the subject that he himself is clear- 
minded, perceptive, efficient. This in- 
direct appeal to his pride—a definite 
emotion—makes him enjoy the presen- 
tation. 

When you are selling a complex 
product—such as machinery or tech- 
nical equipment-—the slidefilm can be 


INDUSTRIAL MARKETING, November, 1950 


especially effective in explaining what 
the product can do. Operation of the 
equipment may be complicated or un- 
familiar to the buyer. 


Sequence 
The slidefilm can explain the opera- 


tion in sequence from start to finish, 
giving the buyer plenty of time to 
study what he is looking at. Frame by 
frame, he sees, hears, understands. 
When the slidefilm has been run, he 
has, in effect, operated the equipment 
himself—successfully—on the first 
try. 

After the showing, single frames 
can be used as illustrations for a lec- 
ture reviewing difficult points in the 
slidefilm. 

When you present your sales argu- 
ments, you sometimes want to explain 


your product part by part. But when 


light on complexities like Douglas Aircraft production line. 


you do this, you need to make clear 
the relation of the parts to the whole. 
And you can, by using the slidefilm’s 
most adaptable techniques—the car- 
toon, diagram, symbol, graph. 


Relation 


With these, you can show the re- 
lationships of any conceivable group 
of details . . . the set-up of a large 
organization, the function of a spark 
plug in an engine, the workings of a 
telephone when you dial a number. 
Intangibles, which cannot be pho- 
tographed, can be represented by vari- 
ous slidefilm techniques. 

The effects of pressure, chemical re- 
actions, acoustic phenomena . . . all 
can be visualized for clearer under- 
standing not only by management, 
purchasing agents and other non-tech- 


(Continued on page 157) 
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ADS AND SCORES reprisent highlights of industrial 


advertising readership as rdported by Daniel Storch & 
Staff, New York. Ads are from the July issues of Foctory 


hinery ond Power. 


fe 


RELEVANT VS. IRRELE- 
VANT—An ad by Bryant 
Chucking Grinder Co., Spring- 
field, Vt., attracts “readérs in 
\general.” An ad by Charles 
1H. Besly & Co., Chicagh, at- 
}tracts persons interestdd in 
grinders——because of (1) the 
| word, “grinder,” at uppet left, 
| (2) the illustration and (4) the 
results listed. 
| If these ads appeared in gen- 
eral magazines, the «cores 


would probably be reverséd. In 
a general magazine, seléctive 
ads reduce readership. jIn a 
selective magazine, selective 
ads increase readership. 


RELATED VS. _ UIIRE- 
LATED-—When the benefits 
you offer in your industrial ad 
aren't directly related to your 
product —at a glance -- you 
stand to lose readers 

That is dramatized by 
readership scores of thes’ two 
ads, appearing on facing pages 
for Eagle-Picher Co., C ncin- 
nati. The “reduce expenses” 
headline could be selling al- 
most any product. The fheme 
lacked individuality, janch 
The other ad's headline of- 
fered benefits directly result- 
ing from the product and 
pulled twice as many readers. 


‘Sell at a Glance’ or Lose Readers 


LOS) #aT 
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QUESTIONS VS. “ANSWERS"—Obviously different head- 
line techniques were used in these two filter ads by Infilco, 
Chicago, and Graver Water Conditioning Co., New York. One 
ad pulled twice as many readers. Which one? To find out, and 
learn some reasons why, turn to page 94. 


Symbols and percentages show read- 
ership scores for each component part 
of ad. Scores for entire ad are at top. 


—Noted 
| —-Read Most 


—-Seen-Assoctated 


INDUSTRIAL MARKETING, November, 1950 


What Readership Scores Mean: 


NOTED denotes the percentage of readers who, when interviewed, said they remembered 
having seen an ad—whether or not they associated the ad with the nome of the product or 


advertiser. 
SEEN-ASSOCIATED denotes the per cent of readers who said they remembered seeing the ad 
and associated it with the name of the product or odvertiser. 


READ MOST denotes the per cent of readers who read 50°/, or more of the copy. 


COST RATIO expresses the relationship between the cost per hundred readers (who “noted,” 
for example) for o specific ad and the coresponding median average cost for all the adds in 
the same issue. A Noted” cost ratio of 175, for example would mean that the ad “stopped” 
75% more readers per dollor thon por for the issue, por being 100 and representing the 
median averoge cost. Thus o cost ratio above 100 is above average; below 100 is below 


average. 


. 

| Which Ad Got the Highest Starch Score? | 
| PROPER Stay earner 

; 
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ARF Studies 


10 Highest Scoring Editorial Items* 


(American Machinist) 


Page Per 
Title No. Cent 
New Shop Equipment Material And Parts (department) 142 72% 
Spot News Of Metalworking (department) 79~—ts«G61 
Practical Ideas (department) 120 56 
Are Shop Men Scared Of High-Speed Machining? 

(feature) . 8S 55 
Talking Shop (department) 141 55 
Tips For Top Shop Men (department) 89 51 
Chips And Quips (department) 2 48 
News Of Metalworking (department) 125 46 
How To Design Two-Station Progressive Dies (feature) 92 46 
Cartoon (feature) 178 45 
*Excluding pictures and pycture cut-hnes 

20 Highest Scoring Ads 
(Americon Machinist) 
Page Per 
No. Product Size Color* Cent 
157 Nicholson Files Full Page ROP 63% 
8-9 Van Norman Millers Spread 60 

68a-bt General Electric Motors 2P Insert 4c 60 

12-13 Landis Grinders Spread ROP 53 

18-19 Norton Abrasives ROP 52 


4th Cover Timken Alloy Stee! Full Page ROP 51 


40-41 Brown & Sharpe Screw Spread ROP 49 
Machines 
201 Sol-Speedi-Dri Grease 
Absorbent 23 Page ROP 48 
7 Cimcool Cutting Compounds Full Page sc 47 
33. Niagara Power Shear 2 ROP? 
Gleason Bevel Generator 44 
Gisholt Turret Lathes 44 
190 Niles Boring Mills 43 
57 John Bath Co. Tape ROP 43 
54 Bullard Turret Lathe = > ROP 42 
$2. Monarch Turning Machines 42 


34-35 Kingsbury Drilling & 


Tapping Machines Spread ROP 41 

2nd Cover Heald Finishing Machines Full Page sc 41 

25 Betts-Bridgeford Lathes 40 

24 ~=Pratt & Whitney Taps ROP 40 
*Advertisements printed in run-of-publication color, ie, black and om 
f the following standard colors yellow, orange, red, blue and green 


- are designated by the symbol ROP. Ads printed in black and a special 
color are shown as SC. Four color ads are shown as 4C. No color desig 
nation is shown for black-and-white ads 
tT wo-page insert appearing between pages 68 and 69 


tBlack with two run-of-publication colors; not a special color 


Show Best-Read Ads, Editorial 


Highlights 
of business publication 


readership research 


NOW THAT THE LAST of four busi- 
ness paper studies by the Advertising 
Research Foundation has been com- 
pleted, advertising men can stand 
back and take an appraising look at 
the credit and debit sides of the find- 
ings. 

On the credit side, the studies of- 
fer unique proof of business paper 
readership. They show that pass-along 
readership gave the four paid-circula- 
tiion publications an average ol 
76.1% more readers than shown by 
the audited circulation totals. 

The publications were Automotive 
Industries, American Builder, Ameri 
can Machinist and Chemical Engineer- 
ing. On the basis of interviews with 
a carefully selected, cross-country 
sampling of subscribers and pass 


BEST-READ ad in American Ma- 
chinist was for Nicholson File Co. 
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along readers, a total “potential 
audience” — including pass-along — 
was computed for each publication. 
Interviewed readers were tested to de- 
termine the number of careful, or 
“qualified,” readers (IM, September). 

Results, compared with circulation 
totals prepared by the Audit Bureau of 
Circulations 


ABC Potential Qualified 
Cire. Audience Readers 
Auto. Ind. 10,900 26,000 19,000 
Amer. Bldr. 80,500 129,000 73,000 
Amer. Mach. 28,100 61,000 28,000 
Chem. Engr. 35,000 56,000 35,000 


These totals were arrived at as fol- 
lows: For American Builder, for in- 
stance, the potential audience of 129,- 
000 readers was determined by mul- 
tiplying the ABC circulation total by 
1.6—the number of readers per 
copy as revealed by the sampling. The 
total of qualified readers was deter- 
mined by multiplying circulation by 
the .9 qualified readers per copy. 

Also on the credit side, the study 
showed that the percentage of readers 
directly influencing or making recom- 
mendations for purchase of supplies 


(Continued on page 164) 


Could this mean a 
FORTUNE 


BEST-READ ad in Chemical Engi- 
neering was for Alcoa Chemicals Co. 
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10 Highest Scoring Editorial Items* 
(Chemical Engineering) 


Title 

The Chementator (department) ...... 

New Products And Materials (department) 

Process Equipment News (department) 

Chemical Engineering News (department) 

Easiest Way To Move It (feature) 

Editorial Foreword (departraent) 

Reader Service (department) . 

Price, Consumption And Production Trends (depertmneat) . 

Wax And Lube Oils Shine At Cit-Con (feature) 

Novel Separation Process Canada’s Oil San is 
(feature) 

Chemical (department) 

The Plant Notebook (department) .... 


*Excluding pictures and picture cut-lines 


20 Highest Scoring Ads 
(Chemical Engineering) 
Page 
No. Product Size 
42 Alcoa Chemicals ; .Full Page 
U. S. Industrial Chemicals 2P Insert 
11 Link-Belt Conveyors ..Full Page 
Union Carbide Graphite .... Spread 
145 International Nickel Co. Monel tens Page 
32. Dow Caustic Soda : 
33. Republic Stainless Steel 
4th Cover Pfaudler Stainless Steel Equip. 
44 ~+Barrett Coal-Tar Chemicals 
328 Sun Shipbuilding Plant Equip. 
175 Crane Plumbing Supplics 
2nd Cover Tube-Turn Welding Fittings 
66-6, Brown Instruments 


43 A. O. Smith Corp. Heat 
Exchangers 
Wilfley Acid Pumps 
Link-Belt Bearings 
Glycerine Producers’ Assn. 
Brown & Root Engineering 
Duriron Pumps 
52-53 Dodge Speed Reducers Spread 
323 Esso Petroleum Full Page 


*+Blue ink on blue stock 

*Advertisements printed mn run-of-publication color, Le. black and one of 
the following standard colors—yellow, orange, red, blue and green—are 
designated by the symbol ROP. Ads printed in black and a special color 
are shown as SC. Four color ads are shown as 4C. No color designation 
is shown for black-and-white ads 
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Page Per 
No. Cent 

69 71% 
188 66 
177 
48 

mc 47 
290-38 
38 

10337 

23937 
— 

4 

Per 

| Color* Cent 

SC 56% 
t 55 
41 ag 
sc 
36 ig 
“Ap sc 35 
ROP 33 
ak sc 32 


BROKERS, shown here completing round-lot transactions at New York Stock Excha ge, 
are good to know. They give legitimate help, but not confidential facts on competitors. 


Keep an Eye on Your Competition 


Not to imitate . . . but to stay abreast 


YOU CAN'T DO BUSINESS by try 
ing to meet and match every move of 
your competition. 

Phat is hazardous and unprofitable. 
Your company will progress in the 
long run only by conforming its poli 
cies with the needs and habits and 
prejudices of the people comprising 
your logical market 

But, at the same time, you cannot 
become smug and complacent and ig 
nore what your competitors do. So 
watch them. What your competitors 
do is important. Only make sure that 
that importance is kept in perspective 


Watching the competition will stim- 
ulate your thinking, keep you abreast 
of developments in your industry and 
help you avoid getting left at the post. 

You have many ways to keep aware 
of what competitors are doing and 
what success they are meeting. Their 
acts show in the marketplace, and peo- 


ple know of them. 


W atch the Stock Market 


Competitors in whom the public is 
interested cannot avoid giving clues 


to what they are doing. Dow-Jones 


By WILLARD M. FOX 


Director of Market Research 
Remington Rand 
New York 


news tickers and the Wall Street Jour- 
nal—must reading for every manage- 
ment man who wants to know what 
goes on—report significant news 
about industries and companies. Such 
services as Standard & Poor’s Corpo- 
Records pick up virtually 
everything of business significance 
published in anything. 


ration 
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It is not muck of a job to keep daily 
stock charts of the Dow-Jones aver- 
ages (or any of the other good ones) 
and of some of the market leaders such 
as U. S. Steel, American Can, Tele- 
phone, Allied Chemical, and so forth, 
and all the stocks of competitors. 

By contrasting the actions of differ- 
ent stocks to each other and to stocks 
in other groups and in the averages, it 
is frequently possible to spot the 
places where things are going on, Of 
course, all stocks tend to go up in bull 
markets and down in bear markets, 
and they differ among themselves in 
their volatility and the quality of their 
sponsorship. 

These things are easy to find out 
and allow for. The stock market tells 
by its action the consensus about each 
stock. If a stock or group of stocks 
goes through a period of good puying 
and movement into strong hands, a 
special situation probably is in the 
making—unless, of course, the entire 
group is being accumulated for indus- 
try-wide reasons. In that case, the con- 
trast between individual stocks will 
either not appear or not be marked. 

Technical action, of course, needs 
to be interpreted carefully. It points to 
clues. When technical action seems 
significant. it is logical to check with 
banking and brokerage connections. 

Banks and brokers will not violate 
confidences or disclose inside infor- 
mation to competitors, but bankers 
and brokers are necessarily very well 
informed and they are willing to give 
all the legitimate help they can to their 
good and profitable customers. 

Many business executives err not 
by making nuisances of themselves by 
asking too much but by not getting 
close enough to an ofticer of their 
bank and a partner of their brokerage 
house. A profitable customer who 
takes the time and trouble to talk 
freely and candidly to his banker and 
broker can get a lot of very valuable 
help and information about business. 


Keep in Touch with 
Trade Associations 


Both the vertical (industry) and 
horizontal (functional) business and 
professional associations do a lot of 
constructive work on behalf of their 


Condensed and reprinted by per- 
mission of the publisher from Willard 
M. Fox, How to Use Market Research 
for Profit. Copyright, 1950, by Pren- 
tice-Hall. 
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members. Particularly where competi- 
tion is imperfect, community of -in- 
terest among competitors is great and 
much more can be gained than lost by 
active support of and participation in 
their activities. 

Many of these associations do a 
reasonably good job of cojlecting in- 
dustry statistics regarding markets 
and sales and of making various sorts 
of surveys on probleras common to 
their memberships. 

By comparing such statistics to 
those of your own operations, you may 
find some spots in which you are woe- 
fully weak and getting no stronger 
rapidly. On the other hand, you may 
find that competition is nibbling away 
at some strong spots that. from your 
own internal figures, look pretty 
healthy. Suppose, for example, that 
in a certain territory yous sales have 
gone along like this in the past ten 
years: 

‘ear Sales 
100.0 
103.5 
106.0 
109.4 
108.0 
112.5 
114.3 
116.7 
124.0 


Off-hand, that might not look like 
too bad performance, taking into 
consideration what you know about 
your salesman, your customers, and 
the territory. If, however, your trade 
association furnishes you county or 
market area statistics of industry sales 
in some index, percentage, or dollar 
series, you might find, by comparing 
figures, something like this: 


Sales 
100.0 
103.5 
106.0 
109.4 
111.1 
108.0 
112.5 
114.3 

9 116.7 
10 120.0 


That puts a different complexion 
on the matter. It shows that five years 
ago you started to lose competitive 
position. Sure, you did more business 
and perhaps made more money year 
by year after the slump of the sixth 
year. That gain you made, however, 


Industry 
100.0 
102.8 
105.0 
107.4 
111.0 
113.0 
116.1 
119.0 
122.3 
126.0 


Year 


was less than that of the industry. 

This means that you are getting a 
smaller share of a larger market. Let 
that trend continue long enough and 
you will cease to be a serious factor. 

What is true of individual markets 
can be true of an entire market for 
your products. Your normal sales ex- 
pectancy can be going up year by year 
and you can be growing in sales and 
earnings and still, paradoxical though 
it may sound, be over the hill and 
heading down to the poorhouse com- 
pared to your competition. 

Of course, isolating such spots tells 
only where you are gaining or losing 
ground relative to competition. It 
does not tell you why. You must turn 
to other types of market research to 
learn why. 

The federal government, particular- 
ly the Department of Commerce, com- 
piles and releases a vast amount of 
data about various industries. It is 
not a bad idea to keep in touch with 
the nearest field office to find out 
what is becoming available. It has 
been my experience that much of this 
material is good background, al- 
though it usually has to be worked 
over and related to data from private 
sources to give it direct significance. 


Know the Business Press 


Never under-rate the space repre- 
sentatives of business publications. 
Those fellows are usually very intelli- 
gent and they get around. They see a 
lot. They hear a lot. They know a lot. 
They have to know what is going in 
the markets their papers serve, which 
are also the markets you want to sell. 

They can tell you a great deal very 
quickly that would require much time 
and effort on your part to find out 
through personal investigation, and 
they can often tell you things you 
might have great difficulty in finding 
out at all. 

Unfortunately, a lot of advertising 
managers particularly in the indus- 
trial field have the bad habit of con- 
descending to space men. That is a 
serious mistake. The good space repre- 
sentative will go out of his way to 
heip the people who meet him half 
way. But he is human enough not to 
put himself out to help a man who is 
inaccessible or supercilious. 

Cultivation of business paper edi- 
tors is another excellent means of 
finding out what is going on competi- 


(Continued on page 149) 
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Only 3'> of 12,000 visitors at 
the Materials Handling show had 
company titles including the 
words, “materials handling.” So, 
in this field, buyers are hard to 
locate by title. But a telephone 
survey of 28,000 companies 
solved that problem. 


LOCATING THE COMPANIES that 
are your | otential customers is often a 
tough marketing job, but sometimes 


} even tougher is finding the man you 


want to reach at each company. 

The man you want to reach is the 
man whe makes or most influences 
buying «decisions on your type of 
product 

Modern Materials Handling, a con 
trolled circulation publication, used a 
new method to tackle the problem 
The man we wanted to reach was the 
man in charge of materials handling 


) at each company. Our aim was to add 


him to our circulation list. 
Although ours was a_ publishing 


| problem, the method we used doubt 


less can be applied by many industrial 
suppliers to locate the man who most 
influences purchases of a particular 
type of product in each company. 

The method centered on use of 
Western Union to conduct a telephone 
survey involving personal calls to a 
responsible official in each of 28,852 
plants and distributors doing more 
than 75% of the nation’s business. 

Your marketing problem may be 
complicated, as ours was, by the fact 
that you can't identify your customers 
or individuals with buying influence 
by any consistent set of titles. This is 
probably true in any field which, 
like materials handling, is new, ex- 
panding, poorly defined and charac 
terized by widely different degrees of 
recognition in different companies 

A study of 12,000 visitors at the 


Western Union Phone Survey Finds an Elusive Market 


97% 


qd 
3% 


1949 Materials Handling Exposition 
showed that less than 3° carried such 
identifying titles as “materials han- 
dling supervisor.” Another study 
showed that, among 122 industrial su- 


pervisors interested in materials han- 
dling. 81 had different titles (works 
manager, maintenance control super 


visor, methods engineer, etc.) 


Experts and Novices 


The intensity of interest in mate 
rials handling behind these titles varies 
greatly. Emphasis ranges from the 
maintenance of a large department of 
materials handling engineers to com 
plete indifference or ignorance of 
scientific materials handling even 
though some mechanized equipment is 
used. 

Obviously, titles wouldn't do. We 
knew that somehow we had to ask 
each important plant to tell us who 
was the man in charge of materials 
handling there. 

As a start in getting behind the 
titles, we discarded the mailed ques- 
tionnaire as costly and incomplete, the 
personal interview as unwieldy, and 
the telephone company because it de- 
clined to take on the job. 

So Western Union was employed, 
because it was a national organization 
capable of making a large number of 
direct personal calls quickly any- 
where in the nation. 

To find out if a telephone survey 
would work, a pilot test was made. 
We supplied Western Union with a 


By NORMAN L. CAHNERS 


President 
Materials Handling Laboratories 
New York 


list of 100 companies of many dif- 
ferent sizes and industries. 

Although Western Union didn’t 
know it, we already know who was 
the man responsible for materials han- 
dling in each of the 100 companies. 
Results of the test were 98% aceu- 
rate. After a second test in Boston 
proved equally successful, Western 
Union was put to work on a national 
survey. 

A study of manufacturers’ census 
figures showed that 24,000 plants em- 
ploying LOO or more persons account 
for 76% of industrial equipment pur- 
chases. So we limited our national 
survey by Western Union to these 
larger plants on the theory that the 
remaining plants—about 250,000— 
were not important enough in pur- 
chasing power to justify the cost of 
surveying them. 

Next came the job of compiling the 
names of the 24,000 plants. No list 
of these plants was available. We had 
to obtain and check lists from the 
secretaries of state of individual 
states, dig out names of plants em 
ploying 100 or more people, and list 
each plant on a card, 

In similar fashion, and using vari- 
ous government and trade associa- 
tion statistics as a base, we built up 
an additional list of 4,162 “blue chip” 
companies in the distribution field, in- 
cluding transportation, warehousing 
and terminals, and retailing. 

The Western Union personnel who 
phoned these plants throughout the 
country asked this question: “What 
is the name of the man in your plant 
in charge of materials handling?” 
and ran into these problems: 

If you call a company to ask a sur- 
vey question of a technical nature, 
whom should you ask? Certainly the 
company switchboard operator would 
not have the answer. Rather than guess 
how to get an authoritative answer, 
we experimented by calls from our 

(Continued on page 155) 
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Ship design, shipbuilding, repair and ship operation call 
for a high degree of technical skill and knowledge. 

Only technically trained, engineering-minded men nre qual- 
ified to make decisions in these fields. 


Marine Engineering for Technical Information 

Look to your right—this is the organization of the marine industry, and 
provides a pattern for sales plans and advertising activity. These men, 
who buy or influence buying, are, for the most part, engineering-minded 
Marine Engineering and Shipping Review is edited to supply their techni- 
cal needs, covering every branch of marine activity. 

Descriptions of new vessels and new techniques published in Marine 
Engineering are regarded as authoritative reference. Designers anc 
builders often use its descriptions as working guides. Files of back num- 
bers are used by marine officials as a major source of reference data in 
planning and carrying through new projects. 


First in Paid Audited Circulation 

More marine men pay the subscription price to receive Marine Engineer- 
ing each month than any other marine business paper. Indicative of its 
value to these subscribers is the fact that it has the highest renewai rate 
in its field 


Marine Officials Want Information on Your Products 

Marine men look to Marine Engineering for the latest data on products 
that can help them do their jobs, That's why your advertising gets a 
receptive reading in Marine Engineering. In fact, Marine Eng neering 
carried 89°, more advertising pages during the first half of 1950 than any 
other publication in its field 


MARINE MARKET SERVICE TO ADVERTISERS 
© Weekly Bulletin published Saturdays. Advance news on ship construction 
reconditioning and repair: contracts placed and pending ; personnel changes 
News while it is news 
® Marine Directory published yearly, provides list of ship owners, operators, 
builders, repair companies. Includes names. addresses of key officials. Pocket- 
size, 900 payes——a check list of your prime prospects. 


MARINE ENGINEERING 
AND SHIPPING REVIEW 


30 CHURCH STREET, NEW YORK 7, NEW YORK 


79 W. Monroe Street Terminal ¥. 
Los Angeles Seattle 


A SIMMONS-BOARDMAN PUBLICATION 
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the men who 
specify and buy 
in the 

marjne industry 


shipbuildi 1g and 
ship repair companies 


Executives. 

(Pres.. V. Pres.. 

Sec., Treas., Gon. Mers., etc.) 
Usually act on general pul.cies only, 
and in such caves where la: ge 
expenditures are concerned. as 
purchases of steel, new facilities and 
additions to piant. 

CONSTRUCTION 

Marine Super ntendents 

(Port Enginecrs arid Port Captains.) 
Operating Compagy's representatives 
on new cons«ruction and 

extensive repairs, and the final 
authority on the engineering 
products to be sptcitied 

PLANT 

Naval Architects. | 

Marine Engineers. 

Design and supervise 

construction of néw vessels, 

also all large cony¥ersion or 
recondition ing. Specify materials, 
fittings and furnishings and 
equipment with approval of Marine 
Superintendent of Operating Co 


Works Managers or Superintendents 
Specify all equipment and 
materials for the plant and for 

the use in operating the plant 


ship operating companies 
Executives 

(Pres.. V. Pres., 

Sec., Treas., Gen, Mers., ete.) 
Usually act on general policies only 
and in such cases where large 
expenditures are concerned, as the 
placing of contracts for new vessels 
and for large reconditioning proyects 


Marine Superintendents 

(Port Engineers and Port Captains.) 
The most important factors in 

the specification and purchasing of 
all engineering products for new 
construction, also for maintenance 
of vessels in service 


CONSTRUCTION 

Naval Architects 

Marine Engineers 

(Consulting or of Steamship 

Co.) Design new vessels and 
floating equipment, also all large 
conversion or reconditioning work 
Specify materials, fittings, 
furnishings and equipment, with 
approval of Marine Superintendent 
MAINTENANCE 

Engine Room Chiefs and 

Licensed Assistants 

(Aboard Ship.) 

Influence purchases of 

engineering products for maintenance 
of vessels in service. 

And for vour catalog message, use 
Marine Catalog ond Buyers’ Directory 
—the marine indiistry's standard 
buying guide. 
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tors and builders: 


2. Direct mail 
3. Sweet's Files 


“7 KNOW of only three ways by which our cata- 


logs ean be distributed to architects, contrac- 


1. Personal distribution by representatives, 


distributors or dealers 


“The first method, at best. is incomplete and 


very wasteful. No one in the building industry 


Why E. L. Bruce Company 
has used Sweet's service 


has a sales organization that can handle this job. 


“Direct mail is also expensive and involves the 


impossible task of trying to prepare and main- 


tain rapidly changing lists. Then, too, catalogs 


distributed by mail or in person are seldom filed 


where they can be located when needed. 


“We find Sweet's Files the only adequate, eth- 


that information on Bruce Products is placed 


cient and economical means of being positive 


catalog design 


Custom catalog design by Sweet's starts with 


consultation with you to determine what in 


lurmation is needed to bring about the buy 


ing action you desire spectheation, request 


for sales call, direct order. Then follows of 


ganization of the information in a basic pat 


tern for making your catalog easy to use and 


to understand. Next comes selection of the 
most eflective form for the clearest statement 
of cach tact — text, table, 


tion. The result is a unit of buying informa 


diagram, illustra 


tion, «pecially designed to bring you and 
your future customers together in the short. 


est tome and with the least effort 


catalog production 


Because of the great number of manulactur 
ers’ catalogs handled each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quality. You 
may order your catalogs in any desired quan 
tity part to be distributed by Sweet's and 
part, if you wish, to be delivered to you. If 
you prefer, you may print your own catalogs 
and deliver them to Sweet's for filing and 


distribution, in which case charges are lower 
than those for the complete service 


catalog distribution 


When your catalog is distributed by Sweet's 
it is delivered to prospects of top-rank buy 
mg power im the markets of interest to vou 
Sweet's spends more than $200,000 yearly to 
locate, qualify and select the firms and indi 
viduals who represent the bulk of buying 
power in each market served. Furthermore, 
your catalog remains in the office of each re 
cient, instantly accessible at all times. This 
is accomplished by distributing it in a bound, 
indexed collection (hile) of manufacturers’ 
catalogs. According to thousands of users, 
this is the most effective method of getting 
catalogs used by prospective customers. 
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Sweet's distributes 
42,000 copies of this 
12-page Bruce catalog 

to architects, 

contractors and builders. 


(and kept) in the hands of all in‘ portant buying 
and specifying factors. This explains why E. L. 
Bruce Co. has used Sweet's Service every year 
for the past 29 years.” 
Harvey Creech, Advertising Manager 
FE. L. Bruce Co. 


catalog service 


DIVISION OF F.W. DODGE CORPORATION 


119 WEST 40th STREET, NEW YORK 18, N. Y. 


Gets the right information to the right people at the righe time. 
Sweet's Service can distribute vour catalog to any or all these seven markets: Product 
Designers, Mechanical Industries, Process Industries, Power Plants, General Building 
Market, Heavy Construction Market, and Light Construction Market. 


Biel 
i | 
|| 
| 
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Sweet's 
—in 1950 over | 
35,000,000 copies for 
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OFTEN THE BEST WAY to advertise 


industrially is not to dream up some 


thing new and tricky and cute, but to 


use good, orthodox methods and use 


them well 


Trane Co., La Crosse, Wis., maker 


of engineered air conditioning, heat 


ing and ventilating equipment, has 
done that for many years. One reason 
for success has been formation of a 
fundamentally sound sales poliey and 


Sound Sales Formula Backed 


by Advertising Boosts Trane 


Cover Story 


closely integrated support of that 
policy by advertising 

Success of this long term market- 
ing policy can be summed up in re- 
sults: sales have spiraled from $49,. 
673 in 1914 te $4.592.580 in 1937 and 
$24,222. 876 in 1949. 

Heart of the sales formula has been 
cooperation with and product assist. 
ance for architects, consulting engi 


neers and contractors. 


For instance, when knowledge of 
the science of air conditioning was 
limited, the company helped lift the 
veil of mystery by publishing its own 
376-page “Air Conditioning Manual.” 
The company sold 40,000 copies. To- 
day, in its 12th printing. the text 
considered a standard work in me 
chanical engineering curricula. 


‘On-the-Job’ Conditions 


Selection of the right types and 
sizes of both heating and air con 
ditioning equipment was made easy 
for the trade by publication of ca 
talogs and bulletins, including lucid 
engineering drawings and accurate 
tables on performance and specifica 
tions of coils, fans and other prod. 
ucts. This was supplemented by 
an. external company publication. 
“Weather Magic,” which applied 
Trane products to on-the-job con 
ditions. 

A substantial schedule in both 
horizontal and vertical business pa 
pers has been vital to Trane’s adver 
tising program for many years, spear 
heading introduction of many pioneer 
ing products of the “hidden” sort im- 
portant to, but virtually unknown by. 
the public. 

Unveiling of the convector-radiator 
in 1926 opened an important new 
branch of the heating industry, ren 
dering the bulky cast iron radiator 
obsolete almost overnight. Develop 
ment of non-ferrous fin and tube cool 
ing coils and year-round air con 
ditioning units in the 30's contributed 
substantially to the rapid growth and 
public acceptance of air conditioning. 
Promotion of vertical discharge unit 
heaters in the late 30's brought new 
comfort and efficiency levels to indus 
trial plant heating. 

When the “hidden man” in manage 
ment or financial circles has a voice 
in selection of such technical equip 
ment about which he knows very lit 
tle, an additional type of advertising 
often is called for. Trane is reaching 
the top management man with gen 
eral advertising in Business Week. 
Fortune and The Saturday Evening 
Post. 

Business paper advertising con 
tinues to sell products and engineer 
ing. General advertising has to edu 
cate ultimate building buyers on the 
necessity and economy of a complete 
air conditioning job, point out the 


(Continued on page 162 
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in Seven Years of 
‘edd Reader Surveys 


* More Coal Men 


MECHANIZ ON 


* More Coal Men 


MECHANIZ 
* More Coal Men Prefer j 


MECHANIZATIO 


These surveys, conducted by a rationally known group of 
Certified Public Accountants, have consistently placed 
MECHANIZATION — The Magazine of Modern Coal at 
the top in its field. More and more coal men are receiving, 
reading and preferring this outstanding magazine. The 
audited figures — 11,369 replies give MECHANIZA- 
TION nearly a two to one preference (62.5% } over the 
second publication. This is certainly “proof-positive” 

that your advertising dollar will buy more if it is 

spent in MECHANIZATION — The Magazine of 

Modern Coal—the pacemaker for coal progress. 


A copy of the survey 
is yours for the asking. 
A request on your 
business stationery 
will receive prompt 
attention. 
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another gigantic part of 
the railway market 


railway 


$1,100,000,000 
for locomotives 
since 1946 


ARE YOUR PRODUCTS USED HERE? 


Diesel-Electric Locomotives 


The rapid expansion of the Dieseleleetric locomotive in 

railway service has greatly increased the market tor a wide 

variety of parts and applhances from piston rings to forgings, 


from filters to electrical fittings and controls, from carbon 


brushes and storage batteries to Diese! fuels and lubricants 
Diese! Shops 
The mest rapidly growing development in the railway shop 


held today. the Diesel shop represents a market for a wide 


variety of tools and equipment, While these facilities vary 


greatly on different roads, one new shop recently placed in 
service contains JO mater units of machine tools plus nu 
merous portable tools, jigs and fixtures 


Electrical Shops 
The growth of the Dieselelectric locomotive has revolu 
tionized the need not only for electrical replacement prod 


wets, but tor electrical repair facilities as well 


Steam Locomotives 
Represe nting the greatest part of the railways sopply of 
locomotives today, the maintenance and repair of steam 
locomotives call for the steady replacement of parts and ac 
geessories for boilers, cab fittings, boiler mountings, evlin 


ders and driving gear, brakes and many other part. 


Steam Locomotive Shops 
and Engine Terminals 


With more than 26 thousand steam locomotives now in rail- 
way service, these facilities for steam locomotive repairs 
and servicing continue to be a source of new business for 
shop equipment, tools, and materials. 


headquarters for Railway Marketing Information 


Over $1 billion has been spent since 1946 for new loco- 
motives alone—exclusive of maintenance, repairs and 
shop modernization—that’s a dramatic highlight of the 
American railway industry's multi-billion dollar post- 
war improvement program. 

The great majority are Diesel-electrics. Orders totaled 
some $300,000,000 in the first 9 months of 1950—the 
fifth consecutive year of heavy locomotive buying. 

Purchases of motive power provide an initial and re- 
placement market for a wide variety of parts, appliances 
and supplies. They have multiplied the need for new 
Diesel maintenance facilities; for electrical product and 
electrical repair shops; for servicing and fueling facili- 
ties, 

The men who are responsible for authorizing these 
purchases and specifying the equipment, tools and ac- 
cessories are (1) the policy-making top management 
railway officers and department heads, who are regular 
readers of Railway Age and (2) the technically-minded 
mechanical department officers and supervisors who 
work with motive power every day and who are regular 
readers of Railway Mechanical and Electrical Engineer. 

Railway Age and Railway Mechanical and Electrical 
Engineer are your most effective sales approach to the 
railway motive power and locomotive shop field. 


USE RAILWAY AGE— Final buying decisions are made on 
every major purchase for these and 
all other departments by top man- 
agement of railroading. Railway 
Age is read by over 90° of this 
management group w hich you must 
reach for favorable consideration 
and approval. Railway Age reaches 
the entire range of executives, de 
partment heads, operating and pur- 


chasing officers, including, of 


course. the officers most closely 


concerned with motive power. 
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Railway Age gets top priority reading by this larger railway 
group and stands first in industry prestige and influence. It 
is the railway industry's authoritative weekly magazine. It is 
the only railway business publication that covers the whole 


field of important developments while the news is news. 


83.8% of top echelon railway officers who replied to an 
independent survey voted Railway Age most helpful to 
them in their work. Reading it every week is a part of the 
business of railroading. That's why, again in the first half 
of 1950, Railway Age carried more advertising pages than 
any other two railway business papers combined. Use 
Railway Age to speed the acceptance of your product by 
railway management. 


USE RAILWAY MECHANICAL AND ELECTRICAL ENGINEER— 
Railway Mechanical and Electrical 
Engineer deals specifically with the 
problems of the railway mechanical 
and electrical officers, who are re- 
sponsible for cars and locomotives 
and for the maintenance of rolling 
stock. You should reach these ofh- 
cers for they specify the materi- 
als. specialties and equipment, the 
machine tools and other supplies 
used in railway shops and are re- 
sponsible for securing maximum efficiency from their use. 


Railway Mechanical and Electrical Engineer is the out- 
standing medium for meeting these men on their own 
ground, and effectively selling them on the merits and ad- 
vantages of your products, because it is the publication de- 
voted to their special interests and problems. It keeps its 
readers abreast of practical developments and provides a 
medium for the interchange of ideas on their current prob- 
lems. No other publication devotes full attention to this spe- 


cialized branch of the industry. 


SEND NOW FOR: “Diesel Locomotive Statistics,” a compilation listing the number, types, and horsepower of 
Diesel-electric locomotives in service on individual railroads at the end of 1949; also “Diesel Locomo- 
tive Repair Shops,” a list showing the location of Diesel repair facilities at 280 points on 69 railroads. 
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GOOD WILL TOKENS—A penknife and mechanical pencil are received by 
Letters to the Editor” contributors to Manischewitz Co.'s external publication. 
Another good will gesture is the “award of merit” thermometer at right. 


Gifts and Thank You's 
Win Friends for Externals 


By HOWARD MANISCHEWITZ 


sales Promotion Director 
3. Manischewitz Co 
nr nnoh 


DON’T SEND your external company 
magazine to market unchaperoned. 
It's not that you need a chaperone 
to keep your magazine from getting 
into trouble. Chaperones do more than 
that. A good chaperone, in this com 
petitive civilization, sees that her 
charge gets the proper attention 
which means that littl precious 


doesn't wilt in a corner forever un- 
noticed! 

Big business has turned the fine 
art of chaperoning into a science, and 
has given it a high sounding name: 
public relations. It's customary in 
this enlightened age for big business 
to see that it gets proper attention in 
dealings with the public, which is the 
job of its chaperone, the public rela- 
tions director. 

When you go to market, you want 
people to like vou. The more you ex- 
ploit your good points, the more favor- 
able is your reception. What your pub- 


lic thinks of you is just as important 
as what you are. No matter how good 
your little house organ, protect its in- 
terests with a chaperone! 

Every editor of an external com- 
pany publication must be his own pub- 
lic relations director, unless the budget 
permits outside help. Since the edi- 
tor’s public is his readers, this calls 
for special attention to them beyond 
the issue-to-issue appeal of his maga- 
zine. 

Editing a magazine means catering 
to many people at the same time, 
satisfying their interests in the mass. 
But public relations for an external 
publication means breaking down the 
mass into individuals, dealing with 
readers one at a time. Public rela- 
tions can’t fail when it’s on a personal 
basis. 

The external publication can im- 
prove its standing with readers on an 
individual level in the concrete ways: 


1. Answer all letters. While you 
may develop form letters, they should 
be individually typed and signed as 
oceasions arise. Whenever in- 
coming letter is complimentary, an- 
swer it with thanks and appreciation. 

Whenever it’s a sour note, be cour- 
teous and seek the writer's advice. 
Whenever it’s a request for informa- 
tion, go out of your way to get that 
information and present it thorough- 
ly; a reader requesting help can be 
turned into a lifelong friend by a hu- 
man letter that sincerely helps. 


2. Send a notice to all letter-writers 
from whom you quote in a “Letters 
to the Editor” column. Send also an 
extra copy of the issue, marked. It 
might also be wise to send a small 
aift as a good will token, something 
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Address Request to: 


Construction Industry Advertisers 


dh Send for New Reader Survey 


of Construction Publications. 
(Most complete ever conducted — 
use for planning 1951 Schedules.) 


Booklet Air Mailed on Request. 


MR. GEORGE STEWART, See’y 
Associated Construction Publications 
556 High Street 

Newark 2, New Jersey 


CONSTRUCTION BULLETIN THE DIXIE CONTRACTOR NEW ENGLAND CONSTRUCTION 
Minneapolis, Minnesota Atlanta, Georgia Boston, Massachusetts 
CONSTRUCTION DIGEST MICHIGAN CONTRACTOR & BUILDER SOUTHWEST BUILDER & CONTRACTOR 
Indianapolis, Indiana Detroit, Michigan Los Angeles, California 
CONSTRUCTIONEER MID-WEST CONTRACTOR TEXAS CONTRACTOR 
Newark, New Kansas City, Missouri Dallas, Texas 
CONSTRUCTION NEWS MONTHLY MISSISSIPPI VALLEY CONTRACTOR WESTERN BUILDER 
Little Rock, Arkansas St. Louls, Missouri Mitwaukee, Wisconsin 
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If you’re selling to the manufacturing industries. . . 


| 
a 

THE PLANT OPERATING GROUP 


YOU'VE SOLD YOUR PRODUCT 


it is the combination of publications you select, 


each doing a specific job, which determines 


the effectiveness of your overall business paper schedule 


| Wren you hire a salesman, you want him to do some very specific g 
) job. You want him to sell a specific product or line, in a definitely , 
defined territory. 


When you “hire” a business publication, you also want a specific 
job done. FACTORY concentrates all its editorial and circulation 
operations on doing one job better—the job of serving the Plant 
Operating Group in the manufacturing industries. 


The Plant Operating Group is numerically the largest group of 
management men in industry. And it’s the toughest group for most 
industrial salesmen to see and sell. That’s why this group deserves 
the best advertising support you can give your sales organization. 


American manufacturers recognize the importance of the Plant 
Operating Group and FACTORY’s overwhelming leadership in 
reaching this group. How do we know? Industrial advertisers spend 
more of their money advertising in FACTORY than in any other L 
monthly business magazine. And FACTORY carries substantially 
more pages of advertising than any other magazine in its field. 
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not so expensive that it looks extrava 
gant or so inexpensive that it looks 
cheap. Receiving it by surprise, the 
published letter-writer will be grateful. 
“Food Store Review,” Manischewitz 
Co."s external, sends each published 
letter-writer a mechanical pencil with 
his name en, .aved thereon, accompa 
nied by a card that says: 


Surprise —This is our way of saying 
thank you for your comments in the 
Letters to the Editor column 
in the current issue, Food Store 
Review. 


B. Manischewitz Co. 


3. Send a marked copy of your 
mgazine, together with a notice, to any 
readers, suppliers, manufacturers, as- 
sociations, and publications which you 
mention by name. They will appre- 
ciate the publicity and thenceforth 
be more aware of your existence. This 
is in fine with the thought that you 
had better not let your external maga- 
zine be a shrinking violet. Comes a 
curtailed advertising budget, shrink- 
ing violets get mowed down first! 


4. Send a special greeting to new 
readers. Let them know you welcome 
them and want their interest. In most 
cases, a brief introduction to the house 
organ or the company Is appropriate. 
Often it will pay to mention the job- 
ber or the salesman in the new read- 
er’s territory. Your special greeting 
may be a form letter, booklet, or card, 
but it should have “Return Postage 
Guaranteed” so you will know whether 
or not the address plate is correct. 


5. Answer change-of-address 
quests. While you are making the 
change, it’s a good excuse for a form 
letter to seek the reader's continued 
support and to wish him luck in his 
new surroundings. Remember that 
only interested readers bother to re 
quest a change of address; it’s up to 
the editor to make a special effort to 
maintain that interest as long as pos 


sible. 


6. Cireularize readers in a feayured 
city. Whenever your publication runs 
a feature on a certain city, industry, 
profession, or trade, those readers in 
that city or in that field will be es- 
pecially interested. Flag their attention 
with a “teaser card” a week in ad- 
vance of publication; don't take a 
chance of their skipping something 
that is bound to be of concern to them. 


7. Notify the press featured 
cities. A nationally circulated external 
will frequently run material of lo- 
calized importance. If you regularly 
use interviews, for example, the press 
in the city of the interviewed reader 
may well be cordial to running a news 
item about so-and-so being featured 
in so-and-so's house organ. 


The Reader, Devoted Friend 


Send the press an advance copy of 
the magazine and original prints of 
the photos. Resultant publicity will 
make the interviewed reader a devoted 
friend of your magazine, and thus 
your company. 


&. Mail copies in quantity to a 
featured reader, He'll want them 
whether he requests them or not, and 
you can be sure he'll distribute them. 
Also, since he will distribute them 
only to persons who know him or do 
business with him, the extra copies 
will all be read. 

In some cases, reprints may be 
asked for. It’s good public relations 
to furnish them, even at a small cost. 
The idea is two-fold: the featured 
reader will be grateful for these mul- 
tiplications of his moment of glory, 
and all these extra copies will mean 
extra one-time readers. Remember 
what we said about the shrinking 


violet! 


9. Send a thank-you present to a 
featured reader, Let him think that 
real people are running your com- 
pany and your house organ. A human 
relationship will bring him nearer to 
you, and that can’t help but be an as- 
set to sales. 

Here is the step-by -step procedure 
with “Food Store Review,” which 
regularly features an illustrated inter- 
view with a grocer handling company 
products. 

At the time the interview is made, 
the grocer is given about $10 worth 
of our merchandise for his signed re- 
lease. Ten days before publication of 
the issue featuring the grocer, an ad- 
vance copy plus photos is sent to an 
appropriate newspaper in the grocer’s 
city. This frequently results in free 
publicity because of the news value. 

One week before publication, a 
“teaser card” is sent to all readers 
in the grocer’s city, arousing their 
curiosity about who the featured 
grocer is. On publication day, an in- 


dividually typed form letter and a 
100 extra copies of the issue are sent 
to the grocer. 

Two days later he gets another in- 
dividually typed form letter and a 
gift of a stainless steel folding pocket 
knife with his name engraved thereon. 
Two days after that he gets still 
another letter, welcoming him into 
“the select circle of grocers featured 
in ‘Food Store Review,’ ” and with it 
goes an award of merit for permanent 
displayin his store. 


10. Operate a booth at trade conven- 
tions, if a large percentage of those at- 
tending are readers of your magazine. 
This unusual stunt is not available to 
many editors, but when it is available 
it can make a strong impression on 
your readers. 

At medical conventions, for ex- 
ample, doctors see exhibits of the 
brilliant company publications of the 
pharmaceutical houses, the exhibits 
usually being a part of the sponsoring 
companies’ main exhibits. At heavy 
industry conventions, booths of vari- 
ous companies put emphasis on out- 
standing external publications in the 
field. 

Public relations is business chaper- 
oning along modern lines. Today’s 
chaperone seeks the limelight for the 
company, tries to build a friendly, hu- 
man interest in the company, strength- 
ens public acceptance of the com- 
pany’s products by giving the public 
a favorable impression of the com- 
pany. 

The external publication editor, 
being his own public relations direc- 
tor, also tries to build up a more 
friendly relationship with his public— 
his readers. While externals differ 
greatly in their intentions and ap- 
proach, all need a regularly developed 
program of sound public relations. 


Phillips Petroleum Appoints 
C. W. Cleveland 


Chester W. Cleveland of Chicago has 
been named director of the new post of 
public relations for Phillips Petroleum 
Co., Bartlesville, Okla. R. C. Jopling. 
former vice-president, public relations. 
was named vice-president of advertising. 
and will remain in charge of Phillips’ 
Washington, D.C., office. F. L. Rice 
former manager of the public relations 
department, was named manager of the 
advertising department. 
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"That's 
and this chart proves that%e 
mas fast as railroads are 
modernizing, railroad 
m advertisers are switching 


odern Railroad: 
leads the way — 
and leads you to 


MORE SALES 


MODERN RAILROADS@ 


NOW TOPS! 


The ONLY Railway publication showing a gain for the 
first 9 months of 1950 over the same peried in 1949! 
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Gain 
as of the October, 1950 issue of te 
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Sinelded lead fo record equalizer on Model JOO 
(lwisted peur or Medels 30/ and 302) 


Power Cable to power supply 
Connector 
to 60-cyche bre 


Jones 
connector 


Remote contro! cabie 


Magnetic tape recorder for high-fidelity 
professional use — a product of the Ampex 
Electric Corporation, San Carlos, Calif. 
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ARE THE CRUX OF THE MODERN DESIGN 


Examine the electrical circuits of any modern machine or appliance. They are 
the nerve center of the product. See how the product's performance — its very 
function — stems from the electrical components and their related mechanical 
linkages. 

Product electrification calls for specialized knowledge —— the kind of tech- 
nical know-how that is packed into every issue of ELECTRICAL MANUFACTURING. 

ELECTRICAL MANUFACTURING majors in this sphere of design engineering. 
It is the recognized authority on the application of power, heat, light, electronics, 
dealing fundamentally with all those design problems that are inherent in the 
development of electrically operated products. These include the selection and 
application of materials, metals, electrical and mechanical parts, equipment 
and finishes . . . also appearance styling, laboratory testing and design for 
production. 

ELECTRICAL MANUFACTURING is patterned to the specific needs and interests 
of the engineers and designers of electrically operated products. The selected 
readership blankets these key buyers . . . in 8824 plants producing more than 
1800 different types of machines, appliances and equipment. 

Profit from the “specialist's approach” to this dynamic market which only 
ELECTRICAL MANUFACTURING provides. 


@ EDITED TO THE SPECIFIC INTERESTS 
OF THE ENGINEERS AND DESIGNERS OF 
ALL ELECTRICALLY OPERATED MACHINES, 
APPLIANCES, APPARATUS AND EQUIPMENT 


THE GAGE PUBLISHING COMPANY 
Publishers to Industry Since 1892 
1250 SIXTH AVENUE e NEW YORK 20, N. Y. 
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By HOWARD G. SAWYER 


Vice-President & Director 
James Thomos Chirurg Co 
New York & Boston 


The art department may insist, 
with good reason, that you must 
shorten or rearrange your copy, 
but that’s for the second draft. 
The copy chief may hack the copy 
or even throw it out, but if he 
knows his job and you're on the 
beam, there's less chance of that. 


The client may rip it apart and 
make you do it all over again his 
way, but you can’t be honest with 
yourself until you have first made 
a valiant effort to do the job the 
way you believe is best. 


WRITING COPY is like playing golf: 
there are many things to keep in mind 
while making the stroke. 
Unfortunately for me, the “how 
to’s” of making copy interesting and 
clear and persuasive are not easy to 
pin down. It is certain that there are 
no formulas; yet neither is there any 
magic involved. In copy-writing as in 
everything else. common sense is you) 
best guide—and is at least equal ir 
importance to natural writing talent. 
Yet advertising writing is a special 
kind of writing 
it must be more or less importunate, 
it has extremely confining space limi- 
tations, it usually serves in conjune- 
tion with visual elements, it always 
has to operate in the face of the indif- 
ference, hostility and competitive at- 
tractions that make up advertising’s 
natural climate—and some things 
must have been discovered, by now, 
concerning what works best under 
those special conditions. 


it can’t escape bias, 


How to Advertise to Business Men: Part 25 


Vague ‘Better, Best’ Copy Won't Sell 


Be specific. This is, by far, the most 
valuable piece of instruction a writer 
of business paper copy can keep in 
mind. 

When an editor goes after a story, 
he collects facts—not generalizations 
or opinions—and then he selects those 
facts which will provide, for the read- 
er, the most sharply clear picture of 
what he wishes to describe. The reason 
he takes the trouble to do this is that 
he knows the reader wishes to make 
his own generalizations and form his 
own opinions from the facts furnished 
from the various sources. 

When an advertising man goes after 
a story, he should do the same. But, 
alas, he too often collects only the 
vaguest of impressions which, due to 
his ignorance or lack of interest, he 
renders, in his writing, even more 
vague. 

I can think of only one occasion 
when vague writing is profitable. In 
college exams, whenever | found my- 
self unprepared, | was usually able to 
surround my ignorance with a lot of 
safe generalizations, elegantly written, 
which—to the examiner's customarily 
superficial observation —apparently 
evidenced a firm and confident grasp 
of the situation. 


College Exams, Maybe 


But college papers examiners, do- 
ing a perfunctory job, are different 
from business paper readers investing 
valuable time in a search for informa- 
tion useful in their jobs. 

They want to know—not that a 
product is accurate or a process fast 
or a service dependable—but how ac- 
curate. how fast, how dependable. All 
day, in their work, they deal with 
facts, specific facts; so they appreci- 
ate getting facts in their advertising 
messages and won't stay long with 
any advertising that fails to furnish 
specific facts. 


Describe—don't praise. Pin-point 
—don’t approximate. Evaluate—don't 
estimate. Be objective—not subjec- 
tive. Tell what a product is, does, or 
has done—exactly. Where feasible. 
give actual amounts, dollars, times. 
sizes, speeds, dates, names, places. 
shapes, colors, etc. By this, I do not 
mean to be encyclopedic—you have a 
catalog, presumably, for specification 
data-——but do give the reader enough 
flesh-and-blood facts and figures so 
that he can draw his own picture and 
it will be a reasonably clear one. 

I have even seen an advertiser take 
his competitors to task for being 
vague. An ad of Cone Automatic Ma- 
chine Co. says, in part: 


Generalizations fail to establish the su 
periority of a machine's facility through 
terms which lack a definite basis of com- 
parison. They leave an impression of 
doubt as to tangible substantiation. 


In this connection, it is worth not 
ing that adjectives are dangerous. Too 
many of them cover too much ground 
to be real. As the Cone ad continues: 


There is nothing definite about «a 
“roomy” tooling area. nothing specific 
about a “rugged” tool slide, and nothing 
comparative about a “massive” frame 


Facts and figures (nouns and num 
bers) are more truly descriptive than 
adjectives. Certainly Cone couldn't 
have been criticizing Kingsbury Ma 
chine Tool Corp. copy: 


In an hour one Kingsbury with one 
operator performs 5,184 operations on 
lock cylinders. In one hour the other 
Kingsbury with one operator perform: 
5.824 operations on gear housings. (Both 
at 80% efficiency.) 

All operations are complete in one 
chucking. Bushings guide the drills. Fix 
tures are duplicates, jig bored to mini- 
mum toolroom tolerances. Spindles are 
located to exact indicator readings and 
run in precision ball bearings. Automati« 
cycles make every part uniform. 


Man and machine cost for all 
operations on each lock cylinder. The» 
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ROCK PRODUCTS 


DIRECTORY OF MANUFACTURERS 
AND ANNUAL REVIEW AND OUTLOOK 
— January, 1951, Issue — 
for the Non-Metallic Minerals Industry 


70 
AND THEIR AGENCIES: 


You won't want to miss out on this 


Review 


1. Outstanding Operations in 1950. How jobs have been 
Moke your space reservation NOW. done better and costs cut through equipment development and 
Forms close December 8, 1950, application. 

2. The Past Ten Years in The Industry. Growth of major 
segments with charts and tables. 


important once-@-year opportunity. 


A $3,000,000,000 per yeor industry— 
served by Rock Products —produces ... the Outlook 


Cement What's ahead for 19517 A summary covering major segments 
Sand & Gravel of the industry in representative producing areas. 
Crushed Stone 


Lime ... the Directory 


Cypem The onl list of machinery and equi ial 
y complete list of machinery and equipment essential to 
Ready Mixed Concrete high production. Advertisers will receive special prominence 
Concrete Products tieing together their product listings and advertising for year- 
long Sales Action. 


...the Industry Association Meetings 


Annual convention programs, lists of exhibitors with equipment 

to be shown. National Concrete Masonry Assn., Cleveland 

(Jon. 21-25); National Crushed Stone Assn. and Agricultural 

Limestone Institute, Cincinnati (Feb. 5-9, No Exhibit); National 

a* Sand and Gravel Assn. and National Ready Mixed Concrete 
Esragust Assn., New Orleans (Feb. 11-15, No Exhibit). 
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COVERAGE 


Here's a headcover built to give protective coverage under conditions 
of tough specialized service. Made to rigid specifications, each is individ- 
vally shaped to the head of its wearer. Special hard leather construction, 
with thick felt liner and reinforced peak, provides insulation and a shield 
against falling debris. The upswept brim insures all-round visibility 
and, with the trough-like sides and sloping back, sluffs off water as 
quickly as it strikes. The fireman's hat is custom-made equipment. . . 
designed to cover for a specific purpose. 


CHEMICAL INDUSTRIES provides custom coverage, too .. . when media specifications 
call for management readership in the Chemical Process Industries. By concentrating its 
selective circulation on these top-level chemical businessmen, CI carries your product 
story to the men your sales representatives find hardest to reach. These are the busy, 
always-tied-up executives who seldom see a salesman but whose approval means so much 
in the buying and specifying of industrial goods and services. 


This is no workbook for engineers, chemists or technologists. CHEMICAL INDUSTRIES 
is an interpretative news magasine tailored exclusively for the business-minded men who 
direct the affairs of the chemical producing and consuming industries. They include 
executives in management, finance and administration; department heads of research, 
development, sales, marketing, purchasing and packaging. And all have decisive func- 
tions in determining needs and sources of supply for the endless variety of products 
and equipment bought by the big spending chemical process market. 


CHEMICAL INDUSTRIES is edited, and edited only, to satisfy the reading preferences 
of these influential leaders whose common interest is interpreting the significance of 
process industry news. Because it is designed to fill the requirements of these top buying 
influences, CHEMICAL INDUSTRIES attracts the selective readership you need to sell 
this field. To obtain highest productivity for your advertising dollar, invest in CHEM- 
ICAL INDUSTRIES. Get custom coverage of key management men in America’s largest 
industrial market, 


— 


Chemical 


Industries 


A McGRAW-HILL PUBLICATION ABP 
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cost 14/106 for all 16 operations on cach 
gear housing. These costs are based on 
1) the national average wage rate, (2) 
20% efficiency and (3) paying off the 
full con of the machine and tooling in 
the first 6000 hours of operation. \No 
power or overhead.) 

And so on, complete with detailed 
and diagrammed descriptions of how 
the machines accomplish the two jobs. 

In the same class with the “danger- 
ous adjectives” is what is called the 
“advertising comparative.” (Many 
cigarets claim to be “milder”—but 
milder than what? How can one cig 
aret be milder than all the other cig- 
arets which claim to be milder, includ. 
ing those which claim to be “mild. 
est?) 


Veeds Support 


But this wanton use of the compara 
tive is not confined to consumer ad- 
vertising; here is a not uncommon 
example from a business paper ad; 
»bserve the frequency of the “adver 
tising comparative” and note the com- 
plete absence e of any ev idence to sup 
port the claims: 


4 Times as fast .. . 6 ways better 
Blank) Spray Equipment enables you 

to increase productivity fourfold and 
sives quality performance in these 6 
ways: greater speed... easier application 
less fatigue . . . greater uniformity 

. better coverage . . and lower cost. 
Whether you are finishing the things 
you make, or maintenance painting your 
plant, it can be done better, faster, more 
economically with (Blank) Equipment 
guns, spray booths, automatic 
pray production lines and air compres 


wore. 


That, plus a line about “62 years 
ft experience,” is the ad. 

The word “more,” all by itself 
slong with “less,” “better” and all the 
ther adjectives with the suffix “er” 
ippended— has been rendered mean 
ingless by such usage. If you do use 
them, be sure you include the evi 
dence that justifies the favorable com 
parison. 

If you wish your prospect to be 
lieve that your product is better (or 
best), tell what makes it better (or 
best): if faster, how much faster and 
why: if more economical (a business 
euphemism for “cheaper™), what fig- 
ures you use to arrive at that conclu 
sion. In other words, follow a “more” 
or an “er” with a “how much” and a 
“because.” 

See how Cone Automatic has taken 
its own medicine in this copy about 
the tooling area of its Conomatic 


a 
2 


wor 


whe 


Owns 
Westinghouse? 


— 


; 

a* 

7 


NAMES OF 3,500 stockholders were listed in this full-page ad that Westinghouse 
Electric Corp., Pittsburgh, ran in many newspapers throughout the country to dram- 
atize that “no individual, family or special group of stockholders owns enough 
Westinghouse stock to control the company.” Replying to a letter from the company, 
23,000 stockholders gave written permission to list their names. The 3,500 names 
used were believed a record for a single newspaper ad. Typographers staggered 24 
and 26-pica linotype slugs in avoid “rivers” in the massive block of copy. The agency 
is Ketchum, MacLeod & Grove, Pittsburgh. 


high, 46” wide, and 110° long It 
weighs 6655 Ibs. 
3. Provides more tooling positions than 
does any other “automatic” 


The Main End Slide has 6 positions. 


1. Handles longer work than can be han 
dled by the tooling area of any other 
“automatic” 

The length of the Tooling Area ix 

46 7/16", which permits standard ma- 

chining operations on work up to 18” The Mein Cress Slides, front end rear. 

= —— from the face of the cut-off have 6, and the Auxiliary Cross Slide. 

2 whieh mak 

2. Is more strongly supported by the ma 

the tooling of On the other hand, there is a school 
any other “automatic > 

of thought which does not approve of 


The stocky Uprights, which are 
shorter than those of other “automat- comparative—that is, competitive 
copy at all. Aesop Glim writes: 


ies.” are securely bolted to—and held 
between —the Top Bed and Base, 
which are larger and heavier than such 
members of other “automatics.” The 
Uprights are 22” high. The Top Bed 
is 8” high, 23° wide and 10344" long. 
It weighs 1232 Ibs. The Base is 3375” 


It seems axiomatic that you can’t simul- 
taneously pan your competition and tell 
the story of your own goods or services. 
You aren't selling your wares while you're 


(Continued on page 166) 
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YOU'RE NOT SO HOT, HORNET 


Modern manufacturing skills hove far outstripped your archaic : 
methods of processing raw material for building purposes. Lead- Building Materials Advertisers” ' hada 
ers in the field have also discovered methods of selling their prod- in Business Week 


ucts to far-distant “colonies” of buyers. One of their most successful 


Aluminum Co. of Americo 


methods of selling to business and industry is the constant use of Americon Lumber & Treating Co. 
Armstrong Cork Co 
Business Week. E. F. Havserman Co 
Johns-Manville Corp. 
REASON: Business Week is read by a highly concentrated audi- Kalman Floor Co., Inc. 
Keasbey- Mattison Co. 
ence of Management-Men ... executives who make or influence Lurie Engineering Corp 
M & M Wood Working Co. 
buying decisions on building materials for their firms. McCloskey Co., The 
Mills Co., The 
RESULT: Advertising in Business Week is seen by selected pros- National Gyseun Co 


Pittsburgh Corning Corp. 
Portiond Cement Assn 
Republic Steel Corp. (Truscon Stee! Co.) 
Stee! Croft Manufacturing Co 

Sun Chemical Corp. (A. C. Horn Co, Inc.) 
Texas Housing Co ay 
Unistrut Products Co 
Zonolite Co 


‘ pects. It produces more sales, at less cost to the advertiser for just 


one reason—a very big reason 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


* Source. Publishers’ Information Bureau 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 
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OEMANOS 


SUITABLE 


tools 


American founders 


My Yi 


4 Ways to Agency Profits 
(Continued from page 35) IF YOU'RE LOOKING 
FOR EFFECTIVE, 
LOW COST, 


PLANT COVERAGE.. 


sonnel an incentive to perform the 
work within the time estimates. The 
employe should be rewarded if he can 
do a job in less time than the estimate, 


and he should suffer if he takes longer 
than needed. 


Of course, there are many circum- 
stances to be considered when judg- 
ing an employe’s performance. We 
all know that even the best made 
plans sometimes go amiss. In the 
agency business, it is not too un- 
common to have a client’s require- 
ments change abruptly. When they 
do, the original estimates should be 
revised to reflect the new condition. 

I once wondered why some of the 
people on our staff quit promptly at 
5:30 p. m. even when there was plenty 
of work for them to do. I remembered 
that when I was first in business, | 
used to work many evenings and some 
Saturdays and Sundays. | knew that 
each of our supervisors wanted to get 
ahead. Why then was it that they did 


not do what I did when I was starting | 


out? 


Work Nights, Get Paid for lt 


The obvious answer came to me. 
When I worked nights, I got paid for 
it, but these men receive a salary 
every two weeks and the salary is the 
same whether they work overtime or 
not. We established a bonus system 
based on production. The same kind 
of a thing ought to be done in the 
agency business. 

Where you estimate that it will cost 
$1,000 to write the copy for a particu- 


lar account, if the copy writer handles 


the account for $750 he ought to re- 
ceive part of the saving. It is not dif- 
ficult to set up an incentive system 
that is based on what savings an em- 
ploye can make for you if you have 


prepared time estimates for each client | 


or each job. 

You know each employe’s standard 
hourly rate. You know the time allow- 
ance for doing each particular job or 
for handling each account. If an em- 
ploye is allotted 100 hours to write the 
copy for a certain client's account but 
he actually does this work in 75 
hours, he saves 25 hours time. If such 
a man’s standard rate is $5 an hour, 
he has saved the agency $125 and he 
ought to get some of the saving. 
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INDUSTRY'S GREATEST 
ADVERTISING BUY! 

These are FACTS! Straight from the shoulder! industrial Maintenance 
delivers 80,000 circulation each month — over 240,000 Readers! 
Biggest industrial coverage in Americal Lowest cost per Mi Beats 
nearest competitive publication by a wide margin. |. M. blankets 
22 classifications of Industry at the important plant operating level. 
1. M. gives you QUANTITY! |. M. gives you QUALITY! I. M. advertisers 
GET RESULTS! Get the “feel” of this powerful producer! Watch 
how it pulls inquiries! — Sales! 
1. M. belongs! Try it and see! 


THE LIFE oF inbusTrRy 


memBer OF ECA 


INDUSTRIAL MAINTENANCE 


3623-27 Filbert St., Philadelphia 4, Penna 


85 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 
200 PUBLICATIONS 

see your copy of the new 1951 edition, 
MARKET DATA NUMBER 
INDUSTRIAL MARKETING 
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For buthoritative “Pacts on 


Sales Promotion Ideas 


[COMMENT OM CATALOGS © BOOKIETS © DIRECT MAIL EXHIBITS @ MOTION PICTURES SLIDE FiLMS © SALES HELPS] 


Ra YOU AMD PROCTOR Ant A ( TION 


- 


© 


2 GREAT PHILADELPHIA 
CHAMPIONS 


HAMPION PHILADELPHIA PHILLIES won their first pennant in 35 years 
nd enabled Proctor & Schwartz to mail this contest folder to 8,900 prospects. 


orld Series Tie In 
Sells P&S Drying Machines 


ME ADVERTISERS never let a 
Pationally 
home town catch them napping. 
; Proctor & Schwartz, Philadelphia 
manufac turer of industrial drying ma- 


hinery, kept its record clear by con 


important event their 


Gucting the company’s first contest 
nd direct mail promotion tying in 
ith a World Series, P&S had to wait 
lm long time for this one—it was Phil 
w@delphia’s first World Series in nearly 
20 years 

As the Philadelphia Phillies were 
racing to their first pennant in 35 
years, P&S salesmen were bringing re- 
ports to the home office that pee ople, 
including customers, throughout the 
East were vitally interested in the 
Phillies “Whiz Kids.” So the company 
planned and printed a mailing piece 
(shown above) to mail to top manage- 
ment among potential customers, im 
viting them to “pick the Whiz Kid 
with the highest series batting aver 
age.” 

The copy’s lone selling message: 
both the Whiz Kids and P&S 
leadership through teamwork.” 

The mailing piece was printed in 
September and the Whiz Kids 
promptly fell into a losing streak that 


“won 


almost lost them the pennant, gave 
ulcers to the P&S advertising depart- 
ment and delayed the mailing until 
the last day of the baseball season 
when the team finally beat Brooklyn 
to put the pennant on ice. 
About 8,900 then 
mailed, giving entrants only two days 
to beat the contest deadline. The re 
totaled 1,260, and included 
management men from some leading 
companies and P&S’s best prospects. 
That may prove that appealing to a 


prec were 


turns 


top executive's interest in baseball is 
one way to pull an inquiry from him. 

Every contestant is receiving a card 
notifying him of the winner. Enclosed 
is a consolation prize —a P&S puzzle 
that promotes P&s. 


How to Sell without Advertising 


A novel booklet entitled, “How to 
Sell the Western Electrical Market 
without Advertising,” has been pub- 
lished by Flectrical West, San Fran- 

The 8! 4x4” booklet is composed 
solely of 12 blank pages and a line 
on the third cover, “It can't be done! 

The back cover gives the sales story 
of Electrical West. 


Develop 2x2” Slide Viewer 
for Daylight Use 
An unusually small table viewer 
only 2x2 . has been dev eloped by 
Eastman Kodak Co., Rochester, N. Y.. 
for sales presentations and other uses. 
The compact unit includes a minia- 
ture slide projection system and a 


black “Day View” 
mit viewing of color transparencies 
without darkening the room and set- 
ting up a projector and screen. The 


screen that per- 


viewer, which occupies only several 
inches of table or desk top, is built 
with a mahogany textalite housing. 
Price is $47.50. 


(Continued on page 70) 
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XMM MANN? The men who read N.E.D. are a unique grou 
oF 


P- They are the officials with 

= buying influence in the 41,000 worthwhile R ants which account for over 

65,013 COPIES = 80% of America’s industrial production. But more important thay that — 

( Total = they are men who are deliberately looking for products to buy. They read 
Distribution) 


N.E.D. each month to find equipment, products, materials and applications 
rie which can improve their own operations. 


= 
= 
E 
= 


ZTE And this “buy minded” audience of over 200,000 men spread their influence 
throughout all phases of industrial activity: 


SMM 55.5% are connected with Engineering, Design and Research 


709% function in Plant Operation and Maintenance 
59% are concerned with Production 
64% function in Purchasing* 


200,000 
READERS 


TTT LLL 


( 


iy) 


These men not only read N.E.D., they give definite proof of their interest by 
sending — to advertisers ... invitations for salesmen to call and tal 


at's why men who want action from advertising are putting 
N.E.D. at the top of their schedules. 


business! 


4 


= z *The overlapping of functions of the individual is respon- 
= IN 41,524 — sible for the total of 248.59. This shows thet the average 
i r = official has an active interest and responsibility in 
= PLANTS (= 2.48 functions. 
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A PENTON PUBLICATION 
1213 West Third St. 
Cleveland 13, Ohio 
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PRODUCTION's Automotive Number—an 
unparalleled ‘‘tie-in"’ with editorial con- 
text—for those who sell this industry. 


- 


AUTOMOTIVE PRODUCTION NUMBER 


REACH #44@ TOP BUYING INFLUENCES IN THE 
WORLD’S LARGEST MASS-PRODUCTION INDUSTRY 


In spite of threatened cut-backs in auto production, this gigantic industry 
will still be the foremost market in metalworking in the coming yeor. 
Authorities soy that even if the armed services double present require- 
ments it will leave capacity and material for about five million cars in 
1951... higher than any pre-war year. 

Therefore, from its vontoge point in the heart of the automotive industry, 
PRODUCTION again presents its authoritative, vitally-read automotive 
issue. Latest trends, methods, processes are concisely presented in this 
issue . . . moterial gathered from the top production men of the auto 
industry. Many of these same men are “first-name”™ friends of our editors 
becouse Charlie, Jim and Frank read PRODUCTION religiously ond 
continuolly use our editorial department in Detroit as a reference source 
on mass-production problems. What better qualifications for producing 
an automotive issue? 

This year's issue will take you into every major automobile plant... guide 
you through the latest in mass-production techniques. The unique proc- 
esses and tooling developed by Packard to produce Ultramatic Drives 
in mass production on standard machine tools . .. new methods that speed 
up production of Hudson's new L-head engine . . . some of the operations 
on the 1951 Oldsmobile (not even announced yet) startling mass 
production techniques developed recently to keep Chevrolet in No. | 
sales position . . . some of Ford's efforts to overtake the leader . . . many 
innovations in mass production among the “independents” .. . these and 
mony other “scoop” articles will have key production men throughout 
the country searching each page with a fine-tooth comb. These are your 
best customers . . . our regular readers 


AUTOMOTIVE ROUND TABLE 

Again this yeor, PRODUCTION will conduct its annual ovtomotive round 
table discussion ot the Detroit Athletic Club. For the fifth consecutive 
year, motordom’s chiefs will sit around the table and enter into another 
lively authoritative moss production “shirt-sleeve” clinic. This regular 
PRODUCTION feoture, probably the most widely read feature in the 
metalworking press, reaches its readership peak in this issue. Every 


more annually oF 
equi 


word is recorded ond then presented in PRODUCTION’S Round Table ' 
4 SHOULD ADVERTISE for January .. . on the “Don't Miss” list with oll our readers. ' 
IN THIS IMPORTANT UNEQUALLED CIRCULATION 
3 AUTO-PRODUCTION CYCLOPEDIA Out of PRODUCTION'S 22,000 circulation among the top production 
men of metalworking, 6189 of these men are in the automotive industry 
‘ f you sell directly or indirectly to the automotive industry, This is the largest circulation in the gigantic automotive industry of ony 
this will be a “must” on your list of advertising medic. The industrial publication. And do they read every issue, not to mention this, 
auto industry is the largest customer of every production their own issue . . . just let us show you a th’s corre: dence for 


facility from machine tools to fast s. This issue will reach the 
heart of “buying inflvence™ in that morket. Send your order 


proof positive! 


now — copy later ADVERTISERS’ BONUS 
Because of the tremendous number of requests for additional copies for 
LAST FORMS CLOSE DEC. Ist 1950 the men of the auto industry, we will, in addition to regular circulotion 


distribute copies of this issue to every top management man in the entire 
industry. Circulation that was proved by last year's advertisers to be 
most effective. 


PRODUCTION 


CENGINEERING & MANAGEMENT 


DETROIT 2, MICH. 


2842 W. GRAND BLVD. 


4 
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| maARKET DATA 
The avte industry employ* more workers 
] m than ony other industry in the world. 
2. Approximately 1875 firms in the U.S- 
make motors, parts and eccessories: 
3. Cost of materials purchased ennvally 
highest. 
4. Avte industr¥ spends 
machine tools, addition 
an plants, etc. than ony other industry: } 
5. Auto production currently breaking all 
Liat? These ond many other important facts serve i 
gh to point out that this industry is the most 4 
consistent and larges! market in the world 
» for metalworking equipment materials and 
processes: In PRODUCTION's Automotive a 
Issue yo" will reach the men who originate 
almost all purchases of production items in 
a 
| 
| 
4 
dade 


(Continued from page 66) 


ANGOVED 


RIGHT wity bs 


HANGOVER bar offered tomato juice 
to 2000 members at the National 
Audio-Visual Association convention 
and show. Bar drew attention to Da- 
Lite Screen Co., Chicago 


WALKIE-TALKIES were carried by 
uniformed attendants stationed 
throughout Southern Textile Exposi- 
tion to give exhibit locations and other 
information to visitors. Informdtion re- 
quests were relayed by walkie-talkie to 
information center. American Wool & 
Cotton Reporter sponsored service. 


ores oo 


@ good firm name 
in CONSTRUCTION 


WALLET-SIZE card issued by F. H 
McGraw & Co., New York, industrial 
engineering and construction company, 
lists states and cities on daylight sav- 
ing and standard time in summer 
months. The card, which also carries 
the company name and trade-mark, is 
being distributed to executives, engi- 
neers, and architectural engineering 
companies as a McGraw promotion. A 
supply has been offered to several air- 
lines and railroads expressing interest 
Ticket agents would hand them to in- 
quirers 


TANK CAR DECAL, one of the largest ever made in four colors, is used by Ameri- 
can Maize Products Co., New York, on its 500 tank cars to promote Amaizo bulk 
syrup. Decal, made by Meyercord Co., Chicago, can be applied by untrained per- 
sonnel fast enough so cars need not be taken out of service for the job. 


“FLASHY” INDUSTRIAL PROMOTION —This 25x132' electrical sign, includ- 
ing 19-foot, neon arrow with flashing arrangement to create action, identifies Na- 
tional Folding Box Co. plant, New Haven, Conn. and promotes a customer, too. 
Customer thus promoted—in this case, Colgate-Palmolive-Peet Co.—changes every 
60 days. The sign was dedicated with special ceremonies. 


How to Sell 
with Windshield Stickers 

One way to promote fire extinguish- 
ers is to talk to people while they're 
riding a bus 

Ansul Chemical Co.. Marinette, 
Wis., manufacturer of dry chemical 
fire extinguishers, has distributed 
windshield stickers to be pasted on the 
windows of trucks and buses of cus- 
tomers. The which have 
white lettering on a red background, 
announce that the vehicle is equipped 
Ansul fire extinguisher and 


and truck owners and has ordered a 
re-run. Some stickers have gum on 
the printed side for viewing from the 
outside, while others are gummed on 
the reverse side, so that they can be 
read by occupants of a bus or other 
vehicle. 

The idea originated with J. A. 
Cormack, Milwaukee, Ansul’s agency. 


stickers, 


with an 
that the driver is pledged to render 
whatever aid he can in any fire emer- 
geney. 

Ansul was surprised by the accept. 
ance and use of the stickers by bus 
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Quality Quality 
AREADER ACTION ( 4Performance) 


uality Superior 


proves AREADERSHIP and AAdvertising Values * 


* May we send you PROOF of this quality readership? Write for your copy of “An 
Audit of Readership”... not a “readership study” but an audic of KNOWN reader- 
ship. Address Putman Publishing Co., 737 North Michigan Ave., Chicago 11. 
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Divector of Pur 


listens as 


H. M Van Cleaf (right) 
hasing, Waldes Keohinoor In 
Arthur C Wheeler, President of The Seymour 
Manujacturing Co.. explains how Seymour 
Niche! Sileer and Ph Bronze can om 


prove a prod ap peatame and perlormame 


“The logical procedure is to sell the P. A.” 


“Selling involves an understanding of what peo- 
ple need and why they need it. A sound and log- 
ical procedure is to sell the man who has been 
delegated the authority to buy,” says Arthur C. 
Wheeler, President of The Seymour Manufactur- 
ing Company. 

“This man,” continues Mr. Wheeler, “is the 
P. A. His understanding of the primary function 
of procurement opens the door to a natural and 
businesslike approach. We have confidence that 
the products one has to sell will be considered by 
the Purchasing Agent on their merits.” 

To delp you sell the most important man in 


* Among thly sstrial papers, as reported in 


tardard 
Mark 


industrial buying, a sound and logical procedure 
is to advertise in Purchasing. It's the one national 
magazine tailored to the exact requirements of 
the purchasing function . . . read regularly by 
P. A.s controlling 85% of industry's purchases! 

Every year, more advertisers ure learning that to 
sell industry, you must sell the P. A. Purchasing, 
in 39th position a decade ago, is fourth today in 
advertising volume*! For further proof that no 
schedule to industry is complete without the P. A.'s 
own magazine, now is the time to write Pwr- 
chasing, 205 East 42nd Street, New York 17, N. Y. 
Offices in Chicago, Cleveland, Dallas, Los Angeles. 


A CONOVER-MAST 
PUBLICATION 
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Metals Ads Need More Brass, Temper and Work 


Part ll 


Tuts 1s uNusuAL. We've had a little 
time to reflect on what we said in 
October about metals advertising be- 
fore continuing this second chapter. 
And now, upon thoughtful hindsight, 
we figure we were far too easy on the 
boys. 

We think most metals advertising 
is in a pretty bad way. Here's the 
backbone of industry being adver- 
tised like it was the wishbone. We 
can’t say the advertising performance, 
as a group, is necessarily any worse 
than any other major product classi- 
fication . . . but after all, whom would 
that help? 

Metals — their major importunce, 
the size of their market, their very 
nature ... all demand an outstanding 
advertising job. Nothing less is pood 
enough. That’s the gripe. Now, we'll 
continue our critique, company by 
company ... with a few side remarks. 
Then, at the close . . . some conclu- 
sions and contributions for the gen- 
eral welfare. Let’s go . . . 

Fort Duquesne Steel Co. (Hamilton 


Steel Co.).—Here are three ads, color 
pages. The first is, if not unusual, at 
least practical. “Now 10-point Steel 
Service.” Shows a section of a map, 
ten points spotted in red. Below copy 
lists stocks carried at these ware- 
houses. Second ad plays up the two 
company trade-marks, tritely calls 
them, “Your Guides to Better Steel 
Service.” Rest of ad is a listing of 
stocks carried. Third ad, “A Winning 
Pair” shows (no, not a poker hand, 
Herman) but two snappy babes in 
bathing suits, one trademark to the 
right, one to the left. Then, just in 
case the deadheads don't get it: 
These two trade-marks may be lacking 
in sex appeal, but they do offer you an at- 
tractive combination for fast, dependable 
warehouse service on... 
See, there’s nothing very tough about 
advertising . . . now, is there? 
Granite City Steel Co.—*The main 
supplier of steel for Middle America” 
is the sign-off of this ad, and this is 
the best part of it. Then, you reverse 
yourself, move back to the middle of 
the page and read, “Here’s why.” You 
can read the copy if you want to, but 


the New Arithmetic in 


GREAT LAKES STEEL CORPORATION 


Great Lakes 


Ingersoll Stee! Div., Borg-Warner 


it won't help you, or Granite City, 
very much. 

Great Lakes Steel Corp.—You can 
dismiss ads like this, “Seven Strong 
Reasons” because “High Strength,” 
“Excellent Weldability,” “High Cor- 
rosion Resistance,” are absolutely 
meaningless without specification. 
Another ad, “3 will get you #” one of 
several with the same theme, is 
headed, “the new Arithmetic in 
Steel—3 Tons N-A-X High-Tensile 

4 Tons Carbon Sheet Steel.” 

Seeking a key sentence in the text, 
we find this, “Thus you can redesign 
many steel products with sections 25% 
thinner—to save weight, save steel.” 
If we can presume and look upon this 
only as a beginning of a “3 will get 
you #° campaign, we'd say fair 
enough. But to really get this across, 
it’s pretty obvious that actual case 
studies and testimonials are needed. 

Haynes Stellite Div, (UCC)—“Get 
2 to 25 Times Longer Life with one 
of these 9 Haynes hard-facing alloys.” 
is purposeful enough, we suppose . . . 
but every bit as busy as that long 
mouthful of a headline would indicate 

Ingersoll Steel Div. (of Borg-Warn- 
er )—Most interesting thing about this 
bleed color page is its modern layout 
and illustration. As a headline, “Make 
Ingersoll your prime source of supply 
for Special Steels” rates nil, especially 
when nobody even bothered to give 
one reason why in the body copy. 
In fact, there is no body—just a list 
of steels. 

We feel the same about a two 
column effort, “You, too, may find 
Ingersoll your “Better Source’ for these 
three special steels.”” Except this space 
unit didn’t cost Ingersoll as much 
dough. More on the beam is this two- 
columner on “Ingaclad” stec!—“Na- 
ture provides trees with an armor of 
protective bark — Ingersoll provides 
carbon steel sheets with a protective 
armor of Solid Stainless Steel,” 

Inland Steel Co.—Here’s a front 
cover from /ron Age, in full color, 
lovely to gaze upon with its painting 
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Ti-Namel 


covers yy with only one coat 


can mother 
an idea : 
incos 
Mioys 
“A 
Inland Steel & International Nickel 


of a glowing white hot billet, back 
ground of cars, tractors, bridges, 
trains, ete. No more copy than this: 

You can rely on Inland for the Right 
Steel...the men and mills of Inland 
Steel Ce. Chicago, are geared to serve 
the industrial heartland. 

We know a cover ad is a poster. We 
have no quarrel with the art treatment. 
We know, like all good poster copy, 
the words should be few, and to the 
point. Our only quarrel then—are 
these the best 25 words Inland could 
say about itself—the most significant, 
the most rememberable? We don't 
think they are! 

There are times when a catalog 
type ad is useful. Thus, we'll go along 
with a checkerboard page with the 
same “You can rely, etc.” because it 
shows Inland as makers of some 17 
different steel products But we like 
better this page on a specialty, “Ti 
Namel”—“/nland Ti-Namel covers 
White with only one coat” because 
of five little panels that make up the 
ad 

Here's just one of them, “Less Chip 
ping with Ti-Namel,” simple bar 
chart showing Ti-Namel 50°% leas 
than enameling on irons, then, “Thin 
ner coats mean less chipping and, 
therefore, less rejects of finished parts. 
One fabricator reports 50% less « hip 
ping.” 

There are a few pages on “Inland 
Hi-Steel” that look pretty fair, al 
though the virtues and advantages 
played up in the headlines are pretty 
prosaic. Tired stuff such as—“high 
strength to weight”—“lighter, strong 
er, longer lasting”—‘“cut operating 


™ 


costs, increase payloads, etc.” Two 
of these ads carry a comparison table 
for “Hi-Steel” vs. ordinary carbon 
steel, and this is the most potent copy 
by far. 

&/nternational Nickel Co.—The ads 
in this lot seem to fall into three 
groups. First, there are several very 
straight product ads—pure exposi- 
tion for engineers and serious-minded 
production men. Despite some rather 
grim headlines—well, like, “For De- 
pendable Long Life insist on Nickel 
Alloy Steel Gears”, you get some nice, 
‘lay-it-right-on-the-line” copy. Here 
are some random examples: 

There are two kinds of nickel alloy 
steel gears...those that are carburized, 
and those that are direct hardened. 

Here again, the nickel-containing 
steels develop the required strength more 
consistently and in heavier sections than 
carbon steels, and are generally more re 
sistant to shock, fatigue and multi-axial 
stresses, 

Doesn't this read with the honesty 
of an engineering paper? Try some 
more: 


Next. a group of simplified case 
studies, or “user” ads. Here's one: 
‘In J 33 Turbo-Jets the hottest job 
zoes to Inconel”. This one also has 


detailed and factual text. 


*&™Most effective, by far. are these 
more complete case studies—and ex- 
ceptionally well written, we should add 

“Design problem—solved in one op- 
eration” and, “You, too, can mother 
an idea.” Here, read the letter: 

What's new about a safety pin’ 

Plenty, if it’s a Kwik-Pin ... a real 
salety pin 


First, consider an ordinary safety pin. 
Open, it’s as dangerous as a fishhook. 
When you stick it into the diaper, you 
use two hands, dig down and then up. 
with a silent prayer that you haven't in 
cluded the baby. When it’s closed, it may 
pop open unseen (but not always unfelt). 
When it’s lost, you search frantically, for 
it may be inside the baby. 

New look at the Kwik-Pin and see how 
this manufacturer redesigned an old 
product, used Monel wire, and added new 
selling points to a commonplace item. 

The Kwik-Pin is safe open: safe closed. 
Never can pop open. You can pin straight 
through 14 layers of diaper and under- 
shirt with an easy, one-hand, squeeze- 
push action of the fingers. Hygienic, too, 
because it's made of colorfast plastic and 
rustless Monel. And you can easily spot 
it anywhere. 

The manufacturer chose Monel because 
it provided strong, hard, spring-temper 
wire that would be free of rust and cor- 
rosion. Yes, Monel wire was economical 
enough to let the Kwik-Pin retail at 25¢ 
per card of 4. 

If you're planning a new product, or 
re-designing an old one, give some 
thought to the metals that can add extra 
performance and extra selling points... 
the Inco Nickel Allows. 


Just gotta give Cuartes W. Kopr, 
copy executive at Marshalk & Pratt, 
New York an Ox As Insertep for 
that. 


Jessop Steel Co.—*For Peak Pro- 
duction (picture of mountain peak) 
be specific—demand Jessop Fine Tool 
Steels!” (Why do people have to 
“demand” anything?) Below three 
steels are listed, along with three quali- 
ties of each. But, as we've said before, 
the actual words are just so much 
“Increased tool life” — 


palaver 
“Minimum dis- 


“High uniformity” 
tortion.” Compare these with the spe- 
cifies in the International Nickel ads. 


Jones & Laughlin Steel Corp. — 
No use kidding around—you can do 
far worse than the “case study” tech- 
nique in metals advertising. For one 
thing you have facts. bona fide evi- 
dence, names, places, performance 
data. Makes it pretty hard to do a 
poor ad, 

Here are several JAL case studies— 
some in four-color pages, some in 
black and white. For instance . . . 

TOUGH ‘TALLAPOSSA CROSSING’ 


called for 


TOUGH J&L WIRE ROPE 


Here’s another . . . 


J&L Otiseoloy High Strength Steel in- 
creases payload . . . service life of Frue- 
hauf Truck Trailers. 


And here's how JAL sums up its 


assets... 
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IF ALL THE WORLD WERE APPLE PIE, 
AND ALL THE SEA WERE INK 


WHAT WOULD-WE HAVE TO DRINK ? 


SODA POP, OF COURSE! >> <or maybe orange or sarsaparilla, 
or perhaps sparkling carbonated H,O. In country stores, 

in big-league ball parks — Americans, young and old, 

are buying more soft drinks than ever before. 


continually trading ideas for equipment applica- 
tions, new materials and improved processes... 
and Foop Inpustaigs reports these new develop+ 
ments to the key men in the industry. 


SOFT DRINKS 

. by the bottle it’s only small 
change, but in total a BILLION-DOLLAR BUSINESS, 
growing so fast that production doubled within 


a decade. Yet soft drinks is only one of the proc- Foon Inpustams is read by top m ak 


essing groups that make up the $33 BILLION FOOD 
PROCESSING INDUSTRY. 


Food Processing, a composite manufacturing 
group, is one huge industry . . . united by funda- 
mental problems and essentially the same pro- 
duction principles. Its wide-awake branches are 


production and technical men who are alert for 
new methods of improving their own plants and 
products. These are the Food men who buy . . . 
and you can reach them directly and effective- 
ly when you tell your selling story in Foop 
INDUSTRIES. 


Food 
Industries 


A McGRAW-HILL PUBLICATION y 
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"Jab OTSCOROW 


Farinas 


of FRUEHAUE Taiters 


ss 


“WORSE HEAD SPECIAL (223) ZI 


Jones & Laughlin 


In all applications J&L Otiseoloy can 
be used one or two gauges lighter than 
mild steel with no loss in strength—en 
abling Fruchauf to save 800 Ibe dead 
weight per unit. 

Aleo Otiscoloy saves steel—one ton 
goes further than mild steel. 

Otiscoloy has 4 to 6 times greater rust 
resistance than mild steel. 

Otiscoloy resists fatigue longer than 
mild steel 

(tiseoloy rub rails and floor rips 
withstand severe loading and loading 
abrasion better than mild steel. 


And other JAL case studies, each 
“33% Better Pro 
duction .. . lenger tool life . . . better 
finish with J&L Free-Cutting 
Steel.” 


sound as a dollar 


Kaiser Steel Corp.—This is a pub- 


lic relations or institutional series, 


marked by simple, clean layout and 


easy, quick illustrations 


-a giant 


thumbprint, for instance — an open 


pocket watch, a big orange, a western 


placid stuff. 


spur. Copy is pretty 


Try a sample of the ad headed, “Hou 
to tell time in the steel industry.” 


According to the way most people fig 
ure time, Kaiser Steel is eight years 
old 

But if you compute its age in terms of 
the years its key plant personnel have 


spent in the steel industry, you'd come up 
with an average of 22 years. 

By attracting young and aggressive op 
erators with long steel experience .. . and 
by applying new and progressive ideas 
. . « Kaiser Steel has consistently main 
tained an outstanding production record 
of highest quality steel. 


A series here 


**Speed!’’ — 


New Jersey Zine Co. 
on “Formability!” 
“Economy!” In fact, these are the 


headlines (in a big black Gothic)— 


each followed by a subhead . . . 


Zine Die Castings Are Easily Spun or 
(nhherwise Formed After Casting. 

... One-Piece Construction Cuts Pro- 
daction Cost, Simplifies Assembly and 
Improves Appearances. 

Layout is simple, yet enough out 
of the ordinary to be distinctive— 
with a panel of pictures running down 
right side of ad and subheads with 
arrows pointing into them. But let’s 
dissect one ad, the one on “Speed”: 


1800 Castings per Hour” 

This is a plunger machine—the fastest 
die casting machine there is, lt is turning 
out ‘gates’ of 4 castings at a rate of 450 
per hour—2 pairs of automobile horn 
bodies per “gate’—1800 zine die castings 
per hour. Of the most used die casting 
metals, only Zine alloy can be cast in 
this high speed machine. 


Rapid Trimming 

Since Zine die castings can be pro 
duced with extreme complexity of shape. 
many castings require no machine work 
other than removal from the ‘gate’ and 
trimming of flash. This is accomplished 
on the horn body ‘gate’ in one motion of 
a punch press, as shown here. At each 
opening of the press, out fall 4 complete 
castings. The trimmed metal is not 
wasted, since it is remolded and used for 
subsequent castings. 

Ready for Assembly 

As the castings come from the punch 
press they are ready for assembly. Here 
they are inspected and packed into cartons 
for shipment to the customer. It is easy to 
wee why die casting is the shortest dis- 
tance between raw material and finished 
part. 

All right—a very workmanlike and 
creditable job. 


Republic Steel Corp.—this is a big 
advertiser, lots of stuff going on lots 


New Jersey Zinc 


of places. Let’s see if we can first 
group some of these ads. 

Since we seem to recall Republic 
as the great alloy steel developer, let’s 
start here. “Making Molehills out of 
Mountains with Alloy Steels” is a 
pretty broad gage piece of copy. True, 
it appeared in an executive publica- 
tion, but even hotshots can stand a 
few more facts than this: 

In gears, springs and fuel injection sys 
tems of ‘cats’—in bearings, shafts, pins 
and other vital working parts of machines 
in practically every industry, alloy steels 
have proved beyond a doubt that any ex- 
tra cost is more than returned in uninter 
rupted service, longer life, fewer repairs. 
lower end cost. 


Republic leads in the production of 
these fine steels . 

Now, in contrast, here's a spread 
from a metalworking magazine: “Re- 
public Alloy Steels . . . increase Yield 
Strength 30% for prominent oil well 
equipment manufacturer.” Subhead 

“Sucker Rods for Heavy-Duty Well 
Pumping now Guaranteed to 90,000 
p.s.i.—twhereas the previous high has 
been 70,000 p.s.i.—another triumph 
lor “the right steel in the right place’ 


All we claim is that this sort of ap- 
proach is every bit as good for top 
executives as it is for engineers. 

On alloy steel bars, Republic’s “Get 
them both Machinability and Wear 
Resistance is pretty routine stuff. 


With “Enduro” stainless steel we 
have a choice of three clips—one from 
a broad medium, the other from the 
food and metalworking fields. But in 
this case neither “For TV Tubes . . . 
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Republic 

Wiehty Mixers” nor “Enduro 
os Steel Purity, Ine orporated 
Por “Enduro Points the Way Va 
whinability plus Corrosion-Resistane 

em very meaty. 

p On still another alloy “Union 
Drawn Steels” —the big empha 
bis is on “Machinability” in about 96 
Gothic caps. Headlines, however, 


mrent very startling 
a 


lnecrease your spread 


between profit and 
with this improved Machinability 
A ‘Shot in the Arm’ for 

Sagging Profit Curves 


Many an advertisement has sur- 
Vived worse headlines than those. But 
kim through this copy and you're 
loomed to disappointment. All you 
ind are catch phrases such as: 


Ik your profit curve sagging 

profit curve recuperation 

the same kind of stimulant 

. shot in the arm 

puts backbone back into limp profit 

curves 

uniformity of cutting characteristics 

and structure 
Ads for Republic's “Electra Zine 
Plated Sheets” on the other hand 
seem more factual as to product vir 
tues, especially this one headed, “ABC 
of lasting Paint Adherence.” Here 
they are 

\.-adherence for paint, lacquer and 
syathetic enumels 

-heauty that lasts 
the tight zine coating which prevents the 
spread of unsightly anderfilm corrosion, 
should the painted surface be damaged 
or broken in ase, and which stands fully 


protected by 


as much fabrication as the base steel with 

out cracking, peeling or flaking 
C—Cleaning costs cut . . because Re- 

public Electro Paintlak comes to you 
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% Revere Copper & Brass 


clean and in prime condition for paint 
ing ... requires ne expensive preparation. 
\h. that makes us feel a little better! 
Back in February (when this ad 
ran! there may have been some slow- 
downs in steel tubing deliveries. If 
that was se, then this page for Repub- 
lie “Eleetronic Tubing” is justified. 


Now in greater quantity than ever 
before 

Electronic Tubing in both carbon and 
stainless steels plain... processed... 


prefabricated 

First sentence wraps it up: 

Whatever your steel tubing require 
ments, you'll get Electrunite faster today 
then ever before. 

\nother “Electrunite” page gets its 
idea across fast—with a few words 
and pictures. Heading, “Severe Fabri- 
cation?” Then, six bullseyed pix with 


proper labels “Flanging” — “Ex- 
panding” “Upsetting” “Config- 
uring” “Spinning” — “Flatten- 


ing. 

\ page on Republic “Pig Lron” sells 
its “Pig lron Metallurgist.” This 
makes sense, but we just think it could 
be done lots better. You've seen other 
the company field 
specialist is actually introduced by 
name with his background and quali- 
fications given. 

Finally, in this big stack of Repub- 
lie sales messages, the simplest and 
perhaps most efficient of all ads— 
illustrations of ten different and use- 
ful pieces of Republic literature, each 
identified further by number and title; 
plus easy-to-use coupon for obtaining 


same. 


Short Pause on the 
Psychology of Criticism 


The movie critics used to tell us it 
was no fun to review a good picture. 
Yes—we suppose there’s a certain 
sadistic satisfaction in tearing things 
apart. Certainly the negative note, 
once sounded, can become chronic. 

We're a little conscious of that in 
this metals advertising review. Yet, 
when we went back to edit it, we 
honestly felt there was little we honest- 
ly wanted to change. This is not so 
much justification to you as it is to 
ourselves, 

Sometimes, too, layout and general 
appearance of an ad distorts our point- 
of-view. Worse yet, often the page 
size and general makeup of a maga- 
zine help do it. For instance, last night 
we glanced through the pages of 
Building (the old Architectural For- 
um) and all the ads looked better 
than they really were. And so far as 
we could figure it was mostly because 
of the paper stock, large page size 
and simple rule border around the 
standard 7x10” ads. 

Anyway, here at intermission time, 
with a couple of innings to go, we 
still don’t think metals advertising 
wears too well. And we still can’t 
find a better explanation than that 
the copywriters (and planners) are 
trying to do too many jobs, and as 
we emphasized in our September col- 
umn... “attempting to say too much” 
in any one ad. There's a third point of 
criticism, too, which we find again 
and again in our review—the hard 
leaning on over-tired and meaningless 
phrases such as, “High Corrosion Re- 
sistance” and “Long Wear.” 

Think about it. 
next batter to the plate . . . 
Revere Copper & Brass 
batch of ads, and the best thing about 
them is that every single one is a case 


Here comes the 


Here's a 


study, naming names, giving living 
facts. Sometimes the headlines are as 
prosaic as, “For tough Machining 
Jobs, Get Revere Free Cutting Brass.” 
But often they're as bright as. “Copper 
Treats Your Product Better When You 
Control Your Temper” and “Why the 
{rezoflex 75 Gives Camera Fans a 
Lifetime of Clicks Without Kicks.” 
And how can you beat this brand of 
narrative: 

When the Weller Mig. Co. Easton, Pa. 


was completing the development of its 
new electric soldering gun, they were 
confronted with this problm: the 3/8” 
Revere Copper Rod used to replace the 
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20,036 BONAFIDE 
METALS ENGINEERS 


read and are influenced 
by your advertisement 
in Meta! Progress. 


REACHES THE METALS ENGINEERS 
“CALL THE PRODUCTION SHOTS!” 


THE KEY MAN in the production picture of the metal industry 
today . . . the man whose job it is to decide “what to do now” in 
times of metals and equipment shortages . . . and “what to do next” 
when planning improvements in products and processes . . . is the 
metals engineer. 

It’s his job to be fully and completely informed on new, improved 
and substitute metals, processes, equipment and parts. 

Management looks to him to find, suggest and approve products 
and processing equipment. . . 

Design engineers, production engineers and procurement depart- 
ments all depend on him to “call the shots” that will assure full scale, 
competitive production and improved products. 

Include Metal Progress in your advertising schedule to reach these 
metals engineers . . . 999%. say they are influenced . . . 96% read the 
advertisements . . . 88° specify, recommend and purchase the 


metals, equipment and processes they approve (by actual survey). 


Metal Progress 


7301 EUCLID AVENUE . CLEVELAND 3, OHIO 
LARGEST AND LOWEST COST CIRCULATION IN METALS ENGINEERING 


4 Include Metal Progress in your Advertising Schedule 
an 
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Numbers alone 
are not enoug 


Through the Journal's Industry Census Bureau you may know: 


1. How many prospects for your products or services you have 
2. Their rating according to capacity or ability to buy 
3. Separated geographically by states or trade areas 
4. Location of home office and field/plant buying points 
5. By the different segments of the oil and gas industry 


6. Occupational or job functions within each segment of the in- 
dustry 


7. Location and number of buying influences within each segment 
of the industry. These include: Production; Drilling; Field 


1, OKLAHOMA 
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This valuable information is gathered ond maintained on a continuous basis, us 
service to manufacturers, and as 2 guide for us in order that we may be sure the 
vital “Next Dimension” is added to The Journal's circulation: 


The first dimension in circulation is the number of copies delivered. 


The all important “Nex! Dimension” is the rating of readers according to their im- 
portance as buyers of your products und services. The Journal's specially trained 
staff naw builds and maintains this information, for our circulation guidance, by a 
continving program of personal calls in fields and plants. Only in this way can the 
“Next Dimension” be added to any publication’s circulation. 


The “Last Dimension” in circulation is, of course, what happens to the copy when it 
is delivered to the RIGHT PEOPLE. Is it read? 


We ere prepared to show you unquestionable proof of the extent of readership we 
have among these right people (your customers and prospects). f you care to re- 
check these results yourself, we will pay the cost of doing so! 


i+ 
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REYNOLDS 


REPORTER 


Working logether for 
Faster Steel Service 


RYERSON STEEL 


Reynolds Aluminum 


secondary coil in the transformer had to 
maintain ite rigidity yet be sufficiently 
soft «o that daring the shearing, coming 


and bending operations there would be 
no breaking or «plitting of the rod. 

Revere’s Technical Advisory Service 
recommended a certain temper copper 
rod. lt was discovered that Weller was 
eectting in the rod when it wae 
installed in the assembled gun. Other 
tempers were tried and tested. Then «a 
copper red of «a slightly harder temper 
than the first was recommended, That wax 
it! Proper temper was the key 


That's just like the Revere engineer 
sitting in your office telling you 
about it. An Ox As INserrep to Ep 
Bozortu of St. Georges & Keyes, New 
York 

Reynolds Metals Co 


two types of campaigns—the “Rey- 


Samples of 


nolds Aluminum Reporter,” a two 
page news insert-—and black and 
white product pages Representative 
of the latter, this page on roofing and 
siding, “The Superior Roofing and 
Siding for all Industrial Building.” 
Which is, of course, “Reynolds Life 
time Aluminum Industrial Corru 
gated.” Best features of this page 
three pictures of plants using Reynolds 
Corrugated—-fact-packed text like 
this 

Low material cost, low application cost, 
lowest maintenance cost-—rustproof, 
needs ne painting. Four foot purlin «pac 
ing supports 80 pf. uniform load; yet 
this aluminum weighs only 56 Ibe. per 
square. And it reflects up to 95% of radi 
ant heat, keeping interiors cooler in «am 
mer, reducing water fuel costs 


Good going—except for that tired 
headline. 


Ryerson 


The “lieynolds Reporter” is, as the 
advertiser explains it, “A Service to 
Industry on Aluminum Uses and De- 
velopments.” Is it? Let's tear a typi- 
cal insert apart. Main head, “Neu 
Designs with Aluminum Extrusions 
oller Savings.” Subhead says, “In- 
dustry Increases Use of Shapes that 
Speed Fabrication, Eliminate Assem- 
hlies, Increase Strength.” 

Well, the tone and tempo is newsy, 
even though the choice of words might 
be improved. Below this, however, 
eight little drawings speed up this 
story considerably——on structural 
steel shapes, bar stock or pipe, small 
castings and forgings, ete. 

Now let’s look at the heads of the 
assorted news items: 

Embossed Aluminum Makes Seat 

Backs Strong and Wear-Proof 

Louvers of Aluminum 

for Attic Ventilation 

Extrusions Make Better 

Products at Lower Cost 

Buttons! Buttons! We've got the 

Buttons and They're Aluminum 

That's a fair sample. We don't 
know what more a man could do with 
this kind of an approach 

Joseph T. Ryerson & Son-—This 
outfit seems to be all over the lot in 
its advertising appeals . . . from 
straight service copy, “Call us for 
steel. We ship quickly” to “savings” 
copy such as, “Now Rycué Alloy Steel 
Cuts M* Costs 40%” (“M" means all 
machining and related costs). 

More recently (and as reviewed in 


September IM) Ryerson has been 
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Seymour Mfg. 


right on its toes with its anti-hoarding 
campaign. Typical in this series, 
“Hoarding Steel . . . is hardest on the 
hoarder 


Because, as we understand it, Ryer- 
son operates a big warehousing serv- 
ice. much of the copy is in this vein, 
“Working Together for Faster Steel 
Service.” “These Steel Products for 
Prompt Shipment,” “For Steel in a 
Hurry—call Ryerson,” “Let Us Shoul- 
der your Steel Requirements.” Inci- 
dentally, the “Working Together” ad 
uses a homely angle many of us ignore 
~—how an order is actually handled. 


Several other Ryerson pages look 
interesting, especially one headed, 
“How to Lower your Steel Costs.” 
This is well backed up with five spe- 
cific statements of fact...the differ- 
ence in pricing, mill vs. warehouse. . . 
ordering as you need, thus no tying 
up of too much capital. .. group pur- 
chasing, ete. 

And no Rverson ad comment would 
be complete without one of the fa- 
mous vacation pages—“Let’s Go 
Fishing.” Addressed to the buyer 
about to buzz off for his two week 
siesta, it suggests, “Call Ryerson now 
for quick delivery of the steels likely 
to be needed before you return. And 
tell the men who carry on to get in 
touch with Ryerson for whatever steel 
they need.” 

Seymour Mig. Co.—Sort of a 
shame that original layout alone can’t 
make a good ad. This is good to look 
upon, but, alas, says nothing. Head, 


INDUSTRIAL MARKETING, November, 1950 


4 


| =P JE | 
} i 
| 


For the fabulous South and Southwest: 


7 NEW INDUSTRIAL PLANTS 
EVERY WORKING DAY! 


According to the most recent Census of Manu- 
factures, the South and Southwest have added 
more than 16,000 new plants since 1939. An aver- 
age of seven for every working day for the past 
ten years! 

In addition, for every million dollars that went 
into new plants, 15 million dollars went into 
expansion of established industries long identi- 
fied with the South. 

Southern and Southwestern industrialization 
is still going forward at a rapid rate—the future 
is bright with promise. For the seller of equip- 
ment and supplies, opportunity is at every hand. 
But remember your » 
geography. Plant: of : 
the South are widely 
dispersed over vast 


areas, Sales jumps are 


long: personal customer calls cannot be made 
as frequently as in older markets, Intensive, 
REGIONAL advertising is your most productive 
tool for cultivating the South and Southwest. 


The only publication in the field edited ex- 
pressly for this market is SOUTHERN POWER 
and INDUSTRY. And it is the only publication 
in the field providing adequate coverage of this 
region. Use S.P.1. to reach hundreds of worth- 
while plants you would otherwise miss; use it to 
influence and sell top engineering and manage- 
ment in the industrial, utility and large service 
plants of America’s fastest growing industrial 


market. 


Southern Power and Industry 


806 Peachtree St., N. E., Atlente 5, Ge. 


TEXTILE INDUSTRIES © SOUTHERN POWER & INDUSTRY © SOUTHERN AUTOMOTIVE JOURNAL © ELECTRICAL SOUTH © ‘SOUTHERN HARDWARE © SOUTHERN BUILDING SUPPLIES 
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V FIRST in architect ond engineer circelation. 


Among all publications reaching the building market, Architectural 
Record has the largest architect and engineer circulation. Architec- 
tural Record also has the highest subscription renewal percentage of 
any architectural magazine. 


This clear-cut picture of coverage leadership results in large meas- 
ure from the exclusive facilities of F. W. Dodge Corporation — 

: ‘i providing demonstrated coverage of building planning and specifying 
activity——regionally, nationally, and by types of building. 
ie a Start your program for 1951 by making Architectural 

Record the “pivot paper” on your building 
products lists. We'll be glad to supply you 
with any details you need to help your planning. 


Just call the nearest Record office. 


and you'll use 


Architectural 


‘workbook 


Record 


shed 


in architect and engineer circulation 
first in preference among architects and engineers 
first 11 number of advertisers and volume of advertising 
first i architects and engineers reached per dollar 


“ae 
4 
New York 18, N.Y | 
LOngacre 3-0700 a 


Timken Steel 


“Mind if we blow someone else's 
horn?” Pieture—a« lovely, shiny 
trumpet Text 

Seymour Nickel Silver skillfully used 
in the form of stampings, spun parte, 
milled and screw machine products, adds 
measurably to the quality of superb in 
struments like this, If quality is the key- 
note of your product, in your own inter- 
est, consider the use of Seymour Nickel 
Silver 

Sharon Steel Corp.—This outfit, on 
the other hand, suffers the penalty of 
poor layout awkward and heavy 
handed. That means your critics to 
play fair ball have to look harder be 
cause the first impression is negative. 
The busy reader, remember, doesn’t 
do this-he just flips the page. So, 
let's see is Sharon copy any better 
than Sharon layout? 


“Where Precision Counts” isn't 
much of a start as a headline, and 
“Sharon Stainless Does a Better Job” 


very scintillating, specific or 
stopping follow-through. The text is 
on a sort of “good because it's good” 
theme 

Where extreme accuracy is required 
manufacturers demand uniformity of ma 
terial 

Sharon's ability to produce Stainless 
Steele conforming exactly to customer's 
requirements year in and year out— is 
the one big reason why Sharen tops the 
list as leading producer of Stainless 
Steel for precision parts. 

If vou are thinking of Stainless—think 
of Sharon, pioneer and prime producer of 
fine steels for 50 years.” 


Let's try another, “A Case History 
all Steel Users Should Know About.” 
Maintenance of containers has long 


a Case wstory 
ALL STEEL USERS 
SHOULD KNOW ABOUT 


SHARON CORPORATION Gene 


- Sharon Steel 


been an expensive “headache” to those 
who market their products in bottles. 
Part replacement and general upkeep 
usually exceed the original cost many 
times over. That's why recently one lead 
ing manufacturer of cases—alter consid- 
erable experimentation with material+ 
switched to Galvanite.* 

Galvanite is prime steel with a tight 
zine « a. lt has superior strength and 
toughness—vet is ductile and easy 
ing. The generous zine coating, applied 
by special process, makes Galvanite rust 
and corrosion resistant even in salt air 
areas, And this tight coating stays put 
it won't peel or flake during the severest 
fabrication dies stay clean and scrap 
loss is held to a minimum, Next time you 
want a strong easy working, rust resistant 
steel try Galvanite—the results will im- 
press you 

"Produced solely by the Sharon Steel 
Corporation under patented process, 

That's better, but it’s still a letdown 
as a case history because it’s com- 
pletely undocumented as to the manu- 
facturer’s name, cost figures and all 
the rest. Some of the text on Galva- 
nite’s features is tight and good like 
“generous zine coating’ —corrosion 
resistant even in salt air areas” 
“dies stay clean.” 


Now, here’s a Sharon sales message 
that says, “Sharon Stainless Provides 
the Answers for Range and Stove 
Builders.” When you write a headline 
like this, you're aiming at a limited, 
specific group. That means specific 
dope for their kind of business. 

w®Superior Steel Corp.—Certainly 
the best looking steel ads we've seen— 
modern layout, sparkling art, splendid 
use of color. The art treatment actual- 


Ky Superior Stee! 


% Superior Stee! 


ly makes stainless steel gleam like 
stainless steel. Here's one in blue— 
on kitchen equipment, “Highlights 
of Quality in Today’s Fine Kitchens 

. ever bright with Superior Stain- 
less Strip Steel.” 

This one, for the boys in Detroit, 
“For ‘eye-appeal’ beauty and “buy-ap- 
peal’ value add the gleam of Superior 
Stainless to your pace-setting cars’ 
good looks!” If those headlines seem 
a pretty big mouthful, we should ex- 
plain they are broken up very neatly 
with type variety. size, spacing—some 
in black, some in white. 

The most interesting thing about 
these ads is the fact that in their short 
text they don’t use any better descrip- 
tive product data than any other stain- 
less advertiser, but put the big push 
on the sales qualities of the readers’ 
product. Example, “Brightwork of 
Superior Stainless stays bright for the 
life of the car.” It is this emphasis 
plus the high quality of the art and 
layout treatment that give these ads 
real sales impressiveness and charac- 
ter. An Ok As INSERTED to Copywriter 
Georce and artist RicHarp 
Marsu of Walker & Downing, Pitts- 
burgh. 

Timken Steel & Tube Div.—Of the 
half-dozen Timken ads in the deck, 
we'd say five rate consistently good. 
The weak sister, in our opinion, is a 
pseudo-puzzle business, “How do 
these pieces fit together in your forg- 
ing picture?” so let's pass it right by 
fast. 

“New 52-page handbook for 
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... but you’re the one who profits 


When you were a boy, it was fun to 
watch the plumber at work, wiping his 
joints, running out his heating lines, setting 
his fixtures. 

Since then. your grimy friend has 
changed. Today he’s a merchandiser, ag- 
gressively seeking out and satisfying needs 
of consumers along plumbing, heating. ap- 


plianee and air-conditioning lines. 


It happened so quietly, maybe you 
haven't noticed it at all. And so we have 
printed a booklet describing that amazing, 
continuing trend whereby a mechanical 
trade has converted to merchandising pur- 
suits. It contains a lot of new market infor- 
mation on the industry, too, 


May we send you a copy? 


@ PLUMBING: HEATING BUSINESS 


Grand Central Terminal Bldg., New York 17, N. Y. 
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EDW. H. DOERGER 
Advernsing Manager 
The American Monorail Company 


; Peachtree Ste, \ 
vextil® gield during tne 
0% 6 970,979 : 
we appreciate the fine cooperat im + 
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TEXTILE INDUSTRIES sells 
$70,979.00 worth of equipment 


for this advertiser 


Money talks! 


Results from American Monorail advertising 
speak for themselves. The reason behind the 
remarkable sales developed from Textite In- 
DUSTRIES’ inquiries, however, is accurately stated 
by Edward H. Doerger——-reader interest. 


“This excellent record of returns from 
your book indicates to us a remarkably 
high reader interest.” 


Among the active mil! men receiving TEXTILE 
INDUSTRIES, reader interest and reader action 
mean practically the same thing. Textiles are 
booming: already this year expenditures for cost- 
saving equipment, such as American Monorail 
products, have exceeded those of 1949 because 
mill men are taking action to increase produc- 
tion, improve quality and reduce waste. 


Purchases and recommendations for purchases 
originate in the mills. It is the executives, man- 
agers, overseers and other supervisory personnel 
actually on the job in the mills who know best 
what machinery and equipment is needed for 
better production. These are the men who must 


be sold FIRST and these are the men you reach 
through Textice 

Sales results like these achieved by The Ameri- 
ean Monorail Company are no accident. They 
come from careful market and publication an- 
alysis teamed with the consistent use of forceful 
advertising copy. 

From past experience, manufacturers selling 
to the textile industry know that Textite IN- 
pustries has leadership in readership. It is the 
magazine they can count on to reach the core 
of all mill buying decisions. 

Texrite INpDustRies should be the keystone of 
your bridge to bigger sales in textile manufac- 
turing plants—put it on your schedule NOW. 


Send for this FREE BOOK today! 

E It’s valuable to you! 
Important textile market facts and 
full information on TEXTILE IN- 
DUSTRIES are contoined in the 
new N.LA.A. presentation. You 
will find it useful in planning 
1951 schedules. Copies will be 
mailed on request; write for yours. 


806 Peachtree St., N. E., Atlanta 5, Georgia 
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MILK PRODUCTS 


No other industry is so consistently pub- 
licized, so rigidly controlled by health 
boerds, so widely inspected by the pub- 
lic, and as @ result so progressively 
maintained as the dairy industry. And 
beceuse milk and milk products are nec- 
essary in the human diet and in demand 
during any economic condition, dairy 
plants are always eager TO BUY... 
ALWAYS ABLE TO BUY. 


WHY OLSEN PUBLICATIONS? 


Each Olsen Publication is tailored to « 
perticular phase of the dairy industry. 
Each has the largest circulation at the 
lowest cost per thowsend. ABOUT 75% 
OF THAT CIRCULATION IS IN THE 
“BUYING ZONE" . plant owners, 


managers, superintendents, etc. . . . men 
and how to make if more profitable. 
That's why Olsen Publications 
§:-) quality, reader-response and 
reader-purchasing power. 
THE OLSEN,PUBLISHING CO. 
Publishers for the steles 


whose principal interest is their business 
afford « plus-value in reader- 
WRITE FOR MARKET DATA 
1445 N. Sth St, Milwoukee 12, Wis 


Just « few of the 
where you can reduce 


plant maintenance costs with 


+ U-SS Stainless Steel 


*U. S. Steel 


makers of hollow parts” is a basically 
well-handled booklet ad, big illustra- 
tion and good display of contents. 
“Now! Immediate delivery of two 
Timken steels that will do 90°: of 
your hollow-parts jobs!” is particu- 
larly effective because of its billboard 
technique. “How to make hard parts 

easier” is fine straight product 
stuff. Sample paragraph: 

52100 has extreme hardenability 
throughout its cross-section, high tensile 
high fatigue strength. Fully 
-pheroidized structure make machining 
easier. Timken 52100 can be oil quenched 
to a maximum hardness of 65/66-Rock 
well ©. and will withstand a working 
pressure of 200,000 p.x.i. 


strength, 


S. Steel Corp. 


would need lots more sample ads to 


We suppose we 


do a real job on “Big Steel's” adver- 
tising, but we have to keep this col- 
umn within practical limits. U. S. as 
you know is a lot of different com- 
panies, and a lot of different products, 
and a lot of different campaigns. 
Most familiar to most of us is prob- 
ably the 


speaking for, and signed by “the cor- 


picture caption spreads 


poration” and usually headed, “Only 
Steel can do so many jobs so well. 

This one we're looking at has several 
shots behind a 
golfer sand 


rooster 
in a 
couple in a convertible, tollgates on 


interesting 
wire fence, trap, 
the Pennsy turnpike, a giant rayon 
spinning machine. Captions in each 
case tell in newsy style the part steel 
plays in the picture. We have nothing 
but praise for this choice of technique 
and its capable handling. 

This series is interesting because 


it's selling the label, something you 
seldom see in industrial advertising 
these days. Spreads, with left hand 
page packed with red USS labels for a 
whole flock of different products. Left 
hand page all text, with headlines 
like “How you can give Added Sales 
Appeal to the steel products you 
make.” 

On alloy steels, or as USS brands 
them, “Carilloy Steels” a good piece 
of copy on a specific application is, 
“Some high-lights on alloy steels for 
low temperature applications.” This 
selected paragraph will give you the 
feel of this ad: 

For example, The American Society for 
Testing Materials recognizes low carbon 
2'.% nickel steel for temperatares down 
to minus 75 F. and low carbon 3'.% 
nickel steel for temperatures down to 150 
F. Recently, a new, low carbon alloy steel 
containing higher nickel content has been 
developed which shows good toaghne.. at 
much lower temperatures. This steel hold« 
great promise for those processes which 
rquire equipment to operate at extreme 
ly low temperatures. 

More ads here on stainless steel 
than any other group. Copy such as, 
“Appetite Appeal sells Food”—“Se- 
vere Service calls jor U.S.S. Stainless 
Steel” —“The More Severe the Serv- 
ice—-the greater the need for Stainless 
Steel” 
the Bacon”... 
after you wade through all the rheto- 


“Stainless Steel Brings Home 
is wordy and spineless 


“As thin as a hair or as thick as 
vour thumb” is lots better, a good an- 
nouncement on stainless wire. But the 
this 


class in a picture spread, “Just a few 


best all around ad in stainless 
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Meters Controls + 


‘ 


More advertising dollors 

are invested in POWER to sell 

meters, controls and instruments 

than in any other publication in the world. 
The reason ... the most concentrated group 
of big users, buyers ond specifiers 

of this equipment is POWER's audience. 
This magazine is their first authority on 
recording, controlling 

and measuring flow... 

flow of fuels, electricity, liquids, 

gases and mechanical power. 

POWER's editorial 

and advertising pages 

give engineers the help they need 

to select the right equipment .. . 

that's why POWER is tops 

in readership 

and in advertising value. 
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Vanadium Corp 
Wisconsin Steel 


of the places where you can reduce 
plant maintenance costs with USS 
Stainless Steel.” And that’s exactly 
what the pix show and their captions 
talk about. There's a light, bouyant 
quality to the U.S. Steel Supply Co.'s 
pages. It's a cartoon series, a good 
gimmick for this type of job. The 
theme song is “Service Plus” and it's 
in every headline. 

For all around competence we be 
stow an Ox As INserrep on G. Reep 
SCHREINER, director of advertising for 
U.S. Steel Corp., who we'll ask to 
pass our good word along 

Vanadium Corp. of America—a 
very engineering-minded ad, com 
plete with charts, lots of specifics in 
the text, and a very serious headline. 
“High Temperature Properties of Cr 
V and Cr-Mo Spring Steels.” Inci 
dentally, there's some cute double talk 
in this Vanadium headline, “You can 
hank on stainless steel at the Pelham 
Parkway Branch of The Bronx Sai 
ings Bank.” 

Washington Steel Corp. Two 
pretty dull ads, but the third has an 
intriguing challenge, “// you are in 
terested in savings in cost of $152.00 


| now OPERATING - 


commer’ 


Washington Steel 


& 


NEW STRIP MILE. 


Weirton Steel 
Alan Wood Steel Co. 


per 100 sheets of polished 18 gauge 
use this coupon to lay.” 

Weirton Steel Co.—There’s a simi- 
lar touch to the Superior Steel sort of 
job here bleed color layouts, nice 
type handling. Copy, however, sticks 
right to the product with the standard 
steel lingo. More unusual is a series 
on “Weirzin”” a zine coated steel. 
Here metal sculptured figures are 
used for the main illustrations. This, 
however, is supposed to be a copy 
column, and on this basis Weirton is 
run of the mill. 

Wisconsin Steel Co.—Kinda child- 
ish, “175 tons at a time” implies that 
producing has a lot in common with 
baking a cake. “Hot Soup to Feed 
Industry” —well, that’s molten iron 
to vou, but it resolves down to trite 
copy. “Board of Strategy,” showing 
two kid ball players, is about what the 
catcher gives the pitcher... yes, ad 
vier”... and that’s what you get from 
Wisconsin. “What the Bell Told,” is a 
drippy public relations ad. “Care/ul 
control here and everywhere” may 
not be a great stee! ad. but at least it 
plays it straight. 

flan Wood Steel Co 


only ad we 


Here are 13 other power shovel 
manufacturers who advertise in 
CONSTRUCTION METHODS AND 
EQUIPMENT to reach the men “on 
location’’ who select the equipment 
they use and maintain. 


Austin-Western Co 

Bay City Shovels, Inc 

Bucyrus-Erie Co 

General Excavator Co 

The Koehring C« 

Lima Shovel & Crane Div 
Lima-Hamilton Corp 

Link-Belt C 

Michigan Power Shovel Co 


Northwest Engineering Co 


The Osgood Co 
Schield Bantam Co 

The Thew Shovel Co. 
Unit Crane & Shove! Corp 
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HARNISCHFEGER advertises in 
Construction Methods and Equipment 


..- and has for 23 years 


... because Harnischfeger Corporation under- 
stands what it takes to sell power shovels to 
the construction industry. 


THeY KNow that the field engineers and contractors who are responsible for 
getting the work done on any project location have a powerful lot to say about 
what equipment is used... and whose. 

Their experience has taught them that, frequently, it’s tough for salesmen to 
get to these men . . . often enough and in time to sway their buying decisions. 

But field engineers and contractors . . . thousands of them all over the country 
on all kinds of construction work ... read CONSTRUCTION METHODS 
AND EQUIPMENT.* And they read it when their minds are on their jobs .. . 
for its how-to-do-it, on-the-job pictures and text that help them solve equipment 
operating and maintenance problems .. . for its advertising pages that keep them 
informed about equipment, materials, parts, and supplies they buy and use. 

That's why, since 1926, Harnischfeger has advertised in CONSTRUCTION 
METHODS AND EQUIPMENT .. to help get their own and their distributors’ 
salesmen off to a running start on their everyday personal calls . . . to keep 
building preference for “P&H.” 


*27,545 paid subscribers by the 6.30.50 ABC statement 
and uncounted thousands of pass-along readers 


CONSTRUCTION 


METHODS AND EQUIPMENT 


Since 1919 the practical workbook of the field men on construction jot 


McGraw-Hill Publishing Co., Inc., 330 West 42nd $t., New York 18, N.Y. 
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Worcester Pressed Steel Worth Steel Youngstown Sheet & Tube 


found, a two color spread on a new And Tomorrow ... What? 


strip mill. Of its kind—well done and So 
= the man who wants direct and solid 
advice, we say read Sawyer’s articles 
a ape =—" say a thing in the two on “How to Advertise to Business 
ads we read. 
, ' Men” that have been appearing in this 
This advertiser publication. All the angles and all the 
has “Craftsmanship” —“Square Pegs 
in the Round Hole”-—“Quality” 


Really COUNTS! “Courtesy” “Coooduill” and the W ith metals ti - = top of the 
essentials list, your new ads become 


whole tired copy book. 


techniques are covered. 


much more important. Now comes 
the real job, the sincere task of using 
the business communications system 
intelligently and helpfully ...and no 
damm fooling about it. From here 
in, a bad metals ad is a tragic waste 


MILK PLANT MONTHLY'S sales impact 
penetrates to the very core of this 810 Youngstown Sheet & Tube Co. 
HILLION per year industry which 
processes some 120 BILLION pounds of Good Union Pacific case study. hid- 
all 
mnt annually den away behind this Chinese-Vene- 
The total purchases of equi 
supplies to keep this vast Industry rx tian headline, “/t's Yoloy, too, for 
ing in excess of yearly 

MILK PLANT MONTHLY is your tougher lighter gondolas.” Another on 
Open Door” to thie vest Market “Cold Finished Bar” is routine. 
MILK PLANT MONTHLY'S pages are one to everyone. 
brim full of timely articles by the pre That's your panorama of metals ad- 
eminent dairy experts of the World N 
Its editorial content stands head and vertising. Not a very potent pertorm- 


shoulders above any other Dairy pub 
HHeation ance, ts it: —The Copy Chasers 
MILK PLANT MONTHLY publishes cach 
month prices as issued monthly 
bw the t Department of Agriculture 
\iso MILK PLANT WONTHLY issues 
complete, up-to-the minute reports on 
new patents affecting the Milk Industry 
Another exclusive department i« “Ab 

t ts of Recent Literature” fro fairy 

stracts of Recent Literature” from « Which Ad Got the Highest Starch Score? 
The QUESTIONS & ANSWERS depart 
ment is another one of the many valu 
able services rendered FREE to sub 
serth rs this accounts, in large 


measure, for the high percentage of sub The ad at right (Graver) was best read. The scores: 


seription renewals 


(Answer to problem on page 39) 


tiver the years, through service to its 
readers, MILK PLANT MONTHLY has . 
guined and held their complete confi Graver Infilco 
No better Medium exists, 


through which successfully present 
ubuet to the men who Seen- Read Seen- 


your pre r service 


specify and buy without run-a-round 
Those who initiate and recommend Noted Assoc. Most Noted Assoc. 
Those whe are entrusted with mak 


ing YOUR product work and pay out 
% of Readers 22 22 13 


fonsult wour wivertising ageney, 
write today for detailed information and Cost Ratio 163 167 173 
sample copy 
Patablished 1012 
ABC. Audited Since 1929 Results indicate that Infilco’s question, although legitimate, may not 
be one of the most pressing for Power readers. So, the question tech- 
nique lost some of its effectiveness. Also, “confused” may be more of an 


ilk Plant nthl affront than a lure. 
; | Graver's “why” headline (which here was equivalent to a “how to”) 


was answered simply and forcefully by a very clear diagram—one of the 
: South LaSalle Street best attention pullers among technical men. Facts were there—quick and 


easy to grasp. 
Chicago 4, Ilinois 
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The river’s full of fish again! 


Many streams, once polluted and barren, are 
running again with fish. The nation’s oi) refiner- 
ies have done their part through a vigorous, self- 
imposed disposal campaign that has helped to 
keep the rivers free of harmful wastes. 

Four years ago, the first authentic articles on 
refinery waste disposal appeared in Petroleum 
Processing. This series, now bound, rates as an 


authoritative guidebook . . . another reason why 


readers look to the youngest refinery publication 
for the best thinking. 

Standing first in the field in readership and in 
circulation, Petroleum Processing offers the ad 
vertiser a larger, more recep- 
tive audience of more than 
ten thousand refinerymen . .. 
el ery reader a management- 
selected buying factor! 


THE BEST-READ REFINERY PUBLICATION 
REACHING THE MOST REFINERY READERS 


A Plott Petroleum Publication 


Headquarters, 1213 W. Third St., Cleveland 13, Ohio . . . Offices in New York, Chicago, Philadelphic, Houston and Los Angeles 
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October 
Volume 2.1°%, (in Pages) Over 1949 


Poge * 

Industrial 18,139 17,338 + 1 + 44 
Product News 2,459 2,156 + 303 + 41 
Trade 6,200 6,475 ~ 275 — 43 
Class 2,477 2,586 — 109 — 42 
Export 957 1,043 — 8&3 
Gread Tete! 30.2482 29,598 + 63 + 24 


Year to Date 
Volume 2.6%, (in Pages) Under 1949 


1950 Change 
Industrial 164,568 - 4.2 
Protuct News 22,051 + 56 
T ee 61,390 — 3.7 
eee 4 200 + 09 
baport 11,531 ~1,206 —105 
Gread Tete! 280,351 287,933 7582 ~ 26 
Industriel Group 
\ero Digest 7 70 Diesel Progress (9 x 12) M 43 
American Aviation (semi Distribution Age a4 57 
mo.) Drilling 4106 72 
American Bullider 17 157 Drug & Cosmetic Industry 110 107 
American City 116 119 
American Dyestaff Reporter 105 e1h4 Electric Light & Power on 87 
American Machinist (bi-w.)* @°515 4°351 Electrical Engineering *71 *53 
American Printer Electrical Construction & 
Analytical Chemistry 9 41 Maintenance 117 139 
Architectural Reeord 221 153 Electrical South 5 48 
Automotive Industries (semi Electrical West SA 81 
mo.) 75 158 Electrical World (w.) *283 "200 
Aviation Age “29 Electronics "241 
Aviation Week Engineering & Mining Journal 123 124 
Engineering News-Record 
Bakers’ Helper (bi-w.) 157 251 . 319 *278 
Heddin, RA ao Excavating Engineer M 37 
Hetter Toads 33 Factory pagement & 
Brewers’ Digest at Maintenance "242 "215 
Brick & Clay HReeord Engineering 
BRoxboard Container 4152 17 Fleet Owner 122 116 
Rullding* 193 198 Feed Industries *137 *132 
Hus Tronsportation 108 105 Veod Packer 
Hutane. Propane News Veod Processing 
(4% « 6%) *7R Foundry “186 “180 
Hutter, Cheese & Milk 
Products Journal Ges ean 68 
‘as Age (bi-w.) to 
tanner 
Ceramic Industry “7 “73 Heating & Ventilati 80 76 
Chemical & Engineering Heating, Piping & ne 
News (w.) "4 Conditioning 140 126 
themiecal Enaineering 209 
Chemical Industries lee Cream Review 198 106 
Chemical Processing 142 Industrial & Engineering 
Civil Engineering is 16 Chemistry 115 138 
Coal Age 155 158 Industrial Finishing 
tommercial Car Journal 182 6%) *70 
Construction Digest (bi-w.) *135 Industry & Power 127 
Construction Methods & Inland Printer 63 6a 
Equipment *125 “101 Interiors 10° m1 
Construction News Monthly ‘101 68 iron Age (w.) 8505 8520 
Constructioneerr *107 
Constructor ‘7 Lumberman “117 *108 
Contractors & Engineers 
Monthly (94% x Tt) “ot Machine Design *227 
2 Machine & Tool Blue Book 
Dairy Reeord (4% = 6%) 221 210 
Design News Machinery 274 
Manufacturers Record *37 
Marine Engineering & 
Shipping Review 8&2 92 
Mass Transportation 20 
tincltudes a special issue Materials & Methods 117 132 
“Inctudes classified advertising Mechanical Engineering 101 91 
Fstimated Mechanization *78 
‘Two issues Metal Finishing 72 72 
Three issues Metal Progress 73 142 
‘Pour issues Milk Dealer 105 
Five issues Mill & Factory *221 “201 
17 = 10 units, sold as pages Mining Engineering 25 25 
Does not include advertising in special Modern Machine Shop 
Western Seetion i4% 2 6% 9 248 
Uniess otherwise noted, al! publications Modern Packeging 4150 
are monthiles and have standard Modern Plastics *129 “128 
7 10 inch type page Modern Rallroads &5 


IN OCTOBER, 254 business papers in- 


creased paid advertising linage 2.1% 


over last year. LypusTaiaL MaRKeTING’s 


monthly survey shows 634 more pages 
run in October, 1950 than in October. 


1949, for a total last month of 30.232 


pages. 


However, these publications dropped 


2.6% in the cumulative figures for the 


first ten months of this year, with 280, 


351 pages of advertising to date in 1950 


as compared with 287,933 in 1949. 


The rate of increase for individual 


months in 1950 over 1949 is gaining, al- 
though 1950 year-to-date figures lag 


26% behind 1949. However, 


each 


month the year-to-date lag becomes 


smaller. 


Percentage changes in October for the 
five groups are: 149 industrial papers, 
up 4.6%; 7 product news publications, 
up 4.1%; 54 trade publications, down 


4.3%; 26 class papers, off 4.2%, and 18 


export publications are down 8.3%. 


Year-to-date cumulative percentages 
are: industrial, off 4.2%; product news, 
up 5.6%; trade, down 3.7%; class, up 


0.9% and export, down 10.5%. 


ladustriel Group 1950 


National Petroleum News 


114 
National Provisioner (w.) . £209 
National Safety News 123 
& Ges Journal §°537 
Operati Engineer 55 
Organic Finishing “8 
Pacific Builder & Engineer *82 
Packaging Parade (9% x 12) 66 
Paper Industry 64 
Paper Mill News (w.) 
Paper Trade Journat (w.) “125 
Petroleum Engineer “184 
Petroleum Processing 74 
Petroleum Refiner “144 
Pit & Quarry “112 
Plant Engineering 66 
Plating 58 
Power 209 
Power Enginerring 75 
Prectical Puilder 120 
Printing Magazine 61 
Product Engineering “263 
Preduction Engineering & 
Management 
Products Finishing (4'yx6'y) 7 
Progressive Architecture 
Purchasing *238 
Quick Frozen Foods & the 
Locker Plant 67 
Railway Age (w.) 254 


Hailway Engineering & 


Maintenance 50 
Railway Mechanical & 

Hlectrical Engineer SS 
Hallway Purchases & Stores 7 
allway Signaling & 

Communications 
Hoads & Streets *73 
Rock Products *120 
Sewage and Industrial 

Wastes Engineering *36 
Southern Lumber Journal “81 
Southern Lumberman *155 
Southern Power & Industry 13 
Steel (w.) 
Supervision 
Telephone Engineer 
Telephony (w.) *'§°437 
Textile Industries 146 
Textile World 1 
Timberman *95 


Tool & Die Journal (5 x 7%) 112 
Tool Engineer 7 


Trafic World (w.) 118 
Utilization 
Water & Sew 3 Works 63 
Water Works Engineering 43 
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Waiting to hear what you say about the advantages of your 
products is this receptive oudience, month after month. 

They are the design-engineers in more than 9,000 plants who 
see and read MACHINE DESIGN. They are the men who 

are working on specification changes that will be converted 
into volume orders for componies like yours. 

That's your Original Equipment Market for parts, materials and 
finishes. Before you con sell their companies, you must sell these 
design-engineers on the advantages your products will give to theirs. 
How well do these men know your products? Regular advertising 

in MACHINE DESIGN speeds product acceptance in this 
important volume market—ond mokes selling easier by 
getting your products specified for more applications. 


A Penton Publication + Penton Building, Cleveland 13, Ohie 
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ladustriel Group 


Welding Engineer $64 064 

Western (anner end Packer 42 

Western Construction “81 

Western “48 

*205 “100 

“188 

Werld Petroleum 41 52 

Tota! 18,139 17,338 

Product News Group 1950 
Poge: 


Volume figures for product news informa. 
tion peStessons listed below are reported 


in 1, units 34% 244") 
not In standard 7 pears 

Industrial Equipment News 793 742 
Industrial Maintenance 157 157 
New Equipment Digest 538 528 
Plastics World 8280 135 
Product Design & 

Development a1 202 
Transportation Supply News $1 53 

Total 1/9 page units 2,459 2,156 

Trede Group 1980 1949 

Peqes 
Air Conditioning & 

tion News (w.) (11% x= 16) 
American Artisan 103 106 
American Druggist im 116 
American Lumberman & 

Building Products 

Merchandiser (bi-w) "162 “142 
Automotive Digest os 
Hoot & Shoe Recorder 

(semi-mo.) $°327 
Hullding Supply News 126 196 
Chain Store Age 

Administration Edition 

Combinations *29 
Editions 7 78 
General Merchandise 

Variety Store Editions $126 #130 

trocery Editions 146 138 
Department Store Eeonomist 76 66 
Domestic Engineering 156 156 
Fleetrical Dealer 53 62 
Electrical Merchandising 

(9x12) “138 
Flectrical Wholesaling “83 *79 
Farm Equipment Retailing 893 
farm Implement News 

(seml-mo.) "153 *159 
Florists’ Review §°397 
Fuclol! & Heat 99 80 
Geyer’s Toples 126 133 
Glass Digest 29 3 
Hardware Age (bi-w.) 388 
Hatchery & Peed 

siery & Underwear Review 161 m4 
Hostery Industry Weekly 55 él 
Hosiery Merchandising 29 
Implement & Tractor (bi-w.)' “174 
Implement Record MM 
Industrial Distribution 180 1N4 
Jewelers’ Circular. Keystone 182 215 
Leather & Shoes (w.) 
Lingerie Merchandising 48 
Liquor Store & Dispenser 73 63 
Motor 155 43 
Motor Age 119 126 
Motor Service « 6%) mt 
NJ { Nath Jeweler) 

= 7%) 166 196 
National Rottlers’ Gazette 104 115 
Office Appliances 191 196 
Photographic Trade News 60 61 
Plumbing & Heating Business 102 wt 
Plumbing & Heating Journal 76 4 
Plumbing & Heating Whole 

saler 2 
Poultry Supply Dealer 
Progressive Grocer 178 
Sheet Metal Worker | 
Southern Automotive Journal 118 15 
Southern Hardware 11 108 
Sporting Goods Dealer 14s 
Sports Age 7 58 
Super Market Merchandising 138 135 
Variety Merchandiser 


Trede Group 180 1949 
Pages 
Wood Construction & 
ing Materialist 46 45 
Total 6200 6475 

Ciess Group 1980 
Advertising Age (w.) 

(10% = 14) '€263 
American Puneral Director... ‘*88 
American Hairdresser ee 49 49 
American Restaurant $92 
Ranking (7 x 10-3/16) 53 62 
Chain Store Age 

Fountain Restaurant 

Combinations 20 
Cleaning & Laundry World a» 45 
Dental Survey P 115 117 
Fountain Service 46 ‘1 
Hospital Management 69 73 
Hotel Management 90 95 
Hotel Monthly - 46 59 
Hote! World-Review (w.) 

(94 14) 9°77 
Industrial Marketing 110 112 


Journal of the American 


Medical Association (w.).. *8°308 


Laundry Age “61 
Medical Economics 

(4% = 6%) 138 128 
Modern Beauty Shop 78 


Modern Medicine (semi-mo.) 


(4% x 6%) 174 150 
Nation's Schools 109 90 
Oral Hygiene (4-5/16x7-3/16) 1% 142 
Restaurant Management .... 100 103 
Scholastic Coach ww a 
School Executive— 

School Equipment News BO 64 
Sehoo! 

(9% «x 23 26 
What's New in Home 

Economics , 108 100 

Total 2.477 2,586 

Export Group 1950 1969 

Poges 
American Automobile 

(overseas edition; 57 73 
American Exporter 

(two editions) 132 170 
American Exporter Industrial 

(two editions) 140 139 
Automovil Americano 77 81 
Caminos y Calles ‘ 26 31 
El Hespital 18 17 
Embotellador (quarterly) 36 
Farmaceutico “4 
Hacienda (two editions) 9” 98 
Ingenieria Internacional 

Construccion 64 63 
ria Internacional 

ndustria 71 S4 
MeGraw-Hill Digest 
Petroleo Interamericano 
Pharmacy Internstional 18 18 
Kevista Aerea Latino 

americana 2 
Revista Rotaria x 5 
Spanish Oral Hygiene 

(4-5 x 7-3/16) 
Textiles Panamericanos 61 M 

Total 957 1,048 


SIncludes a special issue 
“Includes classified advertising 
Estimated 

wo ssties 

Three issues 
‘Pour issues 
‘Five issues 
formerly Architectural Forum 
Roxboard Container—formerly Shears 
NOTE: The above figures must not be quoted 
or reproduced without permission. 


Correction: ‘Coal Age’ 

September, 1950, advertising volume 
for Coal Age should have been listed as 
156 pages, instead of 56. 


Hints on How to Kill 
Your Trade Association 


Don’t come to meetings. If you do 
come, come late. If the weather doesn’t 
suit you, don’t think of coming. 


Find fault with the work of the of- 
ficers and other members. Never accept 
an office or committee appointment as 
it is easier to criticize than to do things. 


Get sore if you are not appointed on 
some committee; but if you are, do not 
attend committee meetings. If asked by 
the chairman to give your opinion re- 
garding some important matter, tell him 
you have nothing to say. After the meet- 
ing tell everyone how things ought to 
be done. 


Do nothing more than is absolutely 
necessary; but when other members roll 
up their sleeves and use their ability to 
help matters along, howl that the as- 
sociation is run by a clique. 


Don't bother about getting new mem- 
bers. Let the secretary do it. 


When a banquet is given, tell every- 
bedy money is being wasted on blow- 
outs which make a big noise and ac- 
complish nothing. When no banquets are 
given say the association is dead and 
needs a can tied to it. Don’t ask for a 
banquet ticket until all are sold. Then 
swear you were cheated out of yours. 
If you do get a ticket, don’t pay for it. 


Hold back your dues as long as pos- 
sible or don’t pay at all. If you don’t re- 
ceive a bill for your dues, don't pay. 
When you do receive a bill for your dues 
postpone paying until the secretary 
writes for the money—then get sore be- 
cause you've been dunned. If you re- 
ceive a bill after you've paid—resign 
from the association or at least suggest 
to some of the members that the 
treasurer tried to work you or is manipu- 
lating the accounts. 


Don't tell the association how it can 
help you, but if it doesn’t help you, re- 
sign. If you receive service without join- 
ing, don’t think of joining. If the asso- 
ciation doesn't correct abuses in your 
neighbor's business, howl that nothing 
is done. If it calls attention to abuses 
in your own, resign from the associa- 
tion. When you attend a meeting, vote 
to do something, then go home and do 
the opposite. Agree to everything said 
at the meeting and disagree with it out- 


side. 


Get all the assistance the association 
gives but don't give it any. Talk coopera- 
tion for the other fellow with you; but 
never cooperate with him. 


When everything else fails, cuss the 
secretary. 

From July issue of Feed Institute's 
“Digest.” 
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Julius 8. Holl 


The death of Julius 5. Holl, advertising manager 
of the Link-Belt Co., Chicago, Oct. 24 marked the 
passing of a pioneer in industrial advertising and 
marketing whose work contributed much to the 
progress of the whole field. 


As advertising manager of one of the country’s 
leading manufacturers of industrial equipment, he 
saw advertising emerge from a limited and re 
stricted role to become an important tool of mar- 
keting, which assisted the company in increasing its 
acceptance and sales throughout industry. 


He recognized the importance of cooperative ef- 
fort in the industrial advertising field, and was one 
of the leaders of the Engineering Advertisers Asso- 
ciation, founded in 1919, later known as the Chicago 
Industrial Advertising Association, and of the Na- 
tional Industrial Advertisers Association, organized 
in 1922. He served as president of both associations. 


Julius Holl was not only a great advertising and 
marketing man, but a great personality, whose 
warm enthusiasms and strong friendships added 
vitality to his continuing interest in the improve- 
ment of the field to which he devoted a long and dis- 
tinguished career. 


© Why Agencies Are Appointed 


An important company in the industrial equip- 
ment field recently announced the appointment of an 
advertising agency. The company used the services 
of agencies on a specialized basis from time to time, 
but this was the first commissioning of a well-known 
agency organization to service the entire account. 


Naturally, the question was asked, “Why has this 
company decided to use agency service?” The an- 
swer tells a lot about the progress of agencies on the 
one hand and of industrial advertisers on the other. 
Agencies especially equipped to handle industrial 
accounts are able to give service which was not avail- 
able until comparatively recent years. They under 
stand industrial markets, industrial buying motives 
and industrial distribution processes. They know 
media, and they research advertising readership con- 
stantly to make sure that the messages they create 
have sales impact on the fields addressed. They mer 
chandise the advertising aggressively, and they work 
with sales organizations to make sure that its value 


is fully capitalized at the sales level. 


Editorially Speaking 


On the other hand, manufacturers recognize the 
value of the outside viewpoint in planning their over- 
all advertising and sales promotion operations. They 
know that advertising agencies are public relations 
minded, and can contribute to thinking on this im- 
portant activity. They have better information re- 
garding both products and product applications, 
while the agency has the ability to interpret this in- 
formation in graphic and dramatic terms, for maxi- 
mum readership and advertising effectiveness. 


Another but perhaps less important consideration 
is the fact that most industrial publications now pay 
agency commissions, and thus contribute a share of 
the cost of agency service. This makes it easier to 
justify agency appointments, but unless agency serv- 
ice represented an important contribution to indus- 
trial sales and advertising results, few companies 
would employ it. Therein lies the significance of an 


agency appointment by a leading company which 


has changed its policy in this respect. 


® How Important Is Advertising? 


The Universal Oil Products Co., a pioneer in re- 
search in petroleum refining, recently gave a dinner 
at the Blackstone Hotel in Chicago to honor its ad- 
vertising manager, Harvey W. Blankenship, on the 
oceasion of the presentation to him of a five-year 
service pin. 


The dinner was attended by the principal execu- 
tives of the company and by many advertising. 
agency and publishing executives, who heard the im- 
portance of advertising stressed by the speakers. 
along with glowing tributes to the good work of Mr. 
Blankenship in the field of advertising and public 


relations. 


It seems to us that this marks a new approach to 
advertising on the part of companies serving indus- 
try. They can see the vital role that it is playing in 
making industrial executives aware of the contribu- 
tions of manufacturers to improved production 
methods and techniques, a vital consideration from 
the standpoint of curbing inflation and strengthen 
ing the national security. 


When Harvey Blankenship took a bow for the rec- 
ognition accorded his work, he was doing so in part 
on behalf of industrial advertisers everywhere. for 
all of them are playing a more important role in the 
job confronting industry of making and keeping 
American strong. 
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MALLEABL. 


PERMANENT 


CASTING 


| 


MOLD CASTING 


SEMI-STEEL 


The Foundry Industry is a market all its own. It is 
tied together by common problems—for the most 
part, separate and distinct from all others. 


In this market, a tremendous volume of business is 
at stake. It is worth going after with an independent 
and intensive sales effort. 


The place to start is in FOUNDRY, which blankets 
the foundry industry—and serves no other. No other 
publication reaches so many foundries, nor so many 


Helping You Sell To Foundrymen 
WHEREVER METALS 


men who make the buying decisions. No other publi- 
cation gets such intensity of readership nor enjoys 
such confidence of its readers. 


To do the job of preselling this mass-production 
industry completely on a moderate budget—use 
FOUNDRY. For facts and figures on the market and 
proof of how this medium can help your sales, ask 
the FOUNDRY representative to see you before next 
year’s plans are set. 


ARE CAST 


Cleveland 13, Penton Building Main 1-6260 — Chicage 11, Michigan Whitehall 4-1234— New 17, 42nd St. Murray Mill 2-258) — 2, 6568 Coss Ave, 
Madison 3024 — Pittsburgh 19, 2837 Koppers Bldg. Atientic 1-321] — Les Angeles 4 130M Mew Hampshire Ave, 27-1758 — Londen, 2 Corton St, Westminster, W. 1 
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ON THE JOB—Rhinelander Paper Co. worker learns how 
glassine he helps to make becomes wrapper for Kleenex. 


OFF THE JOB—With his pay, Rhinelander worker gets 
sample of Kimberly-Clark’s Kleenex and booklet of facts. 


Why Employes Studied the Kleenex Package 


THE LONGEST BRIDGE 
ing to be built by public relations and 
advertising executives is the one be- 
tween sales and manufacturing peo 


remain- 


ple. 

To suggest to the man in the shop 
that he has a common interest with 
the company salesman is an invitation 
to a horse-laugh. But to point out that 
he has a direct relationship with the 
customer borders on lunacy; the man 
simply doesn’t see it. 

For this pitiful state of affairs, 
management itself can shoulder much 
Management has been 
shop 


of the blame. 
too often satisfied to have the 
employe reach the production goal, 
and never cared much of a hoot 
whether he knew the significance of 
his job or not. Stick to your own ma- 
chine, so the thinking has gone, and 
don’t worry about what finally re- 
sults from vour efforts. No wonder 
the customer has been a hazy face in 
the distance, 
nized exc ept in the office. 


a name nobody recog- 


Since this evil state of affairs began 
to be discerned, there has been a lot 
of gab about customer importance. 
The syndicate boys have pounced on 
it as a theme, and everybody has been 


telling everybody else that the cus- 
tomer is king. 

In the pleasant community of 
Rhinelander, Wis., a paper manufac- 
turer has shown the way to the specif- 
ics. In a program many operators 
could emulate, the Rhinelander Paper 
Co. is bringing home to its employes 
the story of the hand-in-glove rela- 
tionship between the company’s em- 
ploye and the customer. It’s a local ap- 
proach to a local problem, and the 
problem of emphasizing customer im- 
portance is being answered with com- 
mon sense, a certain showmanship, 
and a high appreciation of the fact 
that people will cooperate if they're 
asked. 

Rhinelander Paper Co. is a leading 
manufacturer of glassine and grease- 
proof papers for packaging. A short 
time ago the company struck upon the 
idea of talking over the customer's 
needs in shop language, localized so 
that the employe could see the im- 
portance of customer satisfaction. 
Then the company saw to it that each 
employe received a sample of the fin- 
ished product itself. 

The program, called “Meet the 
Boss,” was announced through a fold- 


er which was inserted in the employe 
publication. It wasn’t a general pre- 
sentation of the idea—it was nailed 
right down to Rhinelander employes, 
and it set the stage for a bi-weekly 
report on customers of the company. 


Intimate Copy 

The first was devoted to Kimberly- 
Clark Corp., and the products it pro- 
duces for International Cellucotton 
Co. After the folder had described 
the customer and the products Rhine- 
lander produces for it, it moved on 
down to such intimate, conversational 
stuff as this: 

“Kimberly-Clark has moved cau- 
tiously in their package development. 
First we got only a small portion of 
the business while our product was 
being tested, re-tested and evaluated 
in every possible way—both in pro- 
duction and on the sales counter. 

“We worked our way up to the 
point of receiving about half the busi- 
ness with the customer keeping him- 
self in a position to swing either way 
—all the way to Rhinelander, or all 
the way back to cellophane. . . At this 
point things look good and we believe 
we are going to get all of this business. 

“But it is not wrapped up in a con- 
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Your Advertising in 


Heating and Ventilating 


WILL DO THIS FOR YOU: 


1 Reach important equipment specifiers. This engineering monthly 
reaches engineers and contractors who design or install heating, ventilating, 
air conditioning, piping, and refrigeration systems for large buildings of all 
kinds, including: 

Consulting engineers Engineers with hotel, store, and theater 


Engineers with architects chains 


Engineers with utilities, with large indus- Local and federal government engineers 
trial plants and commercial buildings Manufacturers’ agents 


Engineers with institutions Product design engineers 


2 Produce inquiries. This magazine brings inquiries from engineers inter- 


ested in getting information about equipment they wish to design into systems. 


3 Or help build prestige. If you are concerned, rather, with a long-term 
job of prestige building, HEATING AND VENTILATING will keep your 
name and your equipment before the men who are in a position to specify 


it in future projects. 


4 Assure interested readership. Your advertising in HEATING AND 
VENTILATING is “back grounded” by exactly the kind of editorial help a 
busy engineer wants: boiled-down research result«, articles on the best cur- 
rent practice, handy tables and charts, time-sav- 
ing short cuts, famous H & V Data Sheets, useful 


H & V Reference Sections. 


§ Cive you product-design coverage. Unusu- 


ally heavy coverage of leading manufacturers of 
heating, ventilating, air conditioning, piping, and 
refrigeration equipment. Important if you manu- 
facture components or units that go into other 
equipment, such as motors, V-belts, controls, 


pumps, fans. blowers, valves, ete. 


Send for sample copy and 


useful market information. 


Heating and Ventilating 


148 Lafayette St. New York 13, N. Y. 
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tract or a guarantee and it does not 
come to us on a silver platter. Some 
of the best salesmen in the world work 
for DuPont, and the cellophane boys 
are in there pitching every day of the 
week. Carton manufacturers would 
simply love to see this product put up 
in a carton. Other mills and materials 
are constantly being paraded before 
the eyes of the men at Kimberly-Clark 
who make the decisions.” 

The copy goes on to tie the whole 
thing down to the fact that the reten- 
tion of the customer's business de- 


pends upon keeping the customer 
happy. 

Each brochure talks a mill lingo, to 
describe the operation and to name 
the difficulties, so that everybody will 
feel he is a part of the act. Here’s an- 
other sample, designed to let the boys 
know they're in the act too, and that 
what they do is important: 

“The paper is then shipped to the 
Kimberly-Clark plant in Memphis 
where the actual packaging opera- 
tion is carried on. The machinery in- 


volved here is highly complex, high 


He Beat ‘Fortune’ to the Draw 


Each month this department summo- 
rizes here the methods and achieve- 
ments of a company or executive out- 
standing in employe relations. 


EADERS of Fortune may recall 

a stormy feature in the September 
issue on the worth of the free enter- 
prise campaigns. The article sug- 
gested, with no measurable delicacy, 
that they weren't worth anything to 
speak of. 

The author reported his discovery 
that a growing number of business 
men now believe the matter of em 
ployer employe communication must 
originate and function at the local 
plant level. 

With no diseredit to the Fortune 
authors, who uncorked a punch on 
the appropriate 
chin, the Mer 
chants and Manu 
facturers Associa 
tion, which serves 
southern Califor 
nia, figured that 
one out about 53 
years ago. The 
largest employer 
association in the 
United States giv 
ing its entire attention to employer. 
employe relations, the M&M helps its 
sprawling membership build programs 
of harmonious relationship. 

Through a consulting service in the 
field and a research department, the 
association gathers together the best 
in personnel policies and practices, 
and consults employers in shaping in- 
plant policies. The service covers ex 
ecutive training and development, 
supervisory relations, wage and salary 


Mc Keand 


administration, communications and 
community public relations. 

Background for this guidance is 
developed through employe opinion 
polls, employe group meetings and 
others devices whereby employes are 
encouraged to speak up, $0 that man- 
agement in turn may direct its poli- 
cies toward a better understanding. 
When the M&M emphasizes economic 
information, it's done at the local 
level, in local terms. 

The man with a thumb deep in these 
projects is Charles A. McKeand, 
M&M's director of employe relations, 
who sees to it that M&M’s information 
to members deals in applicable specif. 
ies, not generalities. If it isn’t some- 
thing an individual member can adapt 
to his own plant, then it isn’t any good 
and needs reshaping. 

Mr. McKeand, who studied engi- 
neering and law at the University of 
Virginia and who has hed a broad 
engineering practice both in industry 
and as a consultant, doesn’t hand his 
association members a sermon; he 
hands them a blueprint. When he 
sets up the mechanics for personnel 
conferences—widely conceded to be 
the best in the country—he makes 
sure his discussion leaders don’t talk 
why, but how. 

Los Angeles, the area of M&M's 
concentration, is the third largest 
city in the country and has the second 
largest metropolitan area. But the 
city has the smallest number of man 
days lost from industrial strife, and 
has experienced a tremendous growth 
both industrially and commercially. 
The more observant of the city’s busi- 
ness men are inclined to give much 
eredit to the local employers’ group 
and practical people like Mr. Me 
Keand. 


speed and exacting in its require 
ments. 


“Stacks of interfolded Kleenex tis- 
sues are fed into the machine on a 
compartmented conveyor. Fed in also 
is a roll of lightweight cardboard 
which is cut off to form a tray, a 
slender ribbon of red colored cello- 
phane which becomes the strip for 
opening the package—and a roll of 
printed, lacquered Rhinelander glas- 
sine as described. 


“The fabrication of the package is 
entirely by means of heat seal, no ad- 
hesives being used. The operation is 
an excessively touchy one because the 
soft package does not provide a firm 
body for the heat sealing irons to 
press against. Contact with heat is for 
only a split fraction of a second and a 
good seal cannot result if the paper is 
not exactly perfect—rolls wound firm 
and true, lacquer uniformly applied. 
A bad splice can pile up the floor with 
a couple of bushels of wasted Kleenex 
and it can take easily a half hour to 
re-thread the three webs that enter 
the machine. . .” 


This sort of talk gets somewhere. 
There isn’t a man in the mill who can’t 
spell all that out for himself. The com- 
pany wants to give its employes a 
view of the customer's situation, and 
it wants its people to see the paper 
they make running on high-speed 
packaging machinery, wrapping 
crackers, cookies, bacon, candy, sur- 
gical tape, facial tissues and other 
products. 


At pay day every two weeks each of 
the company’s 1,075 employes 
ceives the brochure describing one 
customer and, wherever possible, an 
actual sample of the product. When 


the Kimberly-Clark operation was de- . 
scribed, each employe received the = 
folder describing the company, its ¥ 
products and its importance, along * 
with a package of Kleenex, wrapped 3 


in Rhinelander glassine. The bro- 
chures, as the specimen copy quoted 
earlier indicates, pull no punches in 
describing the troubles encountered 
and the rugged character of the com- 
petition, which it names. 


One interesting aspect of the Rhine 
lander “Meet the Boss” program is 
the support given to it by the com- 
pany’s customers. The company had 
some right to expect an approval of 
its aims, but it did not anticipate the 


(Continued on page 140) 
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Your Advertising in 


Heating & Plumbing Equipment News 


WILL DO THIS FOR YOU: 


: 
a 


1 Reach men with buying influence. The only trade publication that 
covers al! these types of important specifiers and buyers: 


Radiator heating contractors Wholesalers and distributors who supply 


Warm air heating contractors all the foregoing 


Oil burner dealers Manufacturers’ agents 


Gas burner dealers Designing engineers with original equip- 


Plumbing contractors ment manufacturers 


2 Produce inquiries. First nine issues have produced the phenomenal 


total of more than 65,000 requests for further information about specific 


products. 


3 Or help build prestige. Even if inquiries are not your primary consider- 
ation, the pulling power of this magazine indicates the unusual interest with 


which your prestige advertising. too, will be read. 


4 Reach more of your prospects. This new-equipment paper reaches 
more of your prospects than any other publication — regardless of what type 


of heating, plumbing. ventilating, or air conditioning equipment you sell. 


§ Help expand distribution. Places your name and product story before 
dealers, distributors, and manufacturers’ agents 


firms which are on the lookout for new lines. 


6 Cive you product-design coverage. Distri- 


bution to approximately one thousand engineer- 


ing departments assures coverage of the product 
design men with the majority of worthwhile 
manufacturers of heating. ventilating, air condi- 
tioning, and plumbing equipment. Important if 
your products are applicable as components of 
other equipment. 


Send for sample copy 
and complete information. 


Heating & Plumbing 
Equipment News 


148 Lofayette St. New York 13, N. Y. 
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AT TRADE SHOWS, Houghton places emphasis on the 7 
demonstration of products in use. During the Metal Show 78s 
held in Chicago last month, knife blades supplied by a cus- ; 


HOUGHTON LINE SALESMEN J. J. Hodapp, C. C. 
Gaynes, A. A. Miller (seated), Don Kreml and J. J. Samter 
can boast of repeat orders as well as repeat initials. Stand- 


ards of salesmanship are rising. 


Industrial Selling Is on the Way Up 


Today's salesman does not have 
to be an authority on racy stories, 
the best bars or the best eating 
places—but he does have to be 
an authority on his product and 
its applications. E. F. Houghton 
& Co. believes this calls for more 
care in the selection and training 
of salesmen. 


Based on an Interview 
With ARTHUR A. MILLER 
E F Hou yhte n & Co 


STANDARDS of salesmanship in the 
industrial field are steadily rising 
due largely to the demands of industry 
for better trained men who can talk 
the language of the engineers and 
other technically informed executives 
who are responsible for much of the 
buying of industrial equipment and 
supplies today. 

This is the opinion of Arthur A. 
Miller, for 26 years in the sales or 
ganization of E. F. Houghton & Co., 
famous all over the world for its in- 
dustrial oils, metal working products 
and leathers. Mr. Miller, now sales 
manager of the Chicago division, has 
spent his whole business life selling 
“the Houghton Line.” and has seen 
the standards of industrial salesman- 
ship steadily rising. 


tomer were heat treated in Houghton neutral salts. 


“One of the reasons why Houghton 
is selecting and training its sales repre- 
sentatives much more carefully than 
ever before,” he said, “is that in in- 
dustry we meet men who are better 
equipped to guide industrial processes 
than was formerly the case. The in- 
formed, well-equipped buyer must be 
served by salesmen who are just as 
well informed as he is, and who win 
the respect of the customer by their 
ability to give him intelligent informa- 
tion and service. 

“Years ago many industrial sales- 
man relied on a line of good stories. 
They were good entertainers. Today 
that is not enough; today’s salesmen 
must know their products and their 
applications to the needs of their cus- 
tomers, so that they are able to render 
a valuable service to industrial buyers. 
That calls for better selection of sales- 
men, better training and better super- 
vision.” 

As Mr. Miller pointed out, Hough- 
ton does not select salesmen merely 
by interviewing likely prospects and 
basing decisions entirely on these first 
impressions. Preference is given ini- 
tially to engineering graduates or 
men of practical shop experience. After 
applicants have been screened out 
in this way, they are given aptitude 
tests to determine their fitness for 
sales work; then, if they are approved, 


they spend weeks in the laboratory in 
Philadelphia and additional time in 
the factory to learn how the products 
are made, and only then are they put 
into the field for actual sales work. 
District sales managers may recom- 
mend men for sales positions, but such 
men must then be approved at the 
home office, where D. J. Richards, 
vice-president in charge of sales, has 
the final word. 

“The results of this method of se- 
lection,” Mr. Miller continued, “are 
that the young men coming into our 
sales organization are better qualified 
to do a good job for the company, 
their customers and themselves than 
was usually the case under the old 
method.” 


Company Tenure Is Valuable 


One of the difficulties in building 
a strong sales organization without 
proper selection of men through scien- 
tifie methods, he pointed out, is that 
once a man has been with an organi- 
zation for a number of years, and has 
done reasonably good work, it is im- 
practicable to dismiss him merely be- 
cause he has not shown capacity for 
maximum production. His compensa- 
tion is in accord with his sales per- 
formance, and if he is not reaching 


(Continued on page 158) 
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‘T understand theyre making them of plastics now” 


They are, of course, talking about the baby’s pants, and the fact that 
plastics have invaded another field. Take a look around your house and 
place of business. Just note the number of consurner and industrial 
products now being made of plastics, and you'll get some idea of the 
rapid growth and volume of the plastics industry. Its 1949 consumption 
of raw materials alone, for instance, rose 18% over 1948 and 50% 
over 1946. 


A rich and growing market 


It takes a large and growing number of manufacturers and plants to 
make all those products. That means a rich and growing market for 
equipment and services—-not only those required for basic processing, 
but all the equipment and services that make a factory tick. It could 
mean new and repeat business for you. We'll be glad to help you in- 
vestigate your sales potential in it. 


MODERN PLASTICS Magazine, with its ABC-audited distribution of 
19,856—covering not only the plastics industry, but also the major buy- 
ing influences in other industries where plastics are being used in in- 
creasing volume — has the highest paid circulation and carries more 
editorial and advertising pages than all other publications in the field 
combined. 


A BRESKIN PUBLICATION 


MAGAZINE 


42nd Street New York 17%, 
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The Buyers Your 
= 


Salesmen See... 


The cave history at the left illustrates a situation frequently found by MACHINERY’S 
field men in metal working plants. In this plant —a Detroit manufacturer of 
machine tools, small tools, automotive products, aircraft parts, etc.—all the buying au- 
thority rests in the hands of a relatively emall group of 29 key executives. These men 
represent all the departments concerned with the manufacture of their product: engi- 
neering, manufacturing, management, purchasing. Executives who are accessible to 
salesmen stand in their open doorways, but the doors of most of the important buying 
authorities are closed. The men behind these closed doors are either difficult to see, or 
are completely inaccessible. Therefore, a sales engineer's selling effort directed at the 
plant's total buying influence is only partially effective. 


This is where MACHINERY steps in. Each of these men receives a personal copy of 
MACHINERY every month, In this plant, and in hundreds of other volume-buying 
plants, MACHINERY thus guarantees coverage of the executives who are known to 
influence the selection and purchase of equipment. 


This penetration of plant buying power is achieved by a combination of paid cireula- 
tion plus Directed Distribution. Under our Directed Distribution plan we conduct a 
continual countrywide census of key metalworking executives. Most of these men have 
long been subscribers to MAC HINERY, but if we locate a man who is not—and who 
is definitely known to have purchasing authority—we send him a personal copy of 
MACHINERY every month. Approximately 18% of MACHINERY’S total circulation 
is Directed in this manner, the balance being paid. All of the men who receive Di- 
rected copies must request continuance at six-month intervals (twice as often, in- 
cidentally, as the average paid subscriber renews his subscription). The fact that 
95.8°% of them do is highly indicative of their opinion of MACHINERY’S useful- 


ness, 


Directed Distribution is, therefore, “asked-for™ coverage. Combined with a paid cir- 
culation, the quality of which is maintained by selective subscription selling, it makes 
sure that your advertising penetrates the volume-purchasing plants regularly and 
thoroughly, reaching the buyers your salesmen can't see, ax well as those they can. 


Published by The Industrial Press 
148 Lafayette St.. 
New York 13, N. Y. 


Member: Audit Bureau of Circulations 
Controlled Circulation Audit 


y Magazine of ng and 
n the Manufacture of Metal Products al 
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Open House For Customers 


Sells Industrial Equipment 


The after-hours open house need not be 
limited to employes and friends. It can be 
a strong selling weapon. Here's the story 
of how one company opened its doors to 
customers and prospects and got results 


— sales results. 


NY GOOD SALESMAN knows 

that demonstration sells, but the 
rub in the industrial market is to get 
the prospective customer to take the 
time and travel the distance to see the 
product in use. 

For heavy or complex industrial 
equipment, the only possible place is 
often the seller's plant or showroom— 
or a customer's plant. This necessitates 


mighty efforts to overcome inertia in 
the seat of the customer's pants. 
Combining mighty efforts with strat- 

egy, George Scherr Co., New York 
dealer in industrial instruments, lured 
a select group of potential buyers to 
appear for a demonstration. The com- 
pany did it with a low sales pressure 
open house for customers after busi- 
ness hours when the customers could 
relax without the worries of their daily 
jobs, without telephone interruptions, 
away from the factory and shop at- 
mosphere. 


Come in The Evening 


The trick was to get the customers 
there. The low-pressure technique 
helped. 

This form of open house might be 
termed institutional or good-will ad- 
vertising. It was a combination of lec- 
tures, education, demonstration and 
entertainment. No direct effort was 


By KARL F. KIRCHHOFER 


made to sell. The program was con- 
ducted on a friendly, congenial sort 
of basis. The selling came later, days 
and weeks after the event. 

The company had made many ef- 
forts to get prospects to see the instru- 
ments in operation during the working 
day at either the showroom or factory. 
After continuous rough going, the 
company decided that the only time 
certain key men would appear was in 
the evening, after regular hours. 


Invitations with R.S.V.P. 


Some 500 invitations were printed 
and mailed to local metal-working 
companies with the usual R.S.V.P. The 
invitation announced the showing of 
a motion picture with sound, featuring 
numerous applications, special set-ups 
and unique fixtures of a milling ma- 
chine. The invitation has the recipi- 
ent’s name filled in and announced 
“refreshments.” 

The dealer estimated that he could 
accommodate about 75 people in his 
showroom to see the motion picture. 
He sent out the 500 invitations with a 
great deal of trepidation since there 
was no way of telling before hand 
whether 50, 100 or 300 would accept. 

The mail response was not too en- 
couraging since only 20 plant men ac- 
cepted. The telephone was then em- 


ployed and the sales manager began 
calling certain individuals with whom 
he had personal contact. Another 
30 accepted the invitation. The deal- 
er’s tool engineers were then sent to 
make personal calls on the best ac- 
counts. That drew a few more accept- 
ances. Then, on the night of the open 
house, the salesmen called at certain 
plants and drove groups of executives 
to the showrooms. At “show” time, 
85 men were on hand. 


Film Depicts Audience Problems 

Because all in attendance were 
works managers, chief engineers, 
small shop owners with problems 
similar to those depicted in the movie, 
the film received careful attention. 
Later, a factory man answered ques- 
tions that came to him from the floor, 
and demonstrated equipment that was 
on display. 

Taking full advantage of the pres- 
ence of so many good prospects, the 
dealer gave demonstrations of other 
equipment such as shapers, grinders, 
inspection tools and gear testers. La- 
ter, refreshments were served. 
Results, Tangible & Intangible 

When the results of the open house 
were tallied several weeks later, three 
milling machines and several measur- 
ing machines had been sold. In addi- 
tion, there were the intangible results 
from cementing and furthering per- 
sonal relationships between guests and 
salesmen. Months later, prospects re- 
membered the first affair and inquired 
when the next open house, showing 
some new type of machine or equip- 
ment, would be held. 

The customer open house is a nat- 
ural for companies selling equipment, 
machines or products which cannot 
be brought into the prospect’s shop 
or office very readily. 

Organization is important. The two 
or three hours allotted to the affair 
must be well planned. No lag or slow- 
ing up should be permitted. There 
must be something doing steadily. The 
guests must have an interesting, edu- 
cational and entertaining evening, in 
return for the time they contribute. 

The open house idea is worth while 
because it gives your men a chance to 
solidify their business contacts by 
meeting with customers on a more 
personal basis, during hours away 
from the daily routine. 
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DOES 
YOUR 
INDUSTRIAL 

ADVERTISING 
PLAY SECOND FIDDLE? 


a advertising departments and agencies are adequately 
set up to handle advertising of both the consumer products 


and industrial products of the same company. Others, by 


their own admission, ere not and would just as soon duck 


out from under the industrial work. 


The markets, media and copy are different, the knowledge 
and experience required is different, even the art work must 


often be of a different character. 


If your industrial advertising is playing second fiddle, have you 
considered the use of an agency that is strictly industrial ? 


In its 32 years of business, Russell T. Gray, Inc. has never 
solicited nor handled consumer product advertising and 


doesn’t plan to. We will be glad to sit down with any 


consumer-and-industrial advertiser and his agency to discuss 


our ability to handle the industrial end of the job— including 


catalogs, direct-by-mail and other material. 


RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


*ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 


INDUSTRIAL MARKETING, November, 1950 


7 
\ 
j 
| 4 
a 
The 
7 
i 
= 


Picking the Top 
Publication in Metalworking 
is Easier Today 


Mf with decisive tacts like these 
fo guide you / 


STEEL, Penton Building, Cleveland 13, Ohio 
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Find out what's happening in 
Metalworking and you'll put 
STEEL first on your schedule! 
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Case Histories Show 
How to Write Industrial Copy 


FEATHER LIGHT—That's how copy 
could have described this new machine. 
Copy did better, said the weight was 


four pounds, four ounces. 


By SCHUYLER HOPPER 


President 
Schuyler Hopper Co 
New York 


YOU WILL NEVER find a golf pro 
teaching you how to get more dis- 
tance before he first has cured your 
slice. Unless it’s cured, you will only 
drive deeper into the rough. 
Likewise, no good copy writer 
strives for bright copy ideas before 
he has straightened out clearly the 
objective of an ad or series of ads. 


This article is the third in a series 
of five by specialists in various phases 
of industrial advertising. The series 
will be published soon in book form 
under the title, “A Handbook of In- 
dustrial Advertising,” by McCraw- 
Hill Book Co 


Unfortunately, too many industrial 
advertisers are forgetting that unless 
the advertising manager, sales man- 
ager or management executive deter- 
mines a clearly defined objective, the 
copy writer and the advertising he 
creates will be seriously handicapped. 
The importance of determining a 
limited, specific objective is demon- 
strated by the following example: 
Woefully Ineompetent 

Not long ago a company found 
that large segments of an important 
market were highly skeptical that the 
company’s product could produce the 
operating efficiencies claimed for it. 
Se a campaign was planned to add 
power to the “education” of this 
market. 

Before the campaign ran, a study 
of customer viewpoints was made. It 
was discovered that many customers 


found the local distributors of the 
product to be woefully incompetent 
to contribute the engineering and 
servicing help that was needed before 
a user could be expected to get the 
benefits claimed. 

So the company postponed the ad- 
vertising aimed at further educating 
prospects, and launched a campaign 
aimed at uncovering better distribu- 
tors. This was accomplished in less 
than a year. Then the company swung 
into the selling campaign with highly 
profitable results. 

Here, as always, industrial adver- 
tising was effective because it was 
based upon a realistic search into the 
objective of advertising. 

Another company that set its ad- 
vertising objective painstakingly and 
made it pay is the Industrial Fastener 
Sales Div. of Scovill Mfg. Co., Water- 
ville, Conn. 


Specifications by Habit 

Over a period of 40 years, the com- 
pany developed special skills in the 
cold-heading of metal into fasteners 
and component parts and products 
used by industry. Company manage- 
ment suspected that few product de- 
signers were up to date on the ways 
cold-heading, as used by Scovill to- 
day, might help them design better 
products, to be made at lower cost. 

Several informal interviews with 
people who decide how such fasteners 
or parts should be made showed that, 
sure enough, most design engineers 
were, out of sheer habit, specifying 
the screw machine process and costly 
assembly operations for a whole range 
of items that could be made better and 
at lower cost by Scovill’s cold-heading 
methods. Scovill representatives did 
not always have ready access to these 
designers in companies where pur- 
chasing departments were set up to 
handle contact with suppliers. 

Field calls, coupled with Scovill’s 
past sales experience, helped deter- 
mine three specific, valid aims for ad- 
vertising, other than just keeping the 
company name before the trade. 

1. To educate the whole world of 
product engineering concerning the 
profitable application of Scovill’s 
cold-heading method to a much wider 
variety of uses than was generally con- 
sidered possible. 

2. To uncover hidden prospects-— 
companies contemplating production 
of a nature that would make them po- 


(Continued on page 160) 
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RESULT ? 


PROOF ? 


JANUARY- 


Much more for your 
advertising dollar. 


We've got it... let 
us show it to you. 


Next available issue. 
First forms close 
December 1; plated 
advertisements accepted 


up to December 15. 


The only magazine 

reaching the entire 
*Plant Engineering 

Group exclusively! 


Plant Engineering Group: The executives and 
engineers responsible for the generation, trans- 
mission, distribution, and utilization of energy in 
its various forms for power, processing, and engi- 
neered plant services — in all types of industries. 
They select, install, operate, and maintain equip- 
ment for these functions and services. 


INDUSTRY AND POWER s:. Joseph, michigan 


The magazine for the Plant Engineering Group 
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The New York Times plans an essential editorial enterprise... "7 
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F you are perplexed today—and who among us 
isn’t? —think of the problems facing you in try- 
ing to make sound and reasonable business 


decisions in the uncertain months ahead. 


Never was the need so great among executives like 
vourself for information—fresh, factual, depend- 
able information—upon which to base necessary 
business judgments. That’s why this year an annual 
editorial undertaking of The New York Times that 
is always eagerly awaited by the business, indus- 
trial, financial, and government communities as- 


sumes proportions greater than ever. 


This undertaking is to provide at the start of each 
new business year a complete, expert, and authorita- 
tive review of the year just ended, and a reasonable 


and informed forecast of the year just beginning. 


Traditionally, this review and forecast are contained 
in a special section published with The New York 
Times on the first business day of the year. Several 
years ago, recognizing the growing importance of 
world business in our own economy, The Times 
started publishing two such sections, one devoted to 
the U.S., and, on the second business day of the year, 


another devoted to world trade. 


Traditionally, too, this editorial enterprise, one of 
the most ambitious assignments undertaken by ary 
publication, has commanded wide respect, not only 
in this country but everywhere over the world, be- 
cause of the outstanding competence and unques- 


tioned authority with which it is discharged. 


Because of the disturbed and uncertain situation in 
the world today. editorial planning for the two sec- 
tions to be published at the start of 1951 is already 
under way. As always, it will employ the resources 
of the whole worldwide newsgathering organization 


of The New York Times, the largest of any publi- 


cation. And it will include timely and expert on-the- 
spot analyses of business, financial, economic, and 
political conditions everywhere over the world that 


will be unduplicated by any other source. 


As an executive charged with making important bus- 
iness and policy decisions for your company, or 
sharing in them, you will want to be sure to read 


these special sections when they appear. 


And as an executive concerned with at least some 
phase of your company’s public relations, you will 
want to investigate the unique opportunity these sec- 
tions provide for public relations or product adver- 
tising. In these special sections of The New York 
Times, for 31 years New York’s leading advertising 
medium, this advertising should be especially eflec- 
tive and resultful. Full information, including re- 
duced-size copies of the 1950 sections, will gladly 
be sent you immediately you ask for it. Write any 


of our efhees today. 


The New York Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


FOR 31 YEARS FIRST IN ADVERTISING 
IN THE WORLD'S FIRST MARKET 


New York: 229 West Sird Street - Boston: 140 Federal Street 
Chicago: 333 North Michigan Avenue + Detroit: General Motors Building 
Los Angeles: Sawyer-Ferguson-Walker Co., 612 South Flower Street 
San Franciseo: Sawyer Fergusen-Walker Co., Russ Building 
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Julius S. Holl, Pioneer 


Industrial Ad Man, Dies at 64 


Julius S. Holl 


Curcaco—Julius S. Holl, 64, adver- 
tising manager of the Link-Belt Co. for 
almost 40 years, died at Presbyterian 
Hospital Oct. 24, following an extended 
illness. Funeral services were held Oct. 
27 at the First Presbyterian church. A 
number of the leading industrial adver- 
tisers of the Chicago area were among 
the pallbearers. 

Mr. Holl’s career covered most of the 
modern advancements and developments 
in industrial advertising and marketing. 
In 1909, he joined the advertising de- 
partment of Link-Belt. In 1911, when the 
department which had been located in 
Philadelphia was moved to Chicago, Mr. 
Holl became advertising manager. 

In 1920, he served as president of the 
Engineering Advertisers Association of 
Chicago, and in 1922 helped organize 
the National Industrial Advertisers As- 
sociation. He served as president of this 
group in 1924, and in the same year con 
ducted a session for the NLAA in London 
in connection with a convention there of 
the Advertising Federation of America. 

Mr. Holl, who had been on a leave of 
absence from the company for several 
months, would have retired in the near 


We 


future. His last public appearance was 
during the annual NIAA conference, 
held in Los Angeles last June. 

Behind his successful career was a 
broad background of experience in 
many important phases of industrial ad- 
vvertising. In a feature article written 
for the 25th anniversary issue of INpus- 
Tria Marxetine in March, 1941, Mr. 
Holl told much of the status of indus- 
trial advertising in the early decades of 
this century. 

Looking back to 1909 when he first 
joined the Link-Belt Co., Mr. Holl said: 

“I believe this period was the turning 
point in the destiny of industrial adver- 
tising. Benevolent management looked 
patronizingly upon the ‘trade journal’ 
publisher; felt that the publisher was 
accomplishing something ‘in his way’ for 
the industry; that he was deserving of 
‘support’ in the form of an advertising 
contract. An occasional puff or free 
write-up was looked upon as part of the 
contract obligation. . . 

“Management was salesman minded 
in those days. Outside of a catalog and 
some circular letters, advertising was 
talked about, in our company at least, 


as a ‘necessary evil.’ Some salesmen felt 
it was an attempt to invade or encroach 
upon their function . . . Said our sales 
managers back in 1906 to 1913, ‘Invest 
that advertising money in more sales- 
men and we'll bring you some real busi- 
ness.” ” 

Mr. Holl frequently ran into oppo- 
sition on the counts that there were too 
many business papers, that nobody had 
time to look at the ads and that nobody 
buys a product like ours just because he 
happens to see it advertised. 

“To a young fellow full of enthusiasm 
and faith in his work, these and similarly 
discouraging thoughts merely made me 
more determined than ever to prove that 
advertising could be used to reduce the 
cost of selling and to increase sales,” 
Mr. Holl said. “It was a tough assign- 
ment. It took years .. . I really knew 
little about advertising as we know it 
today. I merely had faith.” 

This was the period when it was felt 
that advertising was all right for foods, 
soap, and things for the home, but not 
on a large seale, for industrial products, 
he explained. 

“I was one of those to witness the 
change in that line of reasoning,” he 
continued. “And what a change it was 

almost a complete reversal of thought 
and action. The rise of industrials was 
to be hastened by the acceptance— 
somewhat reluctantly —of a new force 
industrial advertising.” 

Discussing the quality of early indus- 
trial advertising, he said, “Up to the 
last war period [World War I], pioneer- 
ing crudeness seemed to mark much of 
the advertising effort of the time. While 
there were some excellent examples of 
good industrial advertising then, they 
were rather rare. We watched such cam- 
paigns eagerly, and profited by the ex- 
amples they set for us. It wasn’t so easy 
then to get at first hand the results of 
contemporary advertising campaigns. 
There was no common meeting ground 
for such discussion.” 

Looking to the years during and im- 
mediately following the first World War, 
Mr. Holl added, “It seems to me this 
period marked that dividing line in in- 
dustrial advertising between its develop- 
ment stage, and the period of its accep- 
tance as a force in the marketing of 
products to industry. 

“After the war, industrial advertising 
men, publishers, in fact almost every- 
body seemed to know what they wanted 
.. . This new confidence manifested it- 
self in action .. . Here briefly, are just a 
few of the things that happened. 

“The Audit Bureau of Circulations, 
started in 1914, emerged with new 
strength. This was the soundest and 
wisest step ever taken by publishers and 


(Continued on page 162) 
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NUMBER OF A SERIES 


Why WORLD OIL is Recommendable 


Habit Forming 


People who work in the oil producing industry are interested in 
such subjects as “Electronics Applied to Oil Exploration,” “Non- 
destructive Testing of Drill Pipe,” “Gas Lift Principles and 
Practice,” “Criteria for Cathodic Protection” and similar helpful 
operating information. 


WORLD OIL didn’t instigate oil producing men’s habit of 
reading such editorial—it was inherent in their interests—- 
but WORLD OIL’s helpful editorial material, specifically 
designed to get more intensive, more thorough month-long 
readership, did develop the habit into a monthly reading 
of WORLD OIL. 


Because a monthly paper fits oil producing men’s 
reading habits, it is far more advantageous to tell 
your product or service story in a monthly oil paper 
. and because monthly WORLD OIL has more 
paid subscribers directly and exclusively engaged in 
the oil producing industry it is far more advantageous 
to tell your sales story in WORLD OIL. 
. 


Schedule greater oil producing industry sales for 1951— 
Schedule monthly WORLD OIL, 


specialized for exploration, 
drilling, producing, pipe line operations and 
established 1916 as The Oil Weekly 


P. O. Box 2608 © Houston 1, Texas 


. 


9% OF THE MEN WHO BUY OR SPECIFY 9% OF ALL OIL FIELD EQUIPMENT READ WORLD OIL 
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SNEAK PREVIEW--Scaled model helped Lindberg Engineering Co., Chicago, 
plan its diversified exhibit at National Metal Exposition without last-minute hitches. 


ARF Study Effects Depend 
on Space Salesmen: Harper 
New York -The 


search Foundation’s continuing studies 


Advertising Re 


of business papers have added prestige 
ind new values to industrial advertising 
but the full effects won't be felt unless 
space salesmen see to it, Marion Harper 
Ir. president, MeCann-Erickson, told 
the Dotted Line Club at its 21st anniver 
sary luncheon 
Business paper salesmen should take 
the facts developed by the ARF sur 
veys, use them skillfully, and put their 
personalities into the presentation of the 
data to space buyers and business execu 
tives,” he said 
The business papers studied, Mi 
Harper said, should merchandise the re 
sults in as many ways as possible. He 
recommended having the top-ranking 
ads photo-offset and sent to agencies 
and advertisers with letters explaining 
the ads’ highlights; having blowups 
made of the ads and editorial features 
and arranging meetings with agencies 
and advertisers at which editors and 
copy men could discuss features and 
copy; listing the problems current in a 
particular field and discussing them by 
means of a direct mail campaign ad 
dressed to agencies, advertisers and 
prospects. 
“Get the information to other people,” 


Mr. Harper urged. “Get your data into 


the hands and minds of people in copy 
and art departments where it will do the 
most good 

One of the most important and in 
teresting of the facts developed by the 
ARF studies, he said, is that “excellence 
of copy in advertising pays off. This,” 
he added “plac es the responsibility of 
creating productive ads squarely up to 
the advertising agencies.” 


Kynett Elected President 
of ABC; Thomson Retires 


Cunwaco--H H Kynett, head of 
\itkin-Kynett Co., Philadelphia agency, 
was elected president and chairman of 
the beard of the Audit Bureau of Cir- 
culations at its annual meeting 

He succet P l 
retiring after 23 years as ABC president 
William A. Hart, director of advertising, 
+ I. du Pont, was elected first vice- 
chairman of the board 

J. E. Blackburn, Jr. MeGraw-Hill 
Publishing Co.. New York, and Stanley 
K. Clague, Modern Hospital Publishing 
(Co. Chicage, were re-elected directors 


Thomsen, who is 


representing the business paper division 


Form Enright & Cleary 

Frank J. Enright & Associates and 
Richard E. Cleary have formed a part 
nership. The company will be Enright & 
Cleary, Cleveland, publishers’ represen 
tatives 


Better Exhibit Methods Seen at Metals Show 


Brightly Painted Equipment 
Draws Attention from 
Flashy Backgrounds 


Cuiaco—Exhibits at the 32nd Na 
tional Metal Exposition held here last 
month continued to reflect four trends 
that have been evident in other trade 
shows held both this year and last year 

They are: the use of wider and deeper 
exhibit space, the exhibition of much 
more operating equipment, the use of 
more cut-away displays, and the practice 
of using white or special-color paint 
on exhibited equipment to draw the 
looker’s attention from flashy booth 
back grounds. 

Westinghouse Electric Corp., Pitts 
burgh, made the best use of its exhibit 
space. The company displayed seven 
different types of operating equipment 
including a welding unit, an induction 
heating machine and a cut-away of the 
axial flow jet engine, currently being 
built for the Navy. To keep booth per 
sonnel alert, the company used a two- 
hour-on and four-hour-off work schedulk 

The Westinghouse display was built 
around the circus or “big-top” idea. A 
paper imitation of an actual circus tent 
topped the entire space, and ea h of the 
operating units were billed as side 
shows. 

Although very few gadgets and 
samples were distributed at the show, 
Version Allisteel Press Co. Chicago. 
came up with an effective give-away 
in the form of aluminum ash-trays 
stamped out at the rate of 30 a minute 
by a 100-t0n punch press in full-time op 
eration during the entire show 

Black light and fluorescent paint 
found its way into many of the displays 
Bundy Tubing Co., Detroit, used two 
colors of luminescent paint to emphasize 
different areas of exhibited items. 

E. F. Houghton Co., Philadelphia 
managed to get action, light and heat all 
in one bundle by actually heat treating 
knife blades in molten neutral salt 
baths. The story: knife blades remain 
straight when heated in Houghton salts 

Eutectic Welding Alloys Corp., New 
York, demonstrated how easy it is to 
weld aluminum with a new alloy and 


(Continued on page 124 
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Why Petroleum Reliner is Recommendable 


98% Perfect Buying Power “Yardstick” 


The value of Petroleum Refiner to the manufacturer or service company 
selling the refining, natura! gasoline and petrochemical market is the accuracy 
with which it selects the known buyers in his line. 


Petroleum Refiner circulation emphasis is placed on obtaining sub- 
scribers from lists of men of known buying power and influence. Key 
to this circulation effort is the name by name distribution record of 
The Refinery Catalog—-a record made up of names of men designated 
by their own companies as having buying authority. A Petroleum 
Refiner representative will gladly show you this world’s finest list of 
refinery buying power. 
With this known buying power “yardstick” as a guide, PR is able 
to verify paid subscriber coverage in 98% of U. S. refinery opera- 
tions, and the largest refining circulation outside the U S. of any 
oil paper, paid or free. 
If you would be sure refining industry buyers are reading 
your advertising schedule an adequate 195] campaign in 
Petroleum Refiner 


Write for the “1951 Petroleum Refiner Market, 
How Much, Where, How to Sell It” 


P. O. Box 2608 * Houston 1, Texas 


. 
. 


MORE OIL REFINING MEN PAY TO READ PETROLEUM REFINER THAN ANY OTHER OIL 


PAPER 
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Mr. Evans Ward—President of RB&W since 
1933. He succéeliéd his father and is the 
third generations of Wards in the company, 
his grandfather being one of the fouxrders. 
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the things that 


make America strong 


“Our leadership in the fastener field has been built over 100 
years on a reputation of absolut: dependability. This has 
been more than @ matter of the fincet materials end the most 


modern equipment and methods. It is the very spirit of the men 
and women of RB&W, themselves, in their own attitude toward their tasks.” 
—EVANS WARD, President, Russell, Burdsall & Wari Bolt and Nut Company 


The pot-bellied stove in the caboose of the first 
train to span this continent was put together with 
stove bolts manufactured by RB&W. 

That was in 1869. 

Through the years the inventions that paced the 
progress of the nation—the cotton gin, steam 
engine, telegraph, telephone, automobile, . . . all 
depended on RB&W fasteners .. . the same bolts 
and nuts, screws and rivets that today are pro- 
tecting world peace in Korea. 

It is this dependability that has earned for Rus- 
sell, Burdsall & Werd the right to their proud 
slogan, “Making Strong the Things that make 
America Strong.” 

The Iron AGE, just 10 years younger than this 
105-year-old pioneer in the fastener field, is 
equally proud of its service stripes. Readers and 
advertisers alike know that they can depend on 
it for fast, reliable news ee . for authori- 
tative technical material . . . for bonafide up-to- 
the-minute market data... "for provable buying 
power coverage. 

Year after year the evidence piles up. Consistent- 
ly the highest total weekly circulation in metal- 
working, currently over 26,000. Consistently the 
highest renewal percentage . . . last year 79.9%. 


measure all Metal Magazines 


Consistently the most quoted . . . first with the 
news that counts. 


More advertisers than any other metalworking 
medium, to be sure. More advertising pages, 
certainly. Greater agency acceptance, absolutely. 
And right now, today ... 97% provable buying 


power coverage of metal-working in plants em- 
ploying 21 or more workers. 


But more than anything else, it is the sum total 
of all these assets that makes your metalworking 
advertising dollar go further, dig deeper and 
work harder ... in The IRON AGE. 


YOU CAN DEPEND ON 
THE IRON AGE 

.. IN WEEKLY CIRCULATION 
.. IN PLANT COVERAGE 
.. IN MARKET COVERAGE 
.. IN READERSHIP SURVEYS 
_.IN ADVERTISING VOLUME 


---and you'll make The IRON AGE 


your Ist Choice, too! 


A CHILTON PUBLICATION, 100 E. 42ND ST.,NEW YORK 17, N. ¥. 
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4. WISCONSIN 


illustrating product 


It's good for your publice- 


tion advertising — it's better for your catalog. The Tinnerman Speed 


Show-How”™, 
application along with technical information. The loose-leaf pages provide 


—~ retain their classic beauty longer 


than ordinary covers. Before you plan your next catalog. get the Heinn 
326 WEST FLORIDA STREET 


THE HEINN COMPANY 
MILWAUKEE 


“ — for better display 


story and the facts about Heinn Protecto-Process covers 


takes full advantage of 


showroom 
producer of Protecto-Process catalog covers Protecto-Process loose-leaf 


covers give more years of service 


Capitalize on the sales-power of 
Nut catalog 
“Show-How™ 


more 


5 Heinn. eriginator of the loose-leaf system of cataloging. is the exclusive 


Metals Show 


(Continued jrom page 120) 


flux that permits welding below the 
melting point of aluminum. To em- 
phasize that litth “know how” is re- 
quired, the company used as demonstra- 
ters trade school students without pre- 
vious welding experience. Eutectic, a 
believer in the effectiveness of attractive 
models to enhance industrial exhibit-. 
used three formally dressed young 
ladies to obtain names for the company's 
sales department. 

Tin Research Institute, Inc. Colum- 
bus, O.. an organization created to pre 
mote the use of tin did some promoting 
in the construction of its exhibit 
Hundreds of tin cans, formed an integral 
part of the exhibit’s back-panel. 

G. H. Tennant Co., Minneapolis manu 
facturer of industrial floor maintenance 
machines, built a Kreolite wood block 
floor on which to demonstrate its equip- 
ment. 

The Master Builders Cleveland. 
producers of concrete treatment admix- 
tures, used an abrasion-test unit te 
demonstrate that use of the company’s 
product reduces wear of concrete. 

Huge white-painted Tumblast units 
did on-the-scene cleaning of small and 
medium-size metal parts at the exhibit 
of American Wheelabrator & Equipment 
Corp., Mishawaka, Ind. 

A large, automatically charged and 
discharged electro-plating unit stopped 
prospects for Udylite Corp., Detroit. 
The 27° long unit, which was in constant 
operation, was painted in white. 

Registered attendance for this year's 
show, which was held at the Internation- 
al Amphitheatre, was in excess of 41, 
000. The 1951 Metal Show will be held 
in Detroit. 


Raise Rates, Lasser 
Urges Business Papers 


Cureaco—The nation’s business pul 
lications must increase rates for adver 
tising space, J. K. Lasser of J. K. Las 
ser Co. New York accountant, told 
members of the Chicago Business Papers 
Association at a monthly meeting. 

“Rising expenses make it cost nearly 
75°) more to run a publication today 
than it did in 1939.” he said. “Despite 
that, the price per thousand for busines- 
paper space is about the same today a- 
it was then.” 

“With additional severe cost increase- 
ahead, publishers cannot afford to give 
long-drawn-out advertising rate protec 
tion to old advertisets.” 

He explained that while total spend 
ing for advertising has increased from 
approximately $3,500,000,000 in 1946 
to almost $5,000,000,000 in 1950, the in 
erease of advertising in business publi 


TWO-TIME CHAMPS—For second 
year in a row, Bob Foulke, Foulke Ad- 
vertising Agency, Minneapolis, sailing 
with his son, Bud, as skipper, won the 
D class championship at the Inland 
Lake Yachting Assn.’s annual regatta at 
Lake Mendota, Madison, Wis. 


cations has been relatively insignificant. 
Part of the decline is due to the large 
share of normal business paper budget- 
going into other media for many rea 
sons—-one of which is the distaste for 
low rate publications on the part of 
some agencies, even if the publication 1 
good for the client. 

This situation is now more critical 
than ever before, Mr. Lasser said, “for 
today much copy goes into general mag 
azines, women’s magazines, newspaper-. 
and even television.” 

“A large part of the trouble is the 
basic weakness in business paper selling 
and promotion and its failure to do what 
was so important when business paper- 
got their foothold—building adverti- 
ing through research, ideas, promotion 
plans, detailed copy suggestions. We 
must increase business paper rate 
enough to get the money to do this job 
theroughly.” 

Discussing current and anticipated 
production cost increases, Mr. Lasser 
said that publishers must constantly 
check to cut expenses by fixing respon 
sibility for any excessive extras, elimi 
nating unnecessary frills, eliminating un 
authorized overruns, concentrating color 
pages into fewer forms, checking paper 
waste by printer. 


Ross Roy Appoints Templeton 

Marshal E. Templeton, former head of 
Marshal Templeton, Inc., has been 
named an account executive fer Ross 
Roy, Inc.. Detroit. 
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.- tf you have products or services to sell 


tothe fextile industry 


The last three months have witnessed an 
avalanche of orders for textiles of all sorts. 
Prices have risen substantially; mills are 
swinging to three-shift operation to keep up 
with orders; workers wages have been 
advanced. No wonder that labor-saving ma- 
chinery and systems, always attractive to 
managements, are now being sought even 
more actively! Mills must have them to offset 
higher hourly wage rates, to turn out more 


goods in the hours available. 


Come war, come peace—there will always 
be a textile industry. Millions of yards go 
to clothe fighting men, to protect them from 
the weather while they sleep, to lower them 


from planes, to protect their supplies, and 


to render other vital military services; mil- 
lions of yards are essential to most American 
industries; millions of yards are needed by 
a civilian population with rising standards 
of living; millions of yards are exported. 


If you have products or services for this 
great and active textile industry (it buys 
$6,000,000,000 in materials and equipment 
annually), you owe it to your company to 
investigate. Give your TEXTILE WORLD 
man a few minutes to show how TEXTILE 
WORLD — the dominant market place for 
suppliers to textile mills—can aid in your 
current or future sales campaign. Let our 
home office or any of our branch offices 


hear from you. 


‘AS USEFUL AS ANY MACHINE IN THE MILL’ 
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ATLANTIEC 
FISHERMAN 


Provides 
hand-picked, audited 
circulation that blankets 
the buying power 
for fishing vessels 
on Atlantic Coast, Gulf 
of Mexico, Great Lakes 

and 
a highly specialized 
editorial program of 
news and technical 
data, profusely illus- 
trated, that assures 


active reader interest. 


PRODUCT STORY behind the stock exchange listing is explained by Ralph M. 
Morrison (left), vice-president, Aro Equipment Corp., to Henry C. Hagen (center) 
of Poppin Bros. Co., New York, floor specialist on the New York curb exchange, and 
Stanley Heller of Stanley Heller & Co., New York, members of the New York stock 
and curb exchanges. Products were explained and shown in an unusual exhibition 


Atlantic Fisherman, Inc. 


Goffstown, N. H. 


New York Representetive 
KENNEDY ASSOCIATES 
60 East 42nd Street New York 17 


Pacibic Coast Representative 
NOURSE ASSOCIATES 
412 W. Sixth Street 
Leos Angeles 


Controlled Circulation Audit 


Notions! Business Publications 


for financial executives on Wall Street. 


Show Boosts Supplier's 
Wall Street Relations 


New Yorx—Better understanding 
among the company, Wall Street and 
stockholders was the aim of a novel ex- 
hibition that Aro Equipment Corp., 
Bryan, O., staged to show its products 
in former banking quarters at 37 Wall 
St.. New York. 

Ralph Morrison, vice-president of 
Aro, told 1,000 financial executives and 
other guests who attended the two-day 
exhibition that he believed it was “a good 
way for industry and finance to get 
closer together in the interests of our 
country’s economic progress. The bet- 
ter we know each other, the stronger 
economically this nation, in which we are 
all shareholders, will become.” 

He said that the show was a “minia- 
ture industrial exposition” designed to 
show how the skills of the company’s 
employes in a small midwestern com- 
munity of 7,500 population “contributes 
to science, industry, transportation, and 
the every-day well-being and enjoyment 


of millions of other people everywhere 
and help to strengthen our own nation 
in a war-weakened world. 

“We—and a few thousand other 
groups exactly like us—are this coun- 
try’s private enterprise system. And it 
is a good and healthy thing for our big 
city cousins of Wall Street to know 
more about us.” 

Show admission was by invitation 
only. Aro makes air tools and lubricat- 
ing equipment. 


58-Year-Old ‘Shears’ Changes Name 
Sheers, paper box monthly published 
by Haywood Publishing Co., Chicago, 
has changed its name to Boxboard Con- 
tainer. The new name, resulting from an 
industry-wide competition, appeared on 
the October issue, which was a special 
issue on the history of the industry. 


Browder Named Editor for Haire 
Walter Reese Browder, former field 
editor of Chain Store Age, has been ap- 
pointed editor of Crockery & Glass, 
Haire Publishing Co.. New York. 
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Be sure to look 


at all dimensions 


of circulation 


Ask any industrial space buyer. 


There's a lot more to a publication’s circulation than 
the total distribution of copies as shown in an ABC or 
CCA statement. He must look beyond this raw total 
at all of the dimensions of circulation. That's why 
experienced space buyers are indispensable to sound 
media selection... they know how to match a com- 
pany’s advertising problem to the circulation picture 
which comes closest to solving it. 


Let’s take a look at these various dimensions of 
circulation: 


1. Total copies distributed. 
Hardly anyone misses this. It’s the raw material 
of circulation and it’s important to any adver- 
tiser who wants quantity of impression. 


2. Total plants reached. 
Plant circulation is often more significant than 
total circulation. Plants, not people, generate the 


need for industrial products. 
3. Types of plants reached. 


Depending upon the product, certain types of 
plants are top prospects; other types are worth- 
less. You've got to know how many of each 
you're going to reach. 


4. Size of plants reached. 
A relatively small group of the larger worthwhile 
plants do the lion’s share of the business. You 
want to be sure that you're reaching the worth- 


while plants instead of “side alley shops”. 


5. Total readers. 


Many trade publications have a high percentage 
of “pass along” readers. ‘They swell your total 
audience considerably and provide extra pene- 
tration within plants. 


6. Types of readers. 

Presidents? Production Managers’ Engineers? 
Metallurgists ? Purchasing Agents? ‘The men you 
want to reach are those who influence the pur- 
chase of your product. The types of readers can 
never be overlooked. Perhaps some are more 
important than others; the “buying pattern” of 
your product will decide which. 


Not all of this information can be secured from stand- 
ard circulation statements, but the better publications 
have it available and are glad to cooperate with adver- 
tisers who wish to do a thorough job of media selection. 


If you would like to look at all the dimensions of cir- 
culation of any Penton publication, we'll be glad to 
supply any facts and figures you may need. 


™ PENTON Company 


PENTON BUILDING « CLEVELAND 13, OHIO 
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TO SELL THE INDUSTRIAL MARKET 


USE TO PROMOTE PREFERENCE ... adequate use of 


TO PROMOTE MECHANICAL ENGINEERING that reaches over 34,000 (current nec 
PREFERENCE = "v'*h=" paid circulation) including entire ASME membership. 


Monthly 


These, plus engineers and industrial-executives, reached at comparatively 


M 4 ANICAL low cost. 
ENGINEERING 


Industrial markets have expanded, and are expanding, because of explora- 


tory and cooperative job done by mechanical engineers. 


The ASME and MECHANICAL ENGINEERING are focal points where 
realists, among engineers and industrialists, get their clues to basic devel- 


opments and developments in-the-making. 


MECHANICAL ENGINEERING has the coverage and penetration trom 
which you can get extra effectiveness for all your other sales and adver- 


tising efforts. 


TO HOLD THAT PREFERENCE _ white chese 


engineers are studying and contemplating the industrial and engineering 


TO HOLD THAT trends discussed in MECHANICAL ENGINEERING, they are ever con- 


scious of the immediate needs for improved equipment and materials. 


PREFERENCE 
~ Se Descriptive data of such products are placed in the ASME MECHANICAL 
. YT ie CATALOG AND DIRECTORY as a means of having a definite and specific 
i " contact, the year ‘round, with the important class of buyers to whom this 


industrial catalog goes—15,000 ASME members, specifiers and buyers, with 
40,000 to 40,000 users. 


A product description placed in the ASME CATALOG assures the manu- 


facturer not only of consideration on a comparative basis when information 


" is being assembled from various sources, but also unduplicated exposure 
in a definite field. 


No other industrial catalog provides equal coverage of mechanical engi- 


neers and engineer-executives throughout industry. 


THESE TWO PUBLICATIONS WORK TOGETHER 


and make a basic foundation for your advertising among key men of industry. 


IHE AMERICAN SOCIETY of MECHANICAL ENGINEERS, 29 W 39°St. New York 18. N.Y 


Midwest Ofce: 400 West Medison Chicege 6, . Representative: MeDenaid-Thompses, 625 Market St.. San Francisee 4, Col. 
2727 West Sixth Les Angeles 5, Col Termine! Seles Bidg.. Seattle 1, Wesh. 601 Continent! Bidg.. Dollies 1, Texes 
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NIAA News 


Notional Headquarters, |774 Broodwoy, New York 19, N. Y. 
Beanett Chapple Jr., president 
Blaine G. Wiley, executive secretory 


CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


NIAA to Emphasize Chapter Administration 


PULCHRITUDE AND PUPS brightened a monthly meeting of the Industrial 
Advertisers Association of New York—and demonstrated what some people will do 
to get publicity! Conover cover girl and the pups, “Yup-Yup” and “Susie,” were 
introduced by Chemical Engineering and its agency, John Mather Lupton Co., 
which are featuring the dogs in a current series of ads. Guarding their dinner from 
the interested mascots are (right to left) Wallace F. Traendly, publisher, Chemical 
Engineering; John Kasten, IAA vice-president; Robert D. Towne, IAA president; 
and Edwin D. Fowle, publisher, Textile World. Mr. Traendly, Mr. Fowle and four 
other editors and publishers addressed the chapter on trends. 


Montreal 1954 Conference 
Site? NIAA Offer Studied 


Montreat—The National Industrial 
Advertisers Association has offered to 
hold its 1954 national conference in 
Montreal. 

Harry Woodley, assistant advertising 
manager, Northern Electric Co.. Mon- 
treal, told members of the local NIAA 
chapter at a monthly meeting that NIAA 
would bring the conference to that city 
if the chapter “would take on the job.” 

Chapter President Gerald H. Tessier, 
advertising manager, James Robertson 
Co., said that NIAA would underwrite 
the cost of the conference and would be 
responsible for the business sessions of 
the program. He said that the national 
association had assured him that Mon- 
treal would be a popular choice and 
that a large attendance could be ex- 
pected 
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Chapter members voted unanimously 
to study the possibility. Mr. Tessier ap- 
pointed George Gilmour, Maclean -Hunt- 
er Publishing Co., to form a committee 
io investigate local facilities for a con- 
ference. 


Phil Williams Named Entertainment 
Chairman of 1951 NIAA Conference 


Phil Williams, a member of the sales 
staff of Fortune, has been named as en- 
tertainment committee chairman for the 
NIAA Conference. 

He was associated for 10 years with 
the “March of Time” show, and is a 
member of the Variety Clubs of Ameri- 
ca and the New York Advertising Club. 
Mr. Willams, a former vice-president of 
the Associated Motion Picture Adver- 
tisers, directed Fortune’s photographic 
and news coverage of the 1950 NIAA 
conference at Los Angeles and preceding 
conferences. 


1951 Conference to Spend 
More Time on Chapters; 
Plan Regional Meetings 


New York—More time and emphasis 
will be given to business sessions and to 
sessions on chapter administration at 
the 1951 conference of the National In- 
dustrial Advertisers Association, R. D. 
Towne, vice-president, W. L. Towne Ad- 
vertising, and general chairman of the 
conference, has announced. 

“This does not mean that attention has 
not been given to these matters at other 
conferences,” he emphasized. “It simply 
means that there is a feeling among 
various members that we should give 
more attention to these matters than we 
have been doing because of current con- 
ditions. 

“A real attempt will be made to pro- 
vide instruction and help at the chapter 
level which will assist each chapter to 
become more active in its internal af- 
fairs and in its industrial community.” 

The conference program this time 
will include a “time out” period for at 
tending members to make business calls 
and take sight-seeing tours, thereby con 
verting the New York visit into a com- 
bination business vacation trip. 

Dick Darrow, Glenn L. Martin Co., 
Baltimore, has been appointed chair- 
man of the awards administration com- 
mittee, which supervises regulations for 
NIAA competitions and presentation of 
awards at the annual conference. He 
succeeds John Mason, Detroit, who re- 


How to Spend $500 
Won for Chapter A.chievement 

No one will get free drinks or a party 
out of the $500 second-place award won 
by the Cincinnati Industrial Advertisers 
in the 1950 McGraw-Hill competition 
for the best chapter project. 

The chapter will spend the money by 
(1) establishing an annual award of a 
$50 U. S. defense bond to the student 
completing the best advertising project 
at the University of Cincinnati and 
Xavier University and (2) presenting 
subscriptions of Standard Rate & Data 
to the libraries of both universities. 
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CARTOON TREATMENT is used by Industrial Marketing Association of New 
York in its ad appearing in November in Wall Street Journal. Milwaukee chapter's 
ad also will appear in November in NIAA campaign to sell management on adver- 


tising. 


signed because of the press of personal 
business. 

In addition to the annual conference, 
regional conferences are planned for 
next year. Details of such meetings are 
being studied by M. R. Waddell, ad- 
vertising manager, Black, Sivalls & 
Bryson, Kansas City, who has been 
named chairman ol a new committee on 
chapter cooperation. The committee will 
attempt to bring about closer ties be- 
tween the national association and local 
chapters 

Mr. Waddell is expected to name com 
mittee members from each region. These 
members will name regional committees 
to serve as regional chairmen 


IMNJ Streamlines ‘Innings’ 
“Innings,” chapter newspaper of the 
Industrial Marketers of New Jersey, has 
been improved, The streamlined publi- 
cation new is printed on letterpress in 
two colors, and is amply illustrated with 
halftones. The editor is Jules Lippit, 
Jules Lippit Advertising, Newark, N. J. 


New Jersey Marketers Hold Ad School 


A 1l6-week course in practical adver 
tising and marketing was started by the 
Industrial Marketers of New Jersey Nov 
1 at the Newark, N. J.. YMCA. The 
course, which will meet from 8 to 10 
p.m. Wednesdays, is designed as an 
educational course for beginners and a 
refresher course for the experienced 


Montreal Issues ‘The Deadline’ 


The Industrial Advertisers Associa 
tien of Montreal has published the first 
issue of a new chapter publication, “The 
Deadline.” The editor is Jack Deragon, 
managing editor, Industrial Equipment 
Handbook, Gardenvale, Quebes 


Learn More about Selling, 
Greer Tells Ad Managers 


—Advertising will not sur- 
vive unless it is made a closer part of 
“door to door, counter to counter and 
company to company” selling, W. R. 
Greer, vice-president, Pemeo Corp., told 
the Maryland Industrial Marketers at a 
monthly meeting. 

Urging advertising managers to learn 
more about selling, Mr. Greer said: 

“Industrial advertising is one of many 
parts that must work in harmony in the 
sales machine. Those who design adver- 
tising must knew the whole machine. 
They can prepare the best plans in the 
world, the finest copy, the most attrac- 
tive layouts, but if they don't fit the par- 
ticular machine, they are worse than 
tse less 

“If advertising men -or anyone in any 
other part of industry--cannot operate 
in that fashion, they will be replaced 
by someone who can.” 


New York, Milwaukee 
Boost NIAA Campaign 


New Yorx—Ads prepared by the 
New York and Milwaukee chapters of 
the National Industrial Advertisers As- 
sociation will run Nov. 6 and 20 in the 
Wall Street Journal as part of the NIAA 
campaign to sell advertising to manage- 
ment. 

The cartoon technique is used in the 
New York chapter's ad. which was pre- 
pared by G. M. Basford Co. Dan Charny 
wrote the copy. The chapter's campaign 
chairman is Edwin M. Perrin, adver- 
tising manager, Hewitt Robins. 

Richard M. Davis, manager, Milwau- 
kee branch, Compton Advertising, di- 
rected preparation of the Milwaukee 
ad. Robert Chope wrote the copy. 


Industrial Advertising Exposition 
in New York in 1951? 

An industrial advertising exposition 
may be held by the New York chapter 
of the National Industrial Advertisers 
Association in conjunction with the 1951 
annual conference. William P. Gibbons. 
Johns-Manville Corp. has been ap- 
pointed chairman of a committee to in- 
vestigate the possibility. 


Stabelfeldt Joins Edward Valves 

Bruce K. Stabelfeldt, advertising 
manager, Blackhawk Mig. Milk 
waukee, and last year's president of the 
Milwaukee Industrial Marketing Asso- 
ciation, has joined the advertising de- 
partment of Edward Valves, East Chi- 
cago, Ind., affiliate of Rockwell Mfg. 
Co., Pittsburgh. 


Blows One-Column Ads Six Feet High 

Art Ottowitz, Advisers, Detroit 
agency, used blow ups six feet tall to 
illustrate a talk on single column ads 
at a meeting of the Industrial Marketers 
of Detroit. An entire campaign of single 
columns, necessitated by budget limita- 
tions, was designed by the agency to get 
dealers for Security Sash & Sereen Co. 


NEW OFFICERS of the Industrial Marketing Club of St. Louis flanked William 
E. Irish, editor, Industrial Equipment News, when he addressed them at their first 
1950-51 meeting. From left: William H. Pfaff, Arthur R. Mogge, Inc., vice-presi- 
dent; Mr. Irish; L. C. Dobrunz, Wagner Electric Corp., president; W. C. Caruthers, 
Todd Studios, secretary; James W. Skinner, Cupples Hesse Corp., treasurer. 
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says oof 
GENE WEDEREIT —_ TUBE TURNS, Inc. 


“It’s a good thing for 
a@ man to be a member 
of the Association 
representing his 
chosen work...” 


Membership in 

NIAA gives 

you friendship, 
assistance, and 
cooperation of the 
most able industrial 
advertising and 
marketing men and 
women in the country! 
The cost is negligible, 
too! Write for the 
complete story today 

. +. there is no obligation. 


NATIONAL INDUSTRIAL \\b& ADVERTISERS ASSOCIATION 


1776 BROADWAY tite NEW YORK 19, N.Y. 
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Chapters Get NIAA Manual 
on Promoting ‘Radar’ Film 


New York—A 15-page manual on 
how to promote and stage showings of 
the National Industrial Advertisers As- 
sociation’s film, “The Radar of Selling.” 
will be mailed to NIAA chapters within 
the next few weeks 

The manual was prepared by Herbert 
€. Sehuckle, president, Emery Adver 
tising Corp. Baltimore, collabora- 
tion with NIAA headquarters. It shows 
in detail how chapter members, officers 


and committees can help promote a 
showing of the film, which is designed to 
show iaanagement some documented re- 
sults of advertising 

Problems on where to place the projec- 
tor, how to have a smooth showing in a 
crowded room, and what to say in intro- 
ducing the film are also covered. 


Chapple, Marsteller, Graham Judge 
Winner of Industrial Ad Plaque 

\ plaque for the advertising most suc- 
cessful in reaching planned objectives 
will be awarded to an industrial adver 
tising man by the T. F. Club of Cleve 
land 

Judges of the winner and several 
honorable mentions will be Bennett 
Chapple, Jr. president of the National 
Industrial Advertisers Association and 
vice-president of sales, U.S. Steel Corp.; 
William Marsteller, past president of 
NIAA and vice-president, Rockwell 
Mig. Co., Pittsburgh; and Sterling 
Graham, president, Cleveland Chamber 
of Commerce. The competition, which 
closes Nov. 27, is open to advertising 
managers in the Cleveland area. They 
may submit a single ad or entire cam- 
paign 


How to Know Your Fellow Members 

The Industrial Advertisers Associa 
tien of Montreal has instituted a new 
way for its members to know more about 
each other 

At the start of each meeting, a mem 
ber will give a five-minute talk about 
his company, its products, sales and dis 
tribution organization and anything else 
related and of interest 


‘Task Method’ of Setting Budget 
Best But Only 30°, Use It: Chapple 
NIAA President Bennett Chapple, 
Ir. vice preside nt of sales, | S. Steel 
Corp., reiterated at a meeting of the Chi 
cago Industrial Advertisers Association 
that the task methed of determining 
budgets is best suited to industrial ad- 


vertising 

He said that the task method, which 
involves setting a sales goal for each 
product and then deciding how adver 
tising is needed to reach the goal, is used 
by only 30° of industrial advertisers, 


FIRST PRE-DINNER CLINIC sponsored by Maryland Industrial Marketers 
was entitled, “Selling Management on your Advertising Program.” From left: Ross 
French, Black & Decker Mfg. Co.; Carroll Cooper, sales consultant; H. W. Bud- 
demeier, H. W. Buddemeier Co.; Marshall Hawks, Hawks Advertising Agency; 
Herbert C. Schuckle, Emery Advertising Corp.; E. N. Adams, Cambridge Wire 
Cloth Co.; Burton F. Davis, Emery Advertising Corp.; George V. Wise, H. B. 
Davis Co.; C. B. Riddick, American Hammered Piston Rings Div., Koppers Co.; 


clinic director. Others are unidentified. 


“NIAA HAS WON a big place in adver- 
tising.” said Julius S. Holl, retiring 
president of the National Industrial 
Advertisers Association, at the fourth 
annual NIAA convention held in At 
lantic City in October, 1925. 

“I can visualize a very large strong 
industrial advertisers’ association,” 
Mr. Holl continued, “composed of 
units in every industrial center in the 
country and previding a monthly 
meeting place and rendering a service 
to advertisers that will enable them 
to improve their advertising and to 
conduct their campaigns wisely and 
scientifically.” 

Success stories of advertising a- 
chievements held the spotlight during 
the meetings 

V. S. Greensielder, ad manager, 
Hercules Powder Wilmington, 
told of advertising achievement with 
a guaranteed packaged turpentine, 
which successfully overcame strong 
customer resistance. 

1. Diller, Blackman Co., New 
York, deseribed Vacuum Oil Co.'s 
campaign, which used as its copy 
basis the viewpoints held by different 
editors’ in their various fields 


NIAA 25 Years Ago 


From the November, 1925 issue of Invustria, Marketine 


S. T. Scofield, ad manager Fair- 
banks Morse & Co., Chicago, cited 
his company’s use of colored inserts 
in a business paper campaign, and 
a subsequent 3344% sales increase. 

W. S. Hays, secretary, National 
Slate Association, Philadelphia, ad- 
monished, “Don't sead your advertis- 
ing on a wild goose chase—check 
with market research facts first.” 

Bennett Chapple, publicity diree- 
tor, American Rolling Mills, Middle- 
town, O., incoming president of 
NIAA, made a strong appeal for an 
advertising department on a level of 
importance with the sales department. 

R. H. DeMott, general sales man- 
ager, SKF Industries. New York, dis- 
cussed ways of securing facts and 
figures from the field, and urged edi- 
tors of the business press to supply 
more detailed market information. 

G. L. Erwin Jr. ad manager. 
Kearney & Trecker Corp., Milwaukee, 
analyzed K&T’s method of inquiry 
development and _ follow-through, 
which was the winner of INpusTRiAI 
Marketine’s cup for industrial ad- 
vertising effectiveness. 


according to the NLAA study he directed 
last year. The remaining 70%, he said, 
use as many as 23 other methods or com- 
binations of methods, including the 
“percentage of sales” and “business cli- 
mate” methods (IM, September) 


Chapple Will Address Toronto Group 

Bennett Chapple, Jr.. president, Na- 
tional Industrial Advertisers Association, 
and vice-president of sales, U.S. Steel 
Corp., will address the Toronto chapter 
at a meeting Jan. 30. 
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VRAIMENT 
THE EIFFEL TOWER IS 

HIGH... 984 FEET... 
TALLEST STRUCTURE 
EAST OF NY CITY ...... 
BUT. ASTACK OF ONE 
MONTH'S PAID COPIES 
oF C.E. is / 
/460 FEET TIMES 
THE HEIGHT OF THE 

EIFFEL TOWER 


ecest MONTHLY MAGAZINE 


“ THIS YEAR WE ARE PLACING FIVE DIFFERENT SCHEDULES 
in CHEMICAL ENGINEERING ‘savs ROBIN 
DOUGLAS. wer, GENERAL AMERICAN 
TRANSPORTATION CORP cuicaco, iLuinois FoR 


SUCH DIVERSIFIED PRODUCTS AS TANK CARS, TURBO-MIXERS, 
FILTERS, ORYERS AND GASHOLDERS, YEAR AFTER YEAR 
C.E. Gives us RESULTS / OTHERWISE, 
WE WOULDN'T ADVERTISE IN C.E. 
IT’S AS SIMPLE AS THAT / ” 


YOUR PRODUCT FITS /N 
THIS PICTURE / 


Let vour CE. man suow 
YOU..OR WRITE TODAY FOR 
YOUR FREE COPIES OF PROCESS 

FLOWSHEETS... A MONTHLY 

CHEMICAL ENGINEERING 
FEATURE 


_MORE TOP MANAGEMENT | « 
MEN AND MORE ENGINEERS |" 
PAY TO SEE YOUR PITCH 
IN C.E. MORE THAN 
YOU CAN REACH IN ANY 
OTHER PUBLICATION / 
__35,753 PAYING SUB- 


SCRIBERS EVERY MONTH / 


FROM ABSORPTION RY MONTH CHEMICAL ENGINEERING’S ecaners 
TOWERS TO ZEOLITE /... GET PERTINENT, UP-TO-DATE INFORMATION ON AMERICA’S 


FASTEST GROWING INDUSTRY, ANOTHER REASON WHY CE, 
iS THE LEADING PUBLICATION IN THE C.PI. 


with CHEM & MET 
© 330 West 42nd. Stree’, New York 18, N. Y. 
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.. Local business buys 


the bread and butter for 
over 10,000 CONSTRUC- 
TIONEER readers! . . Sure, 
they're interested in what's 
going on in the world—but 
—what's going on in their 
own back yards gets first call 
on their reading schedules 
. . » That’s why they read 
CONSTRUCTIONEER’S 26 
news-packed issues from 
cover to cover . . . ads too! 


their business 


. CONSTRUCTIONEER 
is written and edited for the 
men in 5 states whose local 
business accounts for over 
25° of the nation’s total en- 
gineering construction ac- 
tivity. In this tremendous 
equipment market buyers 
read their local magazine 
for local news! 


Werk 


FOR DETAILED INFORMATION ON 


85 INDUSTRIAL and TRADE MARKETS... 


SEE YOUR NEW 


1951 MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 


Trade Show ‘Box Office’ 


(Continued from page 33) 


sue carbon. In other words, there was 
no general distribution. Further, the 
figures were definitely padded unless 
the home towns of all the students at- 
tending were used. Incidentally, in the 
breakdown we were given, the student 
figure in relation to the tetal was un- 
derstated by at least five times.” 

Let's take several excerpts from 
after-the-show reports that we have re- 
ceived from exhibit managers. One re- 
port said: “Our show ran so close to 
the national show this year that the 
total number of exhibitors was re- 
duced by 25°.” 

Here's another: “The state celebra- 
tion brought a whole parade of tech- 
nical meetings to the area this year. 
This was the principal factor in hold- 
ing down our total attendance.” And 
still another: “With the prospects for 
better labor conditions and continued 
population increase for the next few 
years, attendance should be increased 
at our next show.” These men are 
guilty respectively of poor planning, 
not looking ahead, and wishful think- 


ing. 
Like to Audit, But... . 
As for the show managers, they ad 


mit the desirability of an audit, but 
construe much of the organized action 


so far as preconceived antagonism. 
Also, show budgets are not adequately 
set up to finance proper sudits. 


In fairness to show managers let us 
observe that a few try. We know of 
two who submit complete listings of 
show attendees, with titles and com- 
pany affiliations. And one fine man- 
ager recently engaged a top-flight re- 
search organization to survey the in- 
dustry and report upon the results and 
possibilities for providing a successful 
new show 

On the opinion side, however, one 


| show manager supposed that our 


NIAA committee was bent on putting 
several shows out of business. Another 
felt that the committee, like others that 
had popped up in the past, would not 
accomplish much. /n both cases we in- 
tend to demonstrate to the show man- 
agers that they are wrong. 

Our interest lies in improving trade 
shows. We would be ridic ulous if we 
tried to upset a sales promotional 
medium that many of us feel is a tre- 
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AGAIN-the only complete source 


of automotive data 


Readers report, over and over, “the AUTOMOTIVE INDUSTRIES 3 
Annual Statistical Issue is the most complete, most useful hand- 
book in the automotive manufacturing field.” Since 1919, it’s been 

their only complete, authentic source of information on automotive ; 
production; sales totals; car, truck, bus, tractor, engine, aircraft 
specifications . . . and an abundance of other vital information they 

use to formulate their plans. ls | 


AGAIN-the ONE medium for 


covering 3118 automotive plants 


On March 15th, the 33rd Annual Statistical Issue will penetrate 
3118 automotive and aviation plants throughout the Nation. These 
busy plants produce cars, trucks, buses, tractors, aircraft, engines, 
parts, accessories, road machinery, production equipment, materials 
and supplies. Yes—the Annual Statistical Issue permeates 
America’s #1 industrial market, a $15.6 billion manufacturing field. 


= 


AGAIN -used for year-round 


reference by 21,000 automotive 


executives 


Over 21,000 engineering, production, administrative, purchasing and 
sales executives eagerly await the March 15th Statistical Issue. A 
study of readers revealed that 98% use its data for reference; 
93% use it all year! From the advertising section they learn of the ; 
leading suppliers of parts, materials, and production equipment : 
all needed in vast quantities. For covering America’s #1 industrial 
market, A. I. is your best buy. The Statistical Issue is a “must on 
your 1951 schedule. 


AUTOMOTIVE INDUSTRIES 
A CHILTON Publication 


Chestnut and 5éth Streets 


Philadelphia 39, Pa. 
| 
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NEW McGRAW- HILL 
BOOKLET ANSWERS: 


QUESTIONS ON 


CIRCULATION! 


j 


1. Who is the man you 
dare not forget? 


2. What makes a mailing 
list valid? 


3. Do you buy numbers— 
or readers? 


4. How many people 
influence the purchase 
of your product? 


These and many other ques- 
tions often asked by the adver 
tiser are answered in McGraw 
Hill's latest booklet *The 
Intrinsic Values of Paid Circu 
lation.”” Here are the reasons 
why we believe Paid Circula 
tion and AKC audit assure a 
higher and more consistent 
level of readership— and there- 
fore, are of greater value to 
you, the advertwer 


for your copies of 
this helpful booklet. 


PUBLICATIONS 


mendously powerful instrument of in- 
dustrial marketing with great oppor 
tunities for further development. 

As for the second comment, we 
have a specific program to propose 
which we expect to lead to very real 
and very great accomplishment. 


How An Audit Bureau 
Could Be Established 


Industrial advertising has come of 
age to the point that today we find 
better trained and better informed 
men in the advertising manager's 
seat. Today's ad manager is a stu- 
dent of all aspects of his job. He 
doesn’t buy space in a trade publica- 
tion because he likes the salesrnen: he 
doesn’t send direct mail all over hell's 
half acre when it covers a product 
with a potential of 5,000 buying in- 
fluences; his budget is no longer 
something developed by crystal gaz- 
ing. He has more sources of good fac 
tual information today than ever be- 
fore. 

All of us concerned with the use of 
industrial exhibitions might well look 
to the history of intelligent buying of 
publication advertising, and the 
growth and influence of the Audit Bu 
reau of Circulations and Controlled 
Circulation Audit. 

The time will come, if trade shows 
are to keep their standing as a reputa- 
ble advertising medium, that some 
type of audit bureau of show attend- 
ance will have to be set up. Business 
papers never really came of age until 
ABC and CCA removed the by-quess 
and-by-gosh form of space buying. We 
should look in the same direction. 

Here is a concrete, four point meth- 
of analyzing show attendance which 
we offer for serious consideration: 
Point L— Attendance Breakdown 

a. By occupation—to determine if 

you are reac hing buying factors 
important to the sale of your 
product. 
By industry or type of company 
to determine if you are reach- 
ing the fields where you sell 
your product. 
By territory—to determine prop- 
er sales force distribution at a 
show, and to see if a show fits 
the geographical pattern for 
your product—-also to determine 
to what extent a show is nation 
al or regional in character. 


d. Miscellaneous—this should in 


clude foreign visitors, students, 
registrants’ wives, trade paper 
representatives, advertising 
agencies, etc. 


Point I1l—Peak Period Breakdown. 


An attendance breakdown by 
days is valuable information in 
scheduling your sales force. How 
many men should you bring in and 
how long should they remain at the 
convention? An hourly breakdown 
would enable you intelligently to 
plan for ample coverage of your 
exhibit during peak hours. 


Audience Impression Sur- 


This could be designed so that 
we might learn something of the 
quality of a show and the individu- 
al exhibits therein. Such questions 
as these come to mind. 


1. Your general opinion of the 
show ? 


Is this vour first show ? 


How many of these shows have 
you attended? 


. What booth impressed you 
most ? 


». What product interested you 


most ? 


. How long are you attending the 
meeting 


7. How many times did you visit 
the exhibit floor ? 


. Did you get any valuable help or 
information ? 


Point IV—Follow-Up Report by ex- 
hibit managers to exhibitors. 

A questionnaire could be sent to 
the exhibitor after the show to give 
him an opportunity to make com- 
ments or voice his complaints, if 
any. If it is fair for show manag- 
ers to ask the exhibitor to abide by 
all the rules and regulations govern- 
ing a show, then it is equally fair 
for them to give exhibitors the op- 
portunity of saying whether or not 
they are satisfied with the conduct 
of the show—labor conditions 
floor plans—advance publicity, ete. 
It is not enough for show managers 

to issue statements simply sworn to by 
themselves, each issuing a statement 
of a different form so that no two are 
comparable. ABC and CCA are run 
by publishers, agencies and advertis- 
ers with no one group in control. The 
NIAA_ exhibits committee believes 
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On your products, distributor's trucks, dealer windows, counters - 
wherever free space exists, PF decals deliver brand name isnpact, 


turn product identification into sales! 


learn new ways... 


for PF decals to sell your products. See the brilliant color 
reproduction, the ease of application of PF decals. Send today 
for the 16-page booklet, DECAL-WAYS TO SALES, plus: 
samples of PF decals. Remember, they're tailormade — special 
PF decals can be designed for best service on your products. 


art services, consultations and 
estimates without obligation 


Write Paim, Fechteler & Co., 220 W. 42nd St., New York 18, N. ¥., Dept. IM 


PALM, FEGHTELER & CO. 


NEW YORK Te LIVERPOOL, OHIO 
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Co CALIFORNIA PETROLEUM 
vers INDUSTRY LIKE A Sawer 


Si, Senor! lf you want real Cali- 
fornia coverage among the big, 
qualified West Coast Petroleum 
Industry buyers, Petroleum World 
es incomparable. Petroleum 
World covers California like a 
sarape blanket” to you — 


5000 pws 


and 


OFFERS YOU ALL THESE 
big, BIG advantages. 


@ California's only monthly 
oil publication 


@ Greatest West Coast Circu- 
lation of amy oil book 


@ Oldest California oil pub- 
lication—established 1910 


@ Greatest reader interest 
More pictures, personalities, 
new equipment news 


@ Lowest cost per reader. Mil- 
line rate $0.04 


To be sure of California, be sure 
to schedule Petroleum World. 


Contact our local 
representative 


or write direct 


PETROLEUM WORLD 


412 West 6th Street + Los Angeles 14, Calif. - Phone MU 1391 


For new information on 
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and detailed media presentations of over 
200 PUBLICATIONS 

see your copy of the new 1951 edition, 
MARKET DATA NUMBER 
INDUSTRIAL MARKETING 


that a proper audit of industrial ex- 
hibitions, free from pressures, should 
be jointly administered by show man- 
agers, exhibit builders and advertis- 
ing agencies, and exhibitors. 


Group Participation 


Accordingly, this committee in- 
tends to call a meeting for thrashing 
out a specific approach to this busi- 
ness of standardized trade show 
audits. We believe that the following 
groups should be officially repre- 
sented at the meeting: NIAA, ANA, 
EAC, Four-A’s, several exhibit man- 
agers, several exhibit builders, ABC, 
CCA, representatives of the advertis- 
ing press, and a veteran publisher or 
two who has been through the mill 
with and without audited circulation. 

If out of this meeting can come a 
workable plan, industrial show busi- 
ness may be taking a step toward the 
benefits that publishers have enjoyed 
from audited circulation. Publishers 
have found that advertisers’ confi- 
dence is increased through audits, that 
audits make space selling easier, that 
the audit bureaus have helped to weed 
out the fly-by-nights among publishers 
and make more advertising dollars 
available for the legitimate publishers. 
These same gains can be made in the 
industrial exhibition field. 

Indeed, much has been done to de- 
velop the trade show into an important 
selling device. But the time has come 
for the industrial marketing profes- 
sion to build a box office—a stand- 
ardized instrument of measurement of 
effectiveness—for that phase of indus- 
trial marketing we refer to as “trade 
show.” 

Here’s to the Double-A Double-E— 
and Advertiser's Audit of Exposition 
Effectiveness—now only a myth, but 
soon a demanding reality. If such a 
bureau doesn’t develop, advertisers 
who exhibit, agencies who recognize 
physical display as a basic marketing 
tool, the technical societies and trade 
associations who sponsor shows, and 
the professional show managers them- 
selves, will all continue to flounder 
along in a turbulent sea of claim-and- 
counterclaim, and of uncharted reefs, 
in highly fickle business weather. 


Fossler Joins Van Auken 

Gerald O. Fossler, formerly of Weiss 
& Geller, Chicago, has joined Van Au- 
ken, Ragland & Stevens, Chicago, as in- 
dustrial account executive. 
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All Other 7,612 


CONOVER-MAST 
PURCHASING DIRECTORY 
Total Circulation 24,805 


MACRAE'S BLUE 


88% more Manufacturing circulation 


And that’s quite a bonus, especially since CONOVER- 
Mast PurcuasinGc Directory is confined to the 
larger plants—those that do from 80% to 90% of the 
buying. These industrial buyers refer to the Con- 
OVER-MaAst PURCHASING DIRECTORY many thou- 
sands of times daily. Here is what some of them tell 
us—and it is typical of the experience of industrial 
executives who have available to them practically 
all directories and other information sources: 


Power Plant ard Electrical Equipment Manufacturer. ““We use this 
directory exclusively for locating sources of all types of materia! and 
machinery used in conjunction with our plant production, construc- 
tion, and maintenance, and would be at a loss for a source of infor- 
mation without this directory."’ Signed— Industrial Engineer 


Railroad Equipment Manufacturer. “. . . it is so completely com- 
piled that very little time is lost in finding the necessary informa- 
tion.”” Signed—-Chief Tool and Equipment Engineer 


Paper Mill Machinery Manufact . “I find that it is the most 
complete and the most convenient to handle of any of the several 
directories which we have had in the past four or five years. I also 
find that every day I rely on it more and more, and certainly would 
not like to be without it..." Signed— Purchasing Agent 


A Utility Company. “‘This is the only directory which we are pres- 
ently using.” Signed Purchasing Agent 


Manufacturer of Floor Finishes and Equipment. “.. . it is the most 
used of all the reference books that we have."’ Signed— Purchasing 


Agent 


Chemical Manufacturer. “We find this directory is our shortest cut 
for purchasing information ..."" Signed— Plant Buyer 


Direct quotations from signed company letters on file 
in our New York office. Names available on reavest. 


It will pay you to be represented in the Conover-Mast 
PurcnuasinGc Directory by adequate space to illustrate 
and describe the uses of your product. 


Issued Semiannually 


Chteage |i, 737 North Michigan Ave 
New York (7, 205 East 42nd St. 
Cleveland 14, Ohio, 455 Leader Bids Cherry 7788 
Les Angeles 36, Calif, 5478 Wilshire Bivd. Whitney 8055 
Philadeiphia, Pa. 155 Kent Bala-Cynwyd Cynwyd 497) 
Birmingham, Mich.. 1236 Bates St. Midwest 42475 
Tesnten, Mass. 9 Eart St 2.1087 
Rochester 10, N. Gf Madker Drive (4) Town of Brighten 

Westport, Conn., Bay St Westport 2.5106 
Little Falls, N. Viewmont Terrace Little Fails 4.14198 


Whitehall 4.6612 
Murray Hill 6.9250 
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largest 


circulation 


of any 
engineering 
periodical 
in the 
electrical 
field 


66 YEARS OF 
TECHNICAL | 
PROGRESS 


ELECTRICAL 
ENGINEERING 


moet THAN 


$0,000 


FIRST IN THE 
ELECTRICAL FIELD 


The editorial! content is authorito- 
tive with complete details of im 
portant discoveries. developments 
and the latest in engineering prac- 
tice. ELECTRICAL ENGINEERING 
is directed to and holds the close 
attention of all progressive elec 
trical engineers throughout all in- 
dustry. ELECTRICAL ENGINEER 
ING reaches ond influences men 
at the top of their profession, top 
ranking executives, and electrical 
engineers in every branch of in 
dustry men who specity what 
to buy and where to buy it 


Advertisers and 
Agencies cre invited 
te wire or write for 
complete information 


ELECTRICAL 
ENGINEERING 


SUITE 7-8, Lower Level 
500 FIFTH AVENUE 
NEW YORK 18, N. Y. 


Employe, Public Relations 


(Continued from page 104) 


whole-hearted enthusiasm with which 
customers greeted the whole idea. 
Without exce ption, each customer of- 
fered to give Rhinelander what mer- 
chandise it needed, or else make it 
available at cost. Customers scheduled 
to cooperate with the program include 
Pillsbury. General Mills, General 
Foods, Kellogg. Standard Brands, Na- 
tional Biscuit, Armour and Mars. 

The program lends point to a new, 
commendable sentiment on the part 
of American industry: No local prob- 
lems can be solved on a national basis. 

If a company has a problem, no- 
bedy can settle it better, or faster, 
than the company itself, once it makes 
up its mind. Rhinelander’s alert ad- 
vertising manager, Alan Pradt, has 
that one figured out and the blazes he 
has made on the trees are easy to see 
and simple to follow. 


Heavier Loads for the 
Employe Publication 


Probably for several decades, mat 
agement has looked upon the em- 
ploye publication as a device strictly 
for employes. This is certainly a logi- 
eal conclusion for management to 
draw, but in recent years the broader 
possibilities of an internal medium 
have been weighed. Some companies 
are now making use of their employe 
journals to reach and inform the audi- 
ence beyond the plant gates. It has re- 
sulted, inevitably, in employe journals 
becoming better. 

This type of publication is called 
the internal-external. While its basic 
function is to inform employes and 
to serve as a device of communication 
on many subjects of a strictly local 
nature, it is now slanted to be of in 
terest to the public. It may accord- 
ingly both interest and influence the 
local people in civie and professional 
life. It may reach out to the stock- 
holders as a group, so that those who 
have invested their savings in the 
company may have a better idea of 
the organization. It can be slanted, 
without too much difficulty, to cus- 
tomers and prospects. In short, it has 
uses far beyond the plant itself. and 
if it is intelligently managed, and not 
weighted too much in favor of outside 
groups, it will have a sustained inter- 


est among all. 


The major weakness in converting 
an internal publication, for employe 
consumption alone, into an internal- 
external, lies in the tendency of the 
company to put a sales pitch on every 
article in the magazine. The copy 
takes on a selling flavor, something 
the employe is quick to detect and as 
quick to dislike. The employe audi- 
ence should always be kept in mind; 
if it’s forgotten, the publication will 
quickly lose whatever value it has. 

These are some pointers for the 
company contemplating a change- 
over: 

1. Don’t make too radical a change 
in the physical appearance of your 
publication. The employe audience 
generally prefers large type, square 
halftones, and simplicity of design. 
The advertising layout man suddenly 
entrusted with the new responsibility 
of designing the  internal-external, 
may break out in a rash of color, or 
trick layouts, and he will be finished 
about as soon as he begins. 

2. Wateh out for the selling flavor 
in copy. This is low-pressure selling, 
and the less you sell consciously, the 
hetter off you'll be. 

3. Keep an eye peeled for the type 
of story that basically interests em- 
ployes, but broad enough to be of in- 
terest to outsiders. If the human in- 
terest element is strong, the story will 
interest all groups. In the internal-ex- 
ternal, news values are sharper—in 
the case of the employe publication 
it’s too often a matter of anything 
goes. 

The country seems to be approach- 
ing that period once more when short- 
ages, delivery delays and such irrita- 
tions will arise again. Started now, 
and continued through the period of 
stresses and strains, the internal-ex- 
ternal can hold good external relation- 
ships. Business needs those good rela- 
tionships, perhaps not always, but 
most of the time. 


IN THE WIND 


Employe communications are get- 
ting laudably grass-roots. While some 
cling to the theory that the democratic 
system is sold best by waving the 
flag, it is becoming evident that many 
industrial editors are tightening down 
their messages to answer local ques- 
trons. 

Potomac Electric Power Co., LOth 
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INDUSTRIAL EQUIPMENT NEWS 
CAN HELP YOU MAKE 


A SMALL BUDGET GO FAR... ...A BIG ONE GO FARTHER 


On the other hand, if your advertis- 
ing budget for next year is large 
enough to cover the special fields in 


If your advertising budget for next 
year is going to cramp your style, 


then we have good news for you: 
which you are interested, here’s an 


Industrial Equipment News carries 
icin idea well worth considering: Indus- 
your message with great impact to trial Equipment News can support 
the engineers and production men in and supplement your industrial ad- 


every major industry. It costs as vertising and spread your product 


little as $125 per unit (one-ninth story to all potential markets in the 
page) to heap your or industries not otherwise covered. 
; For as little as $125 per unit you 


reach the 61,347 operating, engi- 
try’s buyers and epecifiers at the very neering and production men who 


eral of your products, before indus- 


time they are seeking for product search each issue of IEN for product 


information. information. 


For more facts and figures, send for the new IEN Plan 


INDUSTRIAL EQUIPMENT VEWS 
Good for Selling...because...Used for Buying 


Thomas Publishing Company 


461 Eighth Avcaue, New York 1, N. Y. 
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NEED BINDERS | 
| 


DO THIS! 
| ‘ Write us today for samples and 
aie quotations. If possible, let us know 


the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
package. 

BEAVERITE SPECIALIZES 

IN LONG LASTING, 
INEXPENSIVE BINDERS— 
AND SELLS “DIRECT.” 


Samples and quotations promptly given. 


AGENCIES /ADVERTISERS 


Your Mailings 
THE WEBER WAY AND SAVE 


For 100 or i-million name lists, 
Weber has your answer to low- 
com, mechanical addressing 

of envelopes, pos cards, 


catalogs, etc. Address 


from typewritten hec 
to rolls at 
of 1900 per hour 
No costly plates 


Of messy stencils 
Write for near 


See McGraw-Hill advertisement 


Be! WEBER ADORESSING MACHINE CO on page 167 


mr PROSPE 


and E Streets, N. W., Washington 4, 
D. C., uses its employe monthly— 
the “Pepconian”—to talk local issues. 
The public utilities have industry-wide 
problems on their hands, and here is 
one company that not only discusses 
these matters forthrightly, but takes 
the space in its publication to give the 
local picture. 

The company’s regular “Question 
Box” is a medium open to all em- 
ployes; it is prominently displayed 
and the employe is urged, through 
an inserted reply card, to send in 
questions. The publication's editori- 
als are straightforward and deal with 
themes of interest to employes. 

“Powergraphs” is a news depart- 
ment that talks of such things as com- 
pany growth, the effect of the Korean 


| situation on the electric appliance 


business, promotions, accident in- 
creases, short statistics on electric 
power output, news on the credit 
union, the status of company stock, 
etc. 

Some critics hold that employes 
aren't interested in this sort of thing. 
They are the people who have never 
tried it. Robert D. Coffman edits the 
“Pepconian.” 


Material Handling 


The operations within a company 
many people take for granted are the 
ones that, obviously enough, never 
get mentioned in the company press. 
There’s a wealth of good material in 
maintenance departments, for ex- 
ample, but they rarely get a nod. 

In tackling a story on material han- 
dling, William L. Grala, Jr., editor of 
“Caduceus” of Smith, Kline & French 
Laboratories, Philadelphia, goes be- 
hind the scenes and shows how the job 
is done, with identified employes at 
their work. Because material han- 
dling is tied in with the operations of 


| such departments as purchasing, plan- 


ning, foreign sales, traffic etc., em- 
ployes in those departments get a bet- 
ter view of the overall operation of 
the company. 


Riders of the Road 


Another company department that 
rarely achieves print is the trans- 
portation department. In “U. S. 
Items,” employe magazine of U. S. 
Industrial Chemicals, 60 E. 42nd St., 
New York City, Editor Ruth Boyce 
has presented an informal series of 
pictures of the drivers and others con- 
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vhere the audience 
FREE! ys to see you... 


Getting your full share of the 


’49 proprietary drug 
topped *869,000,000* 
all packaged goods 


HERE’S ANOTHER major industry with a 
history highlighted by packaging changes 
that created phenomenal sales increases and 
cost reductions. It’s an alert industry where 
improved packaging machinery, new pack- 
aging materials, and some old ones never 
considered before, are constantly being 


tested and used. 


Since a proprietary drug manufacturer rare- 
ly broadcasts the news that he is consider- 
ing a packaging change, suppliers to this 
industry say it pays to give advertising a 
good share of the job of selling, exploring 
and keeping customers sold. 


The pages of Mopern Packacinc help pro- 
prietary drug men make their decisions on 
packaging materials, designs, displays, 
methods and equipment. They can carry 
your sales messages—at a very low cost 
per contact—to these men, some of whom 
your salesmen can’t see, can’t see often 
enough or don’t even know about. And by 
advertising in MoDERN PACKAGING regular- 
ly, you'll be sure to reach these prospects 
at the time they are planning new packages, 
equipment changes or both. 


ackagin 
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Although Mopern Packacinc reaches 
packaging men in the major proprietary 
drug houses that account for 90% of the 
total industry output, this field represents a 
very small segment of its full circulation. 
The total distribution of 16,227 copies, in- 
cluding a net paid readership of 12,593— 
largest paid circulation in the packaging 
field—gives you packaging buyers in all of 
the 45 industries that package the nation’s 
products. 


*as estimated by Drug Topics 
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... sell big volume 
to meat packers 


The huge meat packing field 
is one of your biggest indus- 
trial markets... or should be! 


Despite its size . . . one-third 
of the entire food industry . . . 
it’s easy to reach. You can 
cover it completely and eco- 
nomically in only one publi- 


cation. 


The National Provisioner is 
the one industry publication 
read by meat packers ever 


since 1891. 


Write for free, Ole 
size Data Polder, 
packed with market 
data and with infor 
mation about the com 
plete, responsive cov 
erage you art in The 
National Provisioner 


ond ANNUAL MEAT PACKERS GUIDE | 


407 S. DEARBORN ST., CHICAGO 5 


nected with the movement of chemi- 
cals. 

This falls into the category of op- 
erations stories. They help give an 
employe a deeper appreciation of the 
various functions of the company he 
works for, and enable him to see his 
own job more clearly in relation to 
others. 


Sources of Labor 


Where do employes come from? 
The question is a poser to most com- 
pany personnel, except for those in the 
personnel department itself. 

In a recent issue of “Elchem” maga- 
zine, published for the employes of 
the electro-chemical department of Du 
Pont, Niagara Falls, N. Y., Editor 
Norah K. Dwyer dug deep into the 
employment files and came up with an 
good article on “Sources of Labor.” 

Du Pont draws its personnel from 
many sources, including relatives, pri- 
vate employment agencies, friends of 
employes, technical and professional 
societies, public employment services, 
vocational schools, other companies, 
directly from employment office ap- 
plications, advertising in daily papers, 
colleges and business schools. 

With each group, Editor Dwyer 
has published an illustration of a 
typical employe representing that 
group. The story, basically a human 


interest yarn, still takes employe read- 
ers behind the scenes and lets them 
see their company’s source of em- 
ploye supply. 

Community Life 

More and more publications, in an 
effort to show employes the type of 
communities and people served by 
the company, are using the human in- 
terest “community story.” Some com- 
munity stories are straight pictorial 
affairs, a little heavy in the direction 
of the Chamber of Commerce hand- 
outs, but the better ones are tailor 
made by the editors. 

One good, tailor-made yarn has 
been done by William J. Cleary, edi- 
tor of Railway Express Agency’s “The 
Express Messenger” at 230 Park Ave., 
New York City. Editor Cleary chose 
a Railway Express driver in Atlanta, 
started him off at the breakfast table, 
pursued him through his busy day. 

The wind-up picture was taken at 
the dinner table in the evening. Read- 
ers get a good idea of what Atlanta 
itself looks like (several of the pic- 
tures utilize buildings of historical 
importance as backgrounds), and see 
the range and variety of a typical 
driver's day. Such yarns build better 
relations at the local office, and 
through the whole community where 
copies are distributed. 
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On the basis of the collective experience of hundreds of advertisers, we 
know that the men who plan, design and specify for purchases, are the men 
who must be sold, in order to sell the radio field. These men are the radio 

engineers...the men who evaluate your commodity for the entire industry. 

Sell the radio industry most effectively and most consistently with a plan 

designed to Sell the radio engineer in the three most important media 


reaching the electronics field. 


ADVERTISE in the Proceedings of the I. R. E. — 


the engineer's own publication—his daily desk reference for up-to-the-minute 
technological progress. 


the engineer's source for locating suppliers, merchandise and fellow members 
of his professional organization. 


the exhibit which runs concurrently with, and in the same place as, the . 
yearly convention of Radio Engineers. 
Present your merchandise and services at the point of approval — before 
the radio engineer ~in his own publication ~in his own yearbook — at his 
own convention. 
Threefold effectiveness and consistent promotion that SELLS the radio 
industry by reaching the men who control sales in your market. 


To SELL the Radio Industry, TELL the Radio Engineers. 


THE INSTITUTE OF RADIO ENGINEERS 
Established 1913 

: A Balanced Promotion Package 
-—| “Proceedings of the LR.E.” The IRE Directory 
The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 18, N. Y. 
Circle 6 3026 
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“big things come in 
concentrated packages” 


Daily 


the Pacific Northwest 


tries 


ard 


TOOL OF HORTHWEST 


711 S. W. 14th 


Every column inch a business newspaper 
Every page packed with business news — up- 
to-the minute, authentic, complete. That's the 
Journal of Commerce; published in 
Portland, read by business men throughout 
This concentrated 
daily business package is a wonderful spot 
for advertising to construction men, lumber 
men, business men, in an expanding market 
that knows no closed season for the purchase 
and sale of goods and services to basic indus 
Your schedule belongs in the Daily 
Journal of Commerce. Consult your advertis 


ing agency or write for sample copy and rate 


Daily 


Portland 7, Oregon 


Yj 


See McGraw-Hill advertisement 
on page 167. 


"Since the Market Data Book 
Number is placed in a handy 
spot near my desk, you will find 
that over a period of time it is 
referred to quite often. The best 
way to show my appreciation 
would be to send you an old 
copy with all the thumb prints 
proving how often the pages 
hove been turned.” 


—Armo O. Witt, 


Mar. Sales Promotion 


Schramm, Inc. 


West Chester, Penna. 


LIGHT touch was applied by Pass & 
Seymour, Syracuse, N. Y., maker of 
electric wiring devices, in business 
paper ads aiming a cartoon contest at 
customers in electric trades. 


Trends 
(Continued from page 18) 


the past decade. Most marked of these 
advances is the utilization of photog- 
raphy and electronics in many of the op- 
erations which prepare printing plates 
and forms for the press. It is mainly in 
these preparatory operations, rather 
than in actual press production, that 
the average printer expects to increase 
his efficiency and improve the quality 
of his product. 

There is more evidence of advance 
planning within the industry as a whole, 
as well as among indvidual members, 
than ever before. Formation, just after 
the war, of Printing Industry of Ameri- 
ca, national employers’ trade associa- 
tion, has had excellent results. Coopera- 
tive programs have stimulated progres- 
sive thought and action, and have helped 
raise the general level of management's 
approach to its job. 

With these solid factors as a base, 
the printing industry feels it is well 
equipped to face whatever situation may 
lie ahead. There is the probability of 
shortages in materials and manpower 
due to the defense and mobilization pro- 
gram. The program also will produce 
an increase in volume of government 
contracts to printers, necessitating some 
shifts in operation in order to accom- 
modate priority work, while at the same 
time rendering satisfactory service to 
commercial customers.—J. L. Frazrer, 
editor, Inland Printer, Chicago. 


‘Chemical Industries’ Goes Weekly 

In January, McGraw-Hill’s Chemical 
Industries will begin publishing on a 
weekly basis. 
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“Each Department Head is Notified 
of Articles in Hospital Management” 


Says A. F. BRANTON, M.D., 


Administrator 


THE BARONESS ERLANGER HOSPITAL, Chattanooga, Tenn. 


Named for the American wife of an Austrian Baron who 
contributed to its foundation, The Baroness Erlanger Hospital 
has served its community for 60 years. Last year the hospital 
had 19,744 bed patients, 3,260 babies, 20,975 outpatients, 18,741 
emergency room patients, and 4,800 cancer clinic patients. 
The clinical laboratory made over 200,000 examinations, and 
the x-ray department took 48,000 pictures. Dr. Branton, Ad- 
ministrator, operated his own hospital for 25 years before 
moving to Chattanooga in 1945, and has served as President 
of the Minnesota Hospital Association, and as a Trustee of 
Kiwanis International. 


A PROCEDURE THAT “PINPOINTS” YOUR PROSPECTS 


The largest hospital circulation is fine--and we've 
got it. The greatest unit coverage is good — and we 
have that, too. You might compare this to “saturation 
bombing.” 

But what's more, we give you penetretion — “pin- 
point bombing” of your most important objectives . . . 
directed readership of the magazine among those cde- 
partment heads who initiate the actual purchases of 
your products 

By “directed readership” we mean the kind that 
Dr. Branton describes in his letter, above . . . Notifica- 
tion to the department heads that the new issue of 
HOSPITAL MANAGEMENT is at hand, and that it 
contains special material of interest to them which 
they should read 

In some hospitals, this particular procedure is fol- 
lowed. In others, the magazine is read and discussed 
at regular staff meetings. In others, it makes its way 
around with a routing slip. In yet others, one copy is 
circulated for reading, and a second for clipping. IN 
83.56% OF ALL SUBSCRIBING HOSPITALS IT IS 
DIRECTED TO THE DEPARTMENT HEADS IN 
ONE WAY OR ANOTHER. 


So, to get maximum hospital circulation, greatest 
unit coverage, and deepest penetration — at the most 
attractive page rate—see to it that HOSPITAL 
MANAGEMENT goes on the top of your hospital 
media list. 


Largest net paid ABC hospital circu- 
lation. Send for new surveys cover 
ing architects, food and equipment. ; 
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Exposure---7 
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4 
“2 hours and 
13 minutes 


A good sales picture calls for 
long ad exposures. In “thumber- 
ship” type magazines, ads are 
underexposed. 

Real readership gives quite 
another picture. MASS Trans- 
portation’s readers spend an aver- 
age of 2 hours and 13 minutes 
on each issue. Compare that 
with about 7 minutes spent on 
a magazine which is merely 


“thumbed through.” 


Figure it out. MASS Trans- 
portation’s intense readership 
gives your ad 19 times more 
exposure. 


Why? Because in the transit 
industry MASS Transportation is 
Ist choice for reading enjoyment, 
to one 

To be first in sales to the 
transit industry, expose your 
advertisements first in MASS 
Transportation. 

See SRDS Class. 21—or 
write for rate card. 


TRANSPORTATION 


222 W. ADAMS $1. 
CHICAGO, ILL. 


November 


Nov. 9-11. Paint Industries Show, Congress 
Hotel, Chicago 

Nov. 13-16. Notional! Association of Bedding 
Manufacturers, Stevens Hotel, Chicago. 
Nov. 27-Dec. 2. Notional Exposition of Pow- 
er & Mechanical Engineering, Grand Cen- 
tral Palace, New York 


December 


Dec. 4-10. Automotive Service Industries 
Show. Novy Pier, Chicago. 

Dec. 10-13. Store Modernization Show, 
Stevens Hotel, Chicago. 

Dec. 10-14. Notional Association of Display 
Industries, Hotel New Yorker, New York. 


Dec. 10-14. National Associction of Display 
Industries. Hote! New Yorker, New York 


1951 
January 


Jon. 15-18. Plant Maintenance Show, Audi- 

torium, Cleveland 

Jan. 16-18. Northwestern Lumbermen's Con- 

vention, Minneapolis, Minn. 

Jan. 18-25. Notions! Housewares Show, Navy 

Pier, Chicac 

Jan. 21-25. Nationa! Association of Home 

Builders, Chicage 

Jan. 22-25. ncrete industries Exposition, 

Put Auditorium, Cleveland 

Jan. 22-26. !0th Heating & Ventilating Ex- 

position of American Society of Heating & 

Ventilating Engineers, Bellevue-Stratford 

Hotel, Philadelphia 

Jan. 24-26. Southwestern Lumbermen'’s Con- 

sntion, Kansas City, Mo. 

Jan. 31-Feb. 4. Tronsport Vehicle Show, Modi 
»quere Gorden, New York. 


Februcry 


Feb. 5-7. National Electric Sign Association 
nvention & Exhibit, Hotel New Yorker, 


New York 


Feb. 5-8. Automotive Monufacturers Acces- 


show srand Central Polace, New 
re 
Mar. 11-17. International Industrial Exposi 
tion. Mouston, Tesns 
Mer. 13-15. Midwest Hotel Show. Hotel 
Shermon. Ch } 
Mer. 15-19. Not Metal Show. Detroit 
Mor. 19-23. Western Metal Congress and 
Caposition Calif 


Mar. 19-23. Radio Engineering Show, Insti- 
tute of Radio Engineers, Grand Central 


Palece and Waldor!-Astoria Hotel, New 
York. 


April 


April 17-20. 20th National Packaging Ex 
position, Atlantic City. 

Apr. 30-May 4. National Materials Handling 
Exposition, International Amphitheatre, Chi- 
cago. 


May 


ist week, May. American Industria! Arts As- 
sociation, New York. 


Mey 1417. Americon Mining Congress— 
Coal Mining Convention & Exposition, Audi- 
torium, Cleveland 

May 30-Sept. 9. World Transportation Fair, 
Senta Anita Park, Arcadia, Cal. 


June 


June 3-6. Notional Association of Purchas- 
ing Agents “Inform-A-Show,” New York. 
June 11-15. American Medical Association, 
Atlantic City. 


September 


Sept. 8-23. 2nd International Trade Fair 
Chicago 


October 


Oct. 9-11. Electrical Progress Show, Conven- 
tion Hall, Philodephia 

Oct. 9-12. National Association of Housing 
Officials, Statler Hotel, Washington. 

Oct. 21-24. National Institute of Govern 
mental Purchasing, Shoreham Hotel, Wash 
ington, D. C 

Oct. 22-24. National Electronics Conference 
Edgewater Beach Hotel, Chicogo 


November 


Nov. 5-9. All-industry Refrigeration & Air 
Conditioning Exposition Chicago 


Store Modernization, Trailer Coach 
Shows Called Of 


Because of materials shortages and 
recent developments in building regula- 
tions, the 4th International Store 
Modernization Show, scheduled for the 
Stevens Hotel, Chicago, Mar. 12-15, 
1951 has been postponed. 

The International Trailer Coach 
show which was to be held this month 
in Cleveland has been called off. 
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Keep Eye on Competition 


(Continued from page 43) 


tively. While editors are not inclined 
to repeat what they hear off the record 
from any source, they have many 
sources and they have to be keen stu- 
dents of the industry. They sometimes 
know a lot that they cannot or will not 
print that they can ethically and will 
tell you orally if you take the trouble 
to cultivate them, win their confi- 
dence, and give them a fair break on 
stories they can use. 

Business publishers are in business 
to make profits by selling space. They 
cannot sell space if they do not know 
how to interest and hold readers, nor 
can they sell it unless they can “prove 
their market.” Because of these funda- 
mental facts, they do a great deal of 
market research. 

While you will not be unduly cyni- 
cal if you figure that publishers do 
market research not because they love 
their advertisers but because market 
research sells space, you can get some 
useful and reasonably good informa- 
tion from publication surveys. You 
can also, if you are a reasonably sub- 
stantial advertiser, sometimes wangle 
a certain amount of market research 


at cost. And you can certainly see to | 
it that your own market research di- 
rector meets the research directors of 
the media you use, from whom he 


can pick up much information. 


What Goes On—W here 


The methods of observing com- 
petition mentioned thus far have been 
general and sometimes purely quali- 
tative and that’s not bad, because not 
all background material can be re- 
duced to statistical tables. After all, 
we are concerned with increasing 
profit by finding out what goes on 
in the true marketplace—the minds of 
people who have needs and money 
to satisfy them. 

Nevertheless, quantitative, statisti- 
cal data is generally preferable. One 
way to get it is the lost-order report. 

No salesman likes to report lost or- 
ders, regardless of the reason for the 
loss. 

Consequently, it can be taken for 
granted that you will never get lost- 
order reports on all lost orders nor 
will the reports be as complete as you 
would like to have them. 

Further—and this is a severe lim- 


(Continued on page 152) 


Just What Was This 
“WONDERFUL RESPONSE” ? 


The “Thanks advertisement shown here tells only half the story. 
The original advertisement to which it refers brought more than 700 
inquiries for a new line of refrigerators. ORDERS WRITTEN AS A DIRECT 
RESULT OF THE ADVERTISEMENT WERE SUFFICIENT TO TAKE CARE 
OF THE PLANT'S COMPLETE PRODUCTION FOR SEVERAL MONTHS. 


“Our client,” said the advertising agency “hos asked us to express his 
sincere appreciation of the truly unusual response received to the full page 
April advertisement in Product News for his Cornbination Refrigerators." 

PRODUCT NEWS was the only medium used for this sales 
promotion to dealers. In other words ALL the results came 
from "PN". It's the one medium in Canado which hes every ible 
outlet in general stores; hardware and electrical stores and w lers; 
furniture stores; paints, wallpaper and glass; sporting goods, gift and toy 
shops; variety stores and othe largest retail circulation in Canada. 
It will pay you to write for PN's story of low-cost, high-response readership, 
CCAB audited. 


PRODUCT NEWS 


Published by 
NATIONAL Busix ESS Pusnicarions 


Head Office: GARDENVALE, Que., Canada 


MONTREAL ® TORONTO ® VANCOUVER 
NEW YORK: W. G. Gould, 7 West 44th St., CHICAGO: W. S. Akin, 
19 So. La Salle St.. SAN FRANCISCO: C. H. Wooley, 605 Market St. 


Publishers of: CANADIAN MINING JOURNAL PULP & PAPER MAGAZINE OF CANA\ DA, 
CANADIAN FISHERMAN, CANADIAN FOOD INDUSTRIES OIL & GAS INDUSTRIES, 
CANADIAN INDUSTRIAL tye NEWS, PRODUCT N HOP, CANADIAN REFRIGER- 
ATION JOURNAL, LOCK PLANTS & Frosted FOODS Ne CANADIAN DOCTOR 
CANADIAN JOURNAL OF COMPARATIVE MEDICINE, and the following annuols: CANADIAN 
MINING MANUAL PULP & PAPER MANUAL OF CANADA. NATIONAL DIRECTORY 
CANADIAN PULP & PAPER INDUSTRIES, INDUSTRIAL he NT HANDBOOK, CANADIAN 
PORTS & SHIPPING DIRECTORY (bi-annval). 
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Preferred Reading With Men Who 
make Industrial Advertising « « « 


Supplies Essential 
/nformation, Stimulation 


“INDUSTRIAL MARKETING is one of the few 
publications which I read religiously every month. 
It supplies the information and the stimulation so 
essential to the industrial advertising manager's job. 
For that reason, I would not let a month go by 
without reading carefully (and with great enjoy- 
ment) each issue of INDUSTRIAL MARKETING 


as it comes to my desk.” 


Seys 

WALTER E. SCHUTZ 

Advertising Manager 

DELTA MANUFACTURING DIVISION 
ROCKWELL MANUFACTURING CO. 


WALTER E. SCHUTZ 


Says Mr. Schutz about himself; “I have been in industrial 
advertising ever since graduating from college many years 
ago, and I've been with such firms as Line Material Com- 
pany, Automatic Products Company, the Perfex Corporation, 
and Delta. Twice during this time I was president of the 
local chapter of the NIAA, the first time in 1938 and 1939 
and more recently in 1946 and 1947, the time that the 
national convention was held here in Milwaukee. We have 
won our quota of advertising awards, one year being judged 
one of the 50 best of the DMAA contest.” INDUSTRIAL 
MARKETING, he adds, “supplies a basic need by gathering 
information on all that is + senate throughout the field 
and giving it to me in a single package once every month.” 


Says 

CARR LIGGETT 

Presiden, 

CARR LIGGETT ADVERTISING, INC. 


TARR LIGGETT 


President of Carr Liggett Advertising, Inc., Mr. Liggett 
founded his agency in 1955. He is a 1916 wraduate of Ohio 
University and was in France as a second liewtenant during 
World War L. From 1920 to 1935 he was a partner in a 
Cleveland aeenev. He is now serving on the Board of Gov 
ernors of the Industrial Marketers of Cleveland (Cleveland 
Chapter NIAA) and was IMC president in 1948-49. He is 
1 member of the NIAA Board of Directors and secretary 
treasurer of the Cleveland ¢ hapter AAAA. His agency has 
been a member of the National Advertising Agency Network 
since 1934. His hobbies are writing light verse and music 
Says Mr. Liggett Your editors consistently bring us a 
month-by-month college ourse that’s helpful even to the 
smartest industrial advertisimg man And this includes those 
needle-toothed faculty members, the Copy Chasers though 
I hold my breath each time I tackle their monthly romp 
through the ads.” 


An Undiluted Source 
for Professional Help 


“I don't see how any industrial advertising man, 
either ad manager or agency account executive, can 
do his job without INDUSTRIAL MARKETING. 
For IM is the one undiluted source he’s got for 
professional help, news of what other industrial 
advertisers are doing and the stimulus of ideas from 
all over the field of his interest. But better, even, 
than the undiluted industrial marketing contents 
of IM is the undiluted editorial quality. I don't 
find better stuff anywhere—on new and good tech- 
niques of copy, layouts, photographs and the rest of 
the advertisement; on the use of market research; 
on how to dig up effective selling ideas; on direct 
mail; on coordination of advertising and selling.” 
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A Splendid Working 


Partner 


“I read INDUSTRIAL MARKETING for guidance 

in creative work and for reassurance in measuring 

long-range merchandising plans. Your concise mar- 
keting reports and your objective analyses of indus- 

trial advertising assist greatly in keeping pace in an 

inconstant, competitive occupation. INDUSTRIAL 

MARKETING is a splendid working partner.” 


E. S. SENSENDERFER 


E. S. “Doe” Sensenderfer was only nine years old when he 
went into newspaper work—as a route carrier on his horme- 
town paper. By the 1920's, he was in advertising. During 
the ‘30s he was advertising manager for U. S. Asbestos 
Division‘ of Raybestos-Manhattan. In 1942 he moved on to 
Washington with the American Trucking Associations, Inc 
A year later he was in OD's, the artillery, and Europe. After 
discharge, he became associated with an advertising agency 
In 1948 he joined Bonney Forge & Tool Works as advertis- 
ing manager. “Like most men in this work,” says Mr. Sen- 
senderfer, “I set a heavy reading schedule for myself from 
a broad range of publications. Most of this reading is more 
or less casual. However, about a half-dozen publications 
fall into the cover-to-cover category. INDUSTRIAL MAR- 
KETING is one of these.” 


Soys 

FRANK M. HUTCHINS 

Vice-President 

HUTCHINS ADVERTISING COMPANY, INC. 


FRANK M. HUTCHINS 


Frank M. Hutchins is vice-president of Hutchins Advertising 
Company, Inc. He is account executive on the Victor Insu- 
lator account, assistant account executive on the Garlock 
Packing Company account. He also assists on the Gould 
Storage Battery, Haloid, and [lex Optical advertising. He 
still finds time, though, to spend Monday nights with his 
Bey Scout troop and to teach “Practical Advertising” on 
Tuesday nights at the Rochester Institute of Technology. 
A graduate of Dartmouth College and the Amos Tuck 
School of Business Administration, he was a second lieu- 
tenant in the army during World War II 


Provides Me with 
Usable Facts 


“INDUSTRIAL MARKETING keeps me up to date 
on campaigns of leading industrial advertisers. It 
gives me new copy slants and ideas, Most of all, it 
provides me with usable facts that can be turned 
into additional revenue for our agency.” 


BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


INDUSTRIAL 


@ 200 E. ILLINOIS ST., CHICAGO 11, ILL. @ 


Soys | 
E. S. SENSENDERFER 

BONNEY FORGE & TOOL WORKS 
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IMPLANT YOUR PRODUCT OR YOUR 
SERVICES IN THE MINDS OF BUYERS 
THROUGH THESE TWO MEDIUMS... 


“The Paper Industry” 


Oldest ABC Monthly in the field, gives you top management 
coverage, top production coverage, top engineering coverage 
and top technical coverage. Monthly advertisements carry 
your sales messages directly to all functioning departments 
where orders for machinery, chemicals equipment and sup- 
plies originate. 

Total net paid circulation 8,382 as of June 1950. 

A magazine edited by specialists who have spent a lifetime 
in the Industry. 


“Paper and Pulp Mill Catalogue” 


The only “CATALOGUE” published to serve the Industry. 
It is not a directory but a complete cross indexed catalogue 
and engineering Handbook which is kept at the finger tips 
of responsible men in the mills at all times. 

+-Page, 8-Page, 12-Page or 16-Page inserts enable you to 
distribute your catalogue information to every operating 
paper and pulp mill in the United States and Canada, plus 
many mills in foreign lands. 


Have our Representative point out the thoroughness of our Coverage and 
the authoritative influence these Publications hold in the industry. 


FRITZ PUBLICATIONS, INC. 


59 EAST VAN BUREN STREET, CHICAGO. S. ILL 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- thet well. 
mation in the operation of business. 
Used by business organizations and Resert SNIPS MAGAZINE 
their advertising agencies for collect- S707 W. Lake Catenge 44, | 
ing editorial publicity, for maintain- ; 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 


Booklet No. 50 Clippings Aid Business ...are included in your sub- 
Booklet No. 60 Magazines Read by Becon's scription to the Art Mart* 
BACON’S CLIPPING BUREAU Service. Send for details. 


343. Se. Chicago 4 


(Continued from page 149) 


itation—it is an open question how 
genuine any lost-order report is. By 
that [ mean this: | have an order to 
place. Salesmen A and B are in com- 
petition. Salesman A gets the order. 
Salesman 8B calls, learns the order has 
been placed. He must make a lost-or- 
der report, and so he questions me. I 
tell him that A got the order, which 
is true, and I give him reasons for my 
choice. Now, it is possible that: 


1. I have rationalized to the point 
that even I have lost the real 
reasons. 


2. I know the reasons, but chose to 
give him rationalizations that 
were my surface reasons and 
my justification in asking and 
getting approvals and appropri- 


ations from superiors. 


. | have an exact recollection of 
the reasons and disclose them. 


A Technique to Use 


There is not a great deal a salesman 
can do beyond accepting what he is 
told and elaborating what is said with 
any comments or conjectures that 
seem reasonable. In market surveys, 
there is a technique for getting around 
this. An amusing example came out in 
a survey of the buying of commercial 
typewriters. 


The facts, as developed by the inter- 
viewer who talked both to a secretary 
and her superior, were these: 

The girl preferred one make of 
typewriter but believed her boss 
wanted another. Her boss actually 
preferred the make she wanted but 
believed that the important thing was 
to satisfy the girl. 

He asked her for her recommenda- 
tion. Being a sycophant (a most un- 
usual trait in the sex that wants and 
gets its own way), she asked for what 
she believed to be her boss’s prefer- 
ence, and so that was what he requisi- 
tioned for her. 

Had this information come in as a 
lost-order report, it would have been 
reported as “operator preference,” 
whereas it was in fact a comedy of 
errors. 

Despite this weakness of lost-order 
reports—the inability or unwilling- 
ness of some buyers to reveal their 
true motivation to salesmen—such re- 
ports at least show who actually gets 
the business when two or more ven- 
dors are in competition. If the lost- 
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order reports are posted to the sales 
control record and picked up on the 
punched cards, analysis of lost orders 


nd develo t of ience tabl 
is simplified. Put the 
spoken word to work 


Several services show the amounts , fe eee selling 
of space used by individual advertisers 
in different publications. Your adver- at your product! 
tising agency or a friendly publisher's a 
representative can tell you which one 
will be best suited to your needs. 

By using such a service, you can 
keep advised of how competitors are | accomplish this objective. 
spending for publication advertising S. D. Warren 
and what schedules they are using. THE SATURDAY EVENI 
pervisor can accumulate tear sheets of 
each competitive advertisernent. 

Through your trade association or 
by direct contact with competitors, 
you frequently can get yourself on 
the external mailing lists of each com- pn 
petitor on an exchange basis. Of 
course, this gives you no information 
about the lists competitors are using, 
but it does keep you aware of the ap- 
proximate number of mailings, the 
elaborateness of the material, the 
products featured, and the user bene- 
fits stressed or copy themes and treat- 
ments used. This shirtsleeves research 
is often forgotten or overlooked. 


Study Competitive Advertising 


They Won't Fuss 


Since everybody knows that any- 
body can get a friendly customer to 
save competitive mailings and pass 
them along, most people will not fuss 
about an open exchange of direct mail 
via the external lists. 

Though it has nothing to do with 
market research, there’s no harm in 
mentioning the common practice of 
buying in the open market all new 
competitive products and samples of 
staple products from time to time for 
testing and study by the design engi- 
neers, testing laboratories, and prod- 
ucts research departments. 

There are innumerable ways of 
keeping an eye on competition. The 
fundamental thing is to decide how 
much of it is to be done and who is to 
be responsible for each part of the job. 
Market research departments can do 
many parts of the job, but some parts 
do not fit into their operations and 
can be done better by the advertising, 
engineering, filing, library, or other 
departments, or by the sales depart- 
ment itself. 
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Color 


Heres Individualized 
Service tellered to 
your mos? exacting re 
quirements. Whether 
your seed is slide du 
plication alone, or the 
whole job from origi 
nol art to a finished 
sales, training, TV, or 
educational program 
Cineque experts do the 
job auictly occe 
rately. Cineque's lob 
oretery capacity of 
ever 12,000 slides or 
25.000 feet of fim 
strips daily means 
speed and economy 
for you 

No order too smal! 
Nore too lorge. Com 
pletely modern auto 
matic procesting equ p 
ment 

Moasiers made from o 
rigina!l photos, art, or 
transparencies. Art 
Photo and Copywriting 
Service avallable 


426 E. 89th Street 


PRODUCERS © CREATORS 
SLIDE FILMS 
& TRANSPARENCIES 
Black and White 


SLIDES, 
Pile STRIPS 


Speciolists in 
Quentity 
DUPLICATIONS 


OVER 50,000,000 SLIDES PRODUCED 


Write, Phone, or Wire For Further Information 
end Qvotations 


CINEQUE COLORFILM LABORATORIES 


New York N.Y 


SAcramento 2.5837 
Chicego Office: 30 W. Washington St, 


Ever buy a dynamo 
around trip ticket? 


It sounds simple 


but when the 


itinerary calls for stopovers and rout- 


ing to key cities and towns, you run 


into problems. And if you multiply 


one dynamo by more than two thou- 


sand separate units of electrical 


equipment, you'll have a fair idea of 


what General Electric was up against 


when they decided to do some com- 


mercial traveling 


If you'd like to 


see how G. E. solved a monumental 


problem in logistics 


-and how we 


helped them solve it—turn to page 166 


Send for Reprints of INDUSTRIAL MARKETING Articles 


@ The following reprints of outstanding editorial features are offered as a special 
service to IM readers. Please send reprint order (number and name of article) 
with exact amount in coin, stamps or check to: The Editor, InpustaiaL MaRrKet- 
inc, 200 E. Illinois St., Chicago 11. Sorry, but we are unable to handle credit 
orders under $1. We'll be happy to bill you for larger amounts. 


R200. How Industry Buys, by John H. Platten, Oct., 1950. 15c. 

R199. Business Paper Volume for 1949 Analyzed, by A. R. Venezion, Aug., 1950. 15c. 

R198. Ten Ways for Salesmen to Woo the Purchasing Agent, by J. E. Coleman, Aug.. 
1950. 

R197. How A Product Handbook Con Prove Your Ad Results, by Robert D. Towne, July, 
1950. 10c. 

R196. How Business Papers Can Meet Their New Competition, by William A. Mar- 
steller, April, 1950. 

R195. Census Shows Big Increase in Power Use, May, 1950. 15e 

R194. Decentralize Your Sales Force for More Effectiveness, by Glen H. Treslor, Moy 
1950. 

R193. Organizing and Managing Industrial Market Research, by Bay E. Estes, Jr.. 
May, 1950. 

R192. Why readership surveys go wrong . . . and how to right them, by Robert B. 
Luchers, May, 1950. 15c. 

R190. Business Paper Space Placed by Advertising Agencies: 1949, April, 1950. 10c. 

R189. Publicity Can Bring Sale. If You Pinpoint Your Target, by Harry W. Smith, Jr., Feb. 
1950. 10c. 

R187. “ And Audience Calls for Better Annual Reports, by Richerd H. Bailey, Jon. 


R186. to ineers? Educate Them, but... , by Huxley Madehoim, Oct. 1949. 15c. 

R185. Advertising Bocen't Pay Uniess You Have o Job for lt, by Julian Boone, October, 
1949. 

R184. How to Use Graphs in Industrial Advertising, by L. Leonard Philips, Sept., ‘49. 10c. 

R183. Globe-Wernicke Scraps Its Precedents with a New Marketing Plan, by W. K. 
Downing, August, 1948. 10c. 

R182. How to Get Publicity—Your Hidden Soles Asset, by Hal Burnett, August, 1948. 15c. 

R181. Back Your Solesmen with Advertising's Fire Power, by D. F. Austin, July, 1949. 10c. 

R180. 22 Things You Should Know About Industrial Buyers, July, 1949. 10c. 

R178. 5 Steps to Finding Out . . . Does Your Employe Magazine Pay?, by Ken M. Davee, 
June, 1949. 10c. 

R175. How to Measure Results of Industrial Advertising, by William A. Marsteller, 
May, 1949. 

R173. Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept., Oct., Nov., Dec., 
1948, Jan., 1949. $1.00. 

R172. How to Get the Meat Out of Starch Reports, by Richard L. Edsall, May, 1949, 10c. 

RI71. Dustry Rides Again, by Richard B. Carland, Apr., 1949. 10c. 

R170. 16 Ways to Sell to Engineering Departments, by J. T. Bennett, Apr., "49. 10c. 

R169. How to Advertise to Business Men, by Howard G. Sawyer, Nov., Dec., 1948. Part | 
of Series. 

R168. How to Moke External Publications Pay Off, by Harrison M. Terrell, Oct., Nov 
Dec., Jan., Feb., 1948-49. 50c. 

R167. Hew to Plan and Pep Up Your Show Exhibit, by Karl F. Kirchhofer, Jon., 1949. 10c. 

R166. Keep the Line Open Between Employer and — by Robert Newcomb and 
Marg Semmons, May, June, July, Aug., Sept., 50c. 

R165. How Industrial Buying Is Done, by W. D. Calley, os 1948. 10c. 

R164. How Advertising Agencies Can Overcome Monagement's Adverse Attitude, by 
Leo Burnett, November, 1948. 10c. 

Rié!. We went to Four-Color Inserts On o Cut Budget, by Clifford Stubbs, June, ‘48. 10c. 

R160, Mockup Demonstrator Improves Salesmen's Closing Ratio, by H. W. Bluethe, 
Oct., 1948. 

R158. Researching the New Product, by William J. Stokes, June, Aug., 1948. 15c. 

R157. Sending a New Heoting Product to Market, by Stuart Phillips, Sept., 1948. 0c. 

R155. Guideposts for Forecasting, by Fronk D. Newbury, Aug., Sept., 1948. 25¢. 

Ri54. ye Newspaper Advertising to Spot Industrial Buyers, by Wilhelm Ferdinand, 

Aug., 1948. 10c. 

R153. Using the Telephone to Help Mechonize Your Field Soles, by Karl F. Kirchhofer, 
May, 1948. 

R152. Catalogs as Sales Tools, by B. M. Wolberg, May, 1948. 25¢. 

R145. How Can | Find What Type to Use? by A. | ew Hopper, Apr., 1948. 10c. 

R144. Techniques That Will Mote Your Copy Pull—The Copy Chasers Column, Apr.. 
1948, 

R143. How to Make “Nen-Selling” Advertising Pay Off, by R. E. Whiting, Mar., ‘48. 10c. 

Market Reseorch Combets High Distribution Costs, by Richord D. Crisp, 
1948. 10c. 

R139. Selling in the Buyer's Market, by L. Rohe Wolter, Feb. 1948. 0c. 

R138. Education on the Selling Line, by P. R. Willmarth, Feb., 1948. 10c. 

R137 ey Tells How Its Ad Campaign Is Tailored to Reach Export Markets, by 

G. Van de Loo, Oct., 1947. 10c. 

*R133. The Effectiveness of Repeated Advertisements, Sept.. Oct. and Nov., 1947. T5c. 
R127. The Economics of Industrial Advertising, Jesse H. Neal, Sept. 1947. 0c. 
Ri2!. The Orchestration of Type, by A. “~~ Hopper, Mar., 1947. 

RIOS. The Agency-Client Relationship, by C. E. Gischel, July, 1946. 0c. 


*12-poge reprint summary of the Repeat Ad Study made under the quidonce of e 


special steering committee of industrial advertisers, ag and publi 
Single copies—75 cents, 10 or more—5S0 cents each, 25 or more—25 cents cash. 
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Western Union 
(Continued from page 44) 
own office. We found this: calls 


haphazardly made to any company of- 
ficials are extremely time consuming. 

We found that one official, the pur- 
chasing agent, always could give us 
a quick, accurate identification of the 
man we wanted to reach. The pur- 
chasing agent knows who directs the 
different departments and programs, 
and who initiates and approves the 
purchases of different kinds of equip- 
ment. Therefore, Western Union op- 
erators were instructed to ask for the 
purchasing agent. If there was none, 
they were to ask for the plant or pro- 
duction manager. 

Another problem: either because of 
a misunderstanding of the question or 
a desire to protect their company or 
position, some purchasing agents, 
when asked, “Who is the man in 
charge of materials handling?”, might 
reply, “I am.” 

When that happened, the operator 
asked, “Is there anyone in the plant 
besides yourself in charge of materi- 
als handling?” 

If no one at the plant was in charge 
of materials handling, the operator 
asked who selected such equipment as 
cranes, conveyors, hoists and indus- 
trial trucks. 

Whenever Western Union reported 
that the purchasing agent was in 
charge of materials handling, a _re- 
check was made through a different 
official. These recheck calls were the 
final confirmation of the soundness of 
the method, for through them Western 
Union invariably got the name and 
title of the right man. 

Within two months time, 28,852 
direct, personal calls were made. 
More than 99'% of these calls resulted 
in obtaining the name and title of the 
key man in our field at each plant or 
distribution center. Many companies 
with large operations in one location 
provided several names. Thus more 
than 3,000 more important buying in- 
fluences were obtained, bringing our 
list to 32,000—a circulation increase 
of 50%. 

An industrial market located in this 
manner or a circulation list built this 
way appears to have important ad- 
vantages: (1) each company identifies 
its own key man in your picture, (2) 
the speed of surveying insures that the 
entire list is up-to-date and (3) prac- 
tically 100% coverage of the com- 
panies you select is assured. 
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© Low 7! Advertsing Pages 


GAS « Goined 7! Advertining Pages 


AMERICAN GAS JOURNAL 
© Low 33 Advertung Pages 


More and more advertisers are 


turning to GAS for complete 


coverage of the Gas Industry Ly 


IN 1949—GAS was the only publication in the Gas 
Industry to record a gain in advertising. 
75 new advertisers were added who did not 
appear in GAS in 1948. 

66 advertisers used GAS exclusively in 
preference to other gas publications. 


IN 1950—GAS shows a gain in advertising 24% greater 
than 1949 for the first six months. 


There must be a reason:— 


GAS reaches only real readers with real buying authority! 


94.7% VERIFIED READERSHIP REVEALED BY SURVEY OF 


TYPICAL INDUSTRIAL AREAS PITTSBURGH, PENNA. iy 


Se Out of @ total of 42 controlied subscriptions ta the area, : 
Verified R ip | 37 “Yes, we are finding GAS useful, and wish to | 
Control! continue receiving it.” 3 subscriptions were dropped from 
one our cCreulation list—1 “not read, not wanted” and 2 
Circulation “no longer with company” —end all 3 were replaced by the 
dustributor with names of the new buying euthorties in 
88.1% 
the gas companies concerned 
Verified Readership GAS has 53 paid subscribers in the area, verified at regu 
of Paid Circulation lar intervals by their renewals of subscriptions at full 
100.0% basic rates. : 


TOTAL SUBSCRIPTIONS IN PITTSBURGH 
Verified Readership 


HERE 1S HOW GAS’ READER VERIFICATION WORKS 


1. 6 months efter Controtied reader 2. the enewer te either of the above 
is edded, ond every 24 months questions “Me,” thet reeder & 
thereetter, he is asked followme promptly Cropped trom the circule- 
questions 


Non Readers ore Eluminated 


94.7% 


This quorentees to the odvertiser 
100% circulation -— circulation 
free of wareed copies —ond tree of 

deadwood in the shape of copies go 
ing to those who hove left the field 


Get the Facts, write for 80 pege booklet “Gas Verified Readership” 


95 


Total Circulation more than 7000 
monthly... More Circulation than 
any other gas industry publication. 


Alvarado Lox Angeles 4 


~ Di 74357 


TULSA 
1941 Berton 
Phime 2-2414 


| The Tremdis — 
1949 Advertising Gains and Losses 
if 
| 
a 
4 
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DOES YOUR FILM PRODUCER OFFER 


WRITING STAFF QUALITY CONTROL 


PRODUCING STAFF DEADLINE RELIABILITY 


@ BUSINESS STAFF @ FINANCIAL SECURITY 


FULL FACKLITIES 37 YEARS’ EXPERIENCE 


You've heard it before and you'll hear it again . . . “There’s no 
substitute for experience!" An ever-increasing group of indus- 
trial advertising managers is learning that 37 years of Atlas 
know-how is an important factor in the production of top quality 
motion pictures, slidefilms and television commercials. Your in- 
quiry is invited. 


Ailes Film Corporation 


South Boulevard Oak Park, Illinois 


Write for booklet 


PARK PLACE, WE WARK 


Aro sCRiBe creates ond pre 


duces better 

eae sales as the 

rtirm’s 

See McGraw-Hill advertisement detaiis...0n you Netiernead 


on page 167. 


AD SCRIBE, North Canton, 0. ciates, Chicago, to handle advertising. 


EIGHT-ACRE community park is 
leased to town of Bridgeville, Pa., for 
$1 a year by American Cyanamid Co. 
to improve community relations. 


Problems 
(Continued from page 28) 


government tax collectors, who add 
taxes to their prices. Corporation cus- 
tomers, again the general public, pay 
higher prices which in good part are the 
higher taxes which our government has 
collected through the corporations. 

Through your house magazine or oc- 
casional bulletin that you may issue, 
you can try to make this picture clearer 
to your readers. Perhaps also you can 
write an occasional editorial for your 
town newspaper. 

Those of us who see the picture clear- 
ly and have some ability or interest in 
writing should take time out to use our 
tongue along this line. Economy is 
never popular with politicians unless it 
is insisted upon by their constituents. 
The tremendous expenditures on the 
part of our Federal Government for 
various international purposes may or 
may not be necessary, but certainly if 
the money is to be spent in this way it 
is absolutely essential that we econo- 
mize internally if our government is to 
keep from going bankrupt. . 

With particular reference to the tax 
angle a small manufacturer by the name 
of Larry Kreger of the L. F. Kreger 
Mfg. Co., 540-550 W. 35th St., Chicago 
16, is trying to do his part by offering 
what he calls needle stamps which show 
the large amount of tax included in 
everything we buy. Perhaps you can get 
some from him and help get the facts 
over to the public this way. 


Apex Smelting Names Shrout 


Apex Smelting Co. Chicago and 
Cleveland, has appointed Shrout Asso- 
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SEND FOR THESE HELPFUL SELLING TOOLS 


1101—How To Gether and Use 
Market Analysis Information 


tion about rk ethod 
of i ) and tables. 
(Previously offered in this section—Fed. 


CIRCLE 1101 ON READERS’ SERVICE CARD 


1102—-How to Set Up A System 
For Handling Inquiries 


company believes the advertising and 
together in 
the proper handling of inquiries, ix has 


CIRCLE | 102 ON READERS’ SERVICE CARD 
1103—Copy That Clicks 

Here is a booklet on how to 
prepare effective paper acdver- 
tising. It discusses short copy versus long 


He 


ganizations who participate in many con- 
ventions, county fairs trade shows. 


CIRCLE 1106 ON READERS’ SERVICE CARD 


Relations with the Press without printing ink? Without it, news 
Too often, suspicion and sometimes out- te 

the press and industry. To determine why National Asseciation of 

this is so, a survey was made among more Ink Makers, Inc., offers “Print- 

than 100 editors and reporters who told ing Inks of Today”—a booklet that is a 

how they got along with industry, how “must” for your of sdvertising 

industry could get « better pros, what and graphic arts information. In easy-to- 

what criticisms or suggestions they would different kinds of inks—where, why and 

offer to management. The findings of how they are used. 

this study are presented in « atpepe 

Press Relations Manual prepared for CIRCLE 1109 ON READERS’ SERVICE CARD 

Readers’ Service Dept., INDUSTRIAL MARKETING 501 


Please send me the 


1109 «#61110 «+1111 


following research and media data: 
1102 1103 1104 


1112 
print or “ype 
Note Inquiries for Items nut serviced beyond Feb. 15, 1951 


@ pressure 
tising. Ideal for use on si posters, 
labels, etc., it adheres to any smooth 
surface—will not mar finest finishes—is 


1105 1106 1107 1108 
1113, 
betow! 


— 


BUSINESS REPLY CARD — 
First Class Permit Me, %, Sec. S10, Chicago, ill, -—--4 
Readers’ Service Dept. — 
INDUSTRIAL MARKETING == 
200 East Illinois Street — 
Chicago 11, iff. — 


> 
1106—Trade Show Exhibits Made  =§$Textile Committee on Public Relations | 
Of Corrugated Board by Andsnen & New 
CIRCLE | 107 ON READERS’ SERVICE CARD 
printed, in booklet form, this series of is being app’ to the manufacture of 1108—How To Make Posters, 4, 
three articles published originally in ]1- trade show exhibits. The Capex Co., Put iy 
dustrial Marketing. A “Readers’ Digen” is line of pre. Signs and Labels Stey 
size presentation, it carri ood informs, abric displays of “Rigicor”— 
. ~ a trade name for a double faced corru- This is information about Kleen-Scik, oy 
4 gated board developed especially for dis- qf. 
play purposes, The material is said to have ee hoy 
1950.) a white sulphite surface which looks ex- wie 
actly like wood or wall board when spray — — - Ts 
or brush painted. than 25 modern for im 
shipping weighs. Good for small com: ne, nates of 
To the Monsanto Chemical Co., St. rT 
Louis, the inquiry is king. Because the CIRCLE 1 108 ON READERS’ SERVICE CARD 
1109-—The Story Of Printing Ink 
| 1107—How To Improve Your 
published a 32-page bookler “Let's 
Synchronize.” It tells (1) what inquires 
Z mean to Monsanto—or your own com- . 
pany, (2) what the advertising depart- 
; make inquires to more sales. This : 
booklet carries excellent “how to do it” 4 : 
information for those interested in 
3 tablishing a new inquiry handling sys 
iad 
this well known booklet. If you haven't 
a obtained a copy, here’s your chance. Of- we 
i fered ty Associated Business Publicatiors. || 
1104—Samples of Good Business | 
be This is just part of the information { 
contained in a 16-page booklet “The Role | 
omy” recently published by McGraw- 
- der these titles: The business magazine, Hee 
i one of today’s business editors fe 
helpfulness in World War II. How busi- 
ness magazines are mobilized for today’s 
needs—Evidence of America’s depend- 
CIRCLE 1104 ON READERS’ SERVICECARD =| 
an 1105—1951 Beinap & Thompson 
a Do you have, or are you considering a | Ne 
ea f this new “Prize Selector” which is full of | fa 
Christmas-time awards. Additional litera. 
ad & ture tells how to set up your incentive i ie 
program—lists “do's” and “don'ts.” 
CIRCLE 1105 ON READERS’ SERVICE CARD 
ry 
j 


Industrial Murketing for a short time wi Sell More Goods 
out cost. 


estward Moving Market Now?” is re- 
printed from the Sept. issue of Industrial 
Marketing. 

CIRCLE 1111 ON READERS’ SERVICE CARD 


in the 

States 
BUSINESS REPLY CARD — 
First Class Permit No. %5, Sec. 510, & Chicago, 
Readers’ Service Dept. ——— 
INDUSTRIAL MARKETING == 
200 East Illinois Street — 


Chicago 11, Ill. 


Readers’ Service Dept., INDUSTRIAL MARKETING 5011 
Please send me the following research and media data: 


1101 1102 1103 #1104 «+1105 #+%1106 #41107 «+1108 
print or type imtermatiea below! 

Mote inquiries for items not serviced beyond Feb. 15, 1951 


CIRCLE 1114 ON READERS’ SERVICE CARD 


111527 Ways To Use Poor's 
Register of Executives 


Here’s a little folder which tells 27 dif- 
ferent ways in which leading executives 
use Poor's Register of Directors and Ex- 
ecutives. Typical uses: as a mailing list; 
a supplementa! credit refe-ence; in sell- 


CIRCLE 1115 ON READERS’ SERVICE CARD 


1116—Picture Story of What's in 


CIRCLE 1116 ON READERS’ SERVICE CARD 


“ma USE THESE RETURN 


CARDS FOR PUBLICATIONS 


MENTIONED ON THIS PAGE 


These handy return cards will 
save you time and help you get 
facts to aid in your market plan- 
ning. Use them today! Indus- 
trial Marketing's fact - pocked 
to more efficient marketing of 
your products. Check these 
pages now. When you write IM 
Marketing. Or use these cards 
to get booklets offered in IM's 
advertising pages. 


I SEND FOR THESE MARKETING AIDS fm 
1116—Premium Buyers Guide 1112-——Report on Advertising j 
4 ers promotion production 
mum Buyers ‘ a combination Study American Machinist a new approach to a tough } j 
rectory and “how to do it” book. It lists monthiy, ic doce no calling fer 
| a “New leems” index, listing more than Machinist, This 24-page tele how 
‘ 100 new and unusual items, (35) « price the study was conducted—gives « con- 4h 
erticies much “Coordinating CIRCLE 1112 ON READERS’ SERVICE CARD 
ve ork, img space and service by publications and aN 
CIRCLE 1110 ON READERS’ SERVICE CARD advertising to new 
marketing methods and came up with this wlling how ud die 
” you can examine this 3,200 
1111—How te Keep an Eye directory free. th 
on Your Markets as they aumber of chem slo wo 
products, A special i 
Move and Change 
Industrial market just don't ay put. | 
CIRCLE 1113 ON READERS’ SERVICE CARD 
, When you | more Store for Chemical Industries 
tells the “why” and “how” of keeping an ; 
i} under where's Promotion and Production Mea chief editorial emphass on the interpre- 
; tation of “What's New” tells of proposed F 
W The Sewell Co., New York printers, of- plans to expand and intensify this service 
: fer “Idea Exchange and Promotion News with a publishing program which calls for Tg 
y Digest.” It gives « quick summary of busi- a heavier investment in editorial, research ’ é 
| ness paper reports of special interest to and marketing staffs. A most interesting 
tour through a portion of the McGraw- ‘’ 
Stamg Necessary 
i 
| 
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Sales Slidefilms 
(Continued from page 37) 


nical groups that influence buying, 
but by technical men themselves. 


Emphasis 


Using whatever device is consistent 
with the tenor of the film—repetition, 
exaggeration. surprise, color, humor, 
sound—the single frame can impress 
special features of the argument which 
might slip by unnoticed in some other 
medium. All effects are supported by 
sound, and the success of the film de- 
pends on the absolute coordination of 
the picture with the spoken word or 
music. 

All these things are what a slide- 
film can do in putting across your 
sales, sales training, employe relations 
and public relations messages. But in 
order for these factors to work their 
best for the company making the film, 
the company must abide by several 
do’s and don’t’s of good film making: 


1. Before film production gets un- 
der way, make sure you familiarize 
the film producer thoroughly with 
your company, its operations and 
background. 

When you make a sales training 
film, for instance, you must enable the 
producer to learn the status and aims 
of your company. He will want to 
know the number, type and geographi- 
cal location of the men or women who 
will use the film. 

He must know what has been done 
by other methods to train these men; 
what the mental approach of the man 
to his job will be; what does he like 
or dislike about the product, the cus- 
tomer, the company; what are his in- 
centives to do a better job; what 
language does he use and understand 
most readily. When your film pro- 
ducer is fully equipped with all per- 
tinent data about conditions, proce- 
dures, theories, philosophies, he is 
ready to tackle the business of getting 
a slidefilm into production. 

2. Make sure that pictures, cap- 
tions, commentary and music are well 
coordinated in the film. This is a vital 
gage for measuring the worth and im- 
pact of any slidefilm. 

To help achieve that coordination, 
see to it that you or the film producer 
have an artist taking notes on any field 
trip or at any conference concerning 
the script. For, effective as the picture 


sequence may he, its messages can be | 
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EXAMPLE NO. 5 


Among manvfacturers of 


TIN CANS AND OTHER TINWARE— 


129 KEY PLANTS EMPLOY 45,345 


— account for 96.9% of the employment, 
and 96.5% of production in this industry. 


The 1949 McGraw-Hill Census identifies each and every one of 
these 129 key plants — those with over fifty employees — by name, 
location, number of employees, and chief product manufactured. 

The Tin Can and other Tinware industry is only one of 144 
segments of manufacturing industry. In each of these 144 seg- 
ments, McGraw-Hill’s Census isolates, identifies, classifies and 
rates the worth-while manufacturing plants. 


The who ond 


publishing contro 


Complete 
1949 Census, show! 


@ McGRAW-HILL PUBLISHING COMPANY, ING. 


330 WEST 42nd STREET NEW YORK 18,N.¥ 
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fluences within those plants. Compe industri 
and the buying '" and maintained for the other | omens im 
tothe-minute paid audience of buying influences > 
by mojor ond sub-major in- t oF 
ions, by states, and 
other facts are all contained in 
ie page MARKET DATA BOOK. Write us | 
or ask your McGraw-Hill man for 
copy. 
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Heads Buda Company 


R. K. Mangan has been named president 
of The Buda Company, Harvey, 1, mana 
facturers of diesel and gasoline engines 
and other industrial equipment. Mr. 
Mangan and 261,580 other men of action 
throughout American business read The 
Wall Street Journal daiiy. 


(Advertisement) 


- of a series of people YOU 
« VU have on Your Mailing List. 


if he blots or can't find 

@ pen, he screams 

“Thetiwithit! ond 

you lose another order 

But not with REPLY-O 

LETTER! REPLY-O 

LETTER corries your 

(ateady filled in) reply 

cord in on exchsive slip-out pocket. No 
signing ro blots no pens 

No wonder the largest users of direct 

mol soy that thelr returns ore incredibly 

high — their costs surprisingly low Example 


‘In nine tests conducted during the post 
three years, REPLY.O LETTERS goveus 60% 
more returns than conventional lefters 
Horpe:'s Magazine 
Send for sample letters and free copy 
of “IT WAS ANSWERS HE WANTED.” 


S NEW YORK 


cost. 

In a drawing, a complicated me- 
chanical unit can be simplified, and 
attention can be drawn to the one ele- 
ment that is important. Distracting 
features can be eliminated. 

4. Don’t overlook humor. It is es- 
pecially adaptable to slidefilms, where 
the cartoon treatment can be used 
easily. 

5. Don’t keep using a slidefilm 
after it becomes obsolete. Revise it or 
replace it. Obsolescence, even in only 
a part of your film, can weaken your 
entire message. 


| destroyed by improper coordination 
with the script. The moment any 
discrepancy occurs between legend and 
picture, the film falters, the train of 
thought is interrupted. 

%. Make full use of your artist. The 
photograph, although good on occa- 
sions, has limitations. Anything can 
be drawn, but not everything can be 
photographed. 

Machinery can be photographed in 
action. But a diagram, simplified il- 
lustration, cut-away or cross-section 
of machinery often can tell the same 
story better—and sometimes at less 


constantly turning in for his mailing 
list, which is used effectively by Doug- 
las C. Miner, our advertising manager, 
both for direct mail advertising and 
the distribution of the magazine.” 

Another test of a good salesman, 
he added, is his ability to suggest new 
uses for the many Houghton products, 
or new products which could be 
developed for customers’ require- 
ments. Suggestions of this kind are 
constantly submitted, he said, result- 
ing frequently in the introduction of 
new specialties or the discovery of im- 
portant new applications of products 
already on the market. 

“For example,” he said, “we have 
an extensive line of wetting agents 
sold widely to the textile industry and 
for which we have been seeking new 
outlets. One of the newest is for use in 
making absorbent paper-tissues and 
toweling. We determined by experi- 
ment, once the need was established, 


Industrial Selling 


(Continued from page 106) 


the maximum potential, it is still nor- 
mal policy to go along with him. In 
contrast, a careful selection plus ex- 
tended training period will usually de- 
termine a man’s ability before he is 
given a permanent post. 


“Our method of compensation,” 
Mr. Miller explained, “involves pay- 
ment of a salary based on the volume 
in the salesman’s ter- 
ritory, plus a commission on addi- 
tional volume. Each salesman is thus 
responsible for his own earnings. 
There will always be a wide variation 
in the record of salesmen because 
some of them are much better adapted 
to their assignments than others. The 
latter can to a large extent be elim- 


of business 


inated in the beginning if an accurate 
method of selection is set up earlier.” 
The marks of a good salesman, in 


the opinion of the Houghton veteran, 
are many. One test is the ability to 


what type of wetting agent was best 
adapted for this particular use, and 
have already developed an excellent 


present a new product so interestingly acceptance for it.” 


that the purchasing agent, the first 


The extensive Houghton advertising 
point of contact, will suggest that the 


campaign, involving use of publica- 
salesman see the department head re- 
sponsible for the use of that particular 
type of product. Once in the plant, 
the alert salesmen will see many op- 


tions in the general industrial, metal 
working and other special fields, plus 
direct mail and distribution of “The 
Houghton Line’, produces a large vol- 
ume of inquiries. Mr. Miller believes 
that they 
promptly followed up. Many salesmen 
are reluctant to interfere with their 
normal routine of calling on estab- 
lished accounts, and hence fail to give 
the inquiry immediate attention. 
“Some of our best customers have 


portunities for the use of the com- 


pany’s wide line of products, and 
will meet other production 
men who are buying influences in 


are of little value unless 
usually 
their own departments. 


our house 
Line,” 


“The mailing list of 
magazine, “Phe . Houghton 
Mr. Miller explained; “is constantly 
built up and corrected through these been created as the result of inquiries 
produced through advertising,” Mr. 
Miller said, “and we know they are 
valuable. Even though headquarters 
may have advised us that literature re- 
quested by a prospect has been sent, 


numerous personal contacts with in- 
dustrial executives. We can easily tell 
how active a salesman is in developing 
new accounts by the number of per- 
sonnel changes and new names he is 
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it is highly important that the inquiry 
be given prompt sales attention if we 
are to get the most value from it. 
Thus it is routine in this division to 
insist on follow-up within forty- 
eight hours after the inquiry has been 
received.” 

A good test of a salesman is his 
ability to service complaints. 


“When a customer complains,” 
Mr. Miller explained, “it is really 
giving us an opportunity for a very 
constructive contact. In most cases 
dissatisfaction is due to failure to use 
the product properly. In other cases, 
it might be that another product is 
better adapted to the requirements of 
the job. In any event, the salesman 
has a wonderful opportunity to demon- 
strate to the customer our ability to 
correct an unsatisfactory situation, 
and our understanding of his prob- 
lems and requirements.” 


Product-In-Use Displays 


As an important exhibitor at indus- 
trial shows, Houghton places great em- 
phasis on the demonstration of prod- 
ucts in use. For example, at the re- 
cent Metal Show in Chicago, parts 
supplied by customers were shown in 
work, to demonstrate the application 
of Houghton’s famous line of oils for 
use in heat treating and metal working. 


Excessive entertainment at these ex- 
hibits and other trade conventions is 
not necessary to success in industrial 
selling, in the opinion of Mr. Miller. 

“The old-fashioned salesman,” he 
said, “believed that the only way he 
could hold his customers was by 
lavish entertainment usually followed 
by plenty of morning-after headaches. 
Today’s technical men of industry are 
much more interested in good prod- 
ucts and good service than in mere 
entertainment.” 

The future of industrial salesman- 
ship is unlimited, Mr. Miller believes, 
at least for a company like Houghton, 
whose 100 different groups of prod- 
ucts have almost universal application 
throughout industry. The test of indus- 
trial salesmanship, then, he believes, 
is for business to continue good re- 
gardless of the ups and downs of busi- 
ness curves. With new and better 
products and new markets constantly 
being developed, he is confident that 
a manufacturer like Houghton can 
buck even depression conditions suc- 
cessfully. 
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Which is of More Interest? 


Our Localized Construction News 


Creates Sager Readership! 


Readership tests show that local news is of greater interest. CONSTRUCTION 
NEWS MONTHLY is like a hometown paper. Readers are furnished news and 
pictures of 4 local nature. In addition, they are furnished information of con- 
tracts awarded, major contemplated construction projects of all kinds and 
“BIDS WANTED” (the life blood of the construction industry!) This local 
news information is read eagerly by contractors, engineers, architects and 
public officials concerned with local construction. 


Capitalize on this Local Readership! 


Proof of the appreciation of this publication’s concentrated circulation, localized 
construction news coverage and pulling power can be found by a quick look at 
the number of regular advertising schedules of top manufacturers in the con- 
struction industry. Check. too, the number of these advertisers whose advertisin 

has appeared consistently year in and year out before its readers. If you sel 
this field, it will pay YOU to capitalize on its eager readership! WRITE US FOR 
DETAILS — OR ASK YOUR AGENCY! 


Over 6300 Readers 


ONSTRUCTION 
NEWS MONTHLY 


LITTLE ROCK, 


ARKANSAS 


FOR DETAILET 
REFERENCE DATA 


LOOK FOR 
THIS EMBLEM 


Wher you see it in the advertisements of business publications—ia thelr 
promotion copy in folders, on biorters, in circulars—yeu are being reminded 
thet the publication has filed its complete reference deta in The Market 
Dete Book Nember. it means you can find facts on the publication's edi- 
terial services, circulation, influence, market studies, and simiier 
information, adjacent to complete data on the morket it serves. 
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for Complele Coverage 


OF 


THE 


Billion Dollar 


Annual Steel Mill Market 


Here's 


— 


Your Best 


A dv ertising Write for New 


ALA. 
Sales Presentation 


1010 EMPIRE BUILDIN 
PITTSBURGH 22, PA. 


Sell the | CIVIL ENGINEER | 
... and the engineered 
construction markets are 
sold on your product, 
equipment or service! 


In his planning capacity, the CIVIL | 
GINEER specifies the to be | ity make Hifect ideal for covers 


EN 
used 
in his supervisory capacity. he directs 
the selection of, and approves the pur- 
chase for, equipment, materials 


and. 
executive in contractor 
wields vast purchasing 


yu are assured o! action 


from the cream of the construction 
crop—the men at the top—when 
you schedule Civil Engineering... 
circulation now over 30.000 every 


month. 


Before Choosing Any 
Printing Paper—Look at 


| KIMBERLY - CLARK’S 
COATED GRADES 


New HIFECT* — Permanence, 


foldability, dimensional stabil- 


or fine letterpress printing. 


New LITHOFECT*— for offset 
printing. Offers a moisture- 
and-pick-resistant Coating, Cut- 
standing toldability. 


New TRUFECT* — for lecter- 
press, offers faster ink setting 
time, better press performance 
and foldability 


New MULTIFECT*—an econ. 
omy sheet for volume printing 
with added strength, better 
foldability, greater uniformity. 


VIL [CNGINEERING 


The Magazine of Engineered Construction 


33 West 39th Street, New York 16, N. Y. 


KIMBERLY-CLARK 
CORPORATION 
Neenah, Wisconsin 
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Copy from Case Histories 


(Continued from page 114) 


tential customers for Scovill’s cold- 


| heading facilities. 


3. To make certain that, even in 
companies already purchasing Sco- 


| vill’s services, individuals other than 
| those regularly contacted by Scovill’s 


people be regularly informed as to the 
advantages of the cold-heading proc- 
ess. 
So, useful literature was prepared, 


| designed to help product engineers 


see for themselves how the Scovill 


_ cold-heading process could give them 


many advantages and why it might 


| pay them to specify the cold-headed 


process where Scovill’s facilities fit 


| their needs. Then, business paper ad- 


vertisements were prepared to reach 
into manufacturing companies every- 
where to uncover interest among 
people rarely reached by Scovill sales- 
men. 


Invited, With Blessings 
Today there is evidence of marked 


improvement in the general under- 
standing of cold-heading advantages. 


_ Scovill salesmen get invited into the 


designer's sanctum with the full bless- 
ing of the purchasing agent. 

The Scovill story emphasizes that 
good industrial advertising is not 
mainly a matter of sparking bright 
copy ideas. Without a well thought 


| out and clearly defined objective for 


each series of ads—in fact, for each 
ad—you will find yourself putting 
power into sales effort without direc- 


| tion. 


Another copy writing principle that 
is basic but that many industrial ad- 
vertisers persist in ignoring is: be 


| specific. Give the facts and figures 


that you would want if you were the 
buyer. 

Here’s an example that demon- 
strates the value of giving the reader 
the useful information he’s going to 
want right then and there, if he’s in- 
terested at all. It shows how, by being 
specific, one industrial advertiser ob- 
tained a 1,000% increase in sales 
leads at no increase in advertising 
cost. 

W. F. & John Barnes Co., Rock- 
ford, Ill., makes machine tools. Each 
one is built on order after a prelim- 
inary engineering of the customer's 


| problem has determined the final ma- 
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chine design. The purpose of their 
trade paper advertising is to inform 
the market about their methods and 
their ability to design and build 
special machine tools, and to pull 
profitable sales ieads from the adver- 
tising. 

Barnes had run ads in nine business 
papers. They were pulling from 20 to 
25 sales leads a month. Not bad. 


Failed to Promise 


But a thorough-going scrutiny of 
prospect's interests and buying mo- 
tives disclosed the ads were not doing 
the best possible job of featuring the 
things the prospects were most in- 
terested in. 

Headlines failed to promise the 
reader the possible solution to a prob- 
lem if he'd stop to read the ad. Ads 
lacked clear cut benefits to the buyer 
in specific terms of time, money or 
labor saved. Text was too general; 
too vague. The urge to action, invit- 
ing response from the reader and the 
offer of booklets were almost hidden 
in the copy. 

There was no inducement, either in 
a self-interest subhead or by show- 
in a booklet, for the casual reader to 
tell whether he could get real help 
with his machine production problems 
from reading the ad. 

So a new series of ads was prepared. 

These ads told specifically, right in 
the headline, what the machines do 
for the prospects; they featured 
specific savings in money or time or 
production. They pictured a free offer 

, of informative literature. 

The results of these new ads were 
astonishing. Running in the same list 
of publications as the old copy, they 
immediately produced 225 or more in- 
quiries a month, 1,000% better value 
for the same expenditure. 

Here’s another example of copy 
that shuns generalities. Metallizing 
Engineering Co., Long Island City, 
N. Y., brought out a new metallizing 
gun which would operate on low 
enough pressures to greatly reduce the 
cost of an installation. Instead of 
making just broad general claims 
about new, low compressed air require- 
ments, one ad said, right in the second 
headline, that it requires only 10 
cim’s at 40 to 60 psi, and point out 
that that is already available in many 
shops. 

Then, in the text, they don’t stop 
with saying that it sprays 23 different 
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LOST ART? Nox ar all! Esti- 
mating is the best defense we 
know against price-cutting and 
low bids. Furthermore sound 
estimating brings with it the 
use of quality eleccrical sup- 
plies and equipment. That's 
why we've cooted the horn so 
long for sane and sensible esti- 
mating in the electrical con- 
struction and maintenance in- 
dustry. (See current series by 
editor, Bill Stuart). High in- 
terest in the series is most 
gratifying — we'll put them all 
together later and publish. 


annual A.B.C. statement is the 
verified record of our growth 
and acceptance, Right now over 
23,700 key men in the industry 
are paying to read this business 
paper — only paid-subscription 
one in the field. 72.9% of sub- 
scriptions are sold by mail; 
53.08% renewal rate is unusu- 
ally high for an industry where 
turn-over is so great; over 95% 
are individual subscriptions. 
We're proud of the grade we've 
earned in serving the electrical 
construction and maintenance 
industry. 


PROFILES. Every other year, for many years, we've asked a large group 
of our readers to vote for the brands of electrical products they prefer 
(with second and third choices). From this Brand Recognition Study 
comes some very interesting profiles. For example, at left, an aggressive 
manufacturer has built strong brand preference for himself — suggests 
the opportunity for others 
to do a similarly aggressive 
job. On right, no real brand 
preference exists — a field 
where almost anyone can 
get into the act and a great 
opportunity exists for crea- 
tive selling. Our 8th Study 
has just been completed on 
81 electrical products used 
? by electrical contractors, in- 
dustrial plant electricians and motor repair shops. Our district manager 
will be glad to show you this entire confidential study -- excellent material 
for sales planning. 


(Our 50th year in 1951.) 


the Staff 


SERVING THE MEN WHO SERVE 
THE ELECTRICAL INDUSTRY 


ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 
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The American 
Ceramic Society 
announces 
that 
Ceramic Bulletin’s 


Circulation, 


for the period 
Jan. Ist. - June 30th. 
1950, has been 
approved by 
The Audit Bureau 
of Circulations. 
The initial 


audits are 


available upon 


request. 


Write 
Mr. L. E. Ohrstedt 


Advertising Manager 


Ceramic Bulletin 
2525 North High Sr. 
Celumbues, Ohio 


metallizing wires. They tell what the 
important ones are and even indicate 
the analysis of carbon steel wires by 
numbers. 

They don’t just say it’s “feather 
light;” they tell the prospect that it 
weighs only 4 lbs., 2 oz. 


Above All, Specific 


Useful, informative, and above all, 
specific, advertising like this informs 
prospects to the point where sales calls 
find them already aware of portions 
of the proposition ; ready to talk 
about how it might fit their own case. 

There's another important angle to 
being specific: different benefits of a 
product might be of greatest import- 
ance to different groups of people 
right in the same prospect company. 
Say you're advertising a new or im- 
proved plastic. It offers advantages of 
good appearance, durability and work- 
ability. 

In your ads addressed to design en- 
gineers you would stress appearance 
and durability. But when aiming at 
production people, you'd lead off with 
the factors of workability that would 
help them speed fabrication and as- 
sembly: reduce rejects, and reduce 
unit manufacturing cost. 

The Barnes and Metallizing stories 
show how what can be done with in- 
dustrial copy if you be specific, which 
is only another way of saying, help 
the reader. 


Cover Story: Trane 


(Continued from page 48) 


advantages of working through in- 
dependent architects, engineers and 
contractors, and establish recognition 
for the Trane name. 

Orthodox industrial product adver- 
tising techniques held little promise 
on such a complex assignment. For 
one thing, pictures of fans, unit heat- 
ers and air conditioning units could 
hardly be expected to excite manage- 
ment and financial men. Only an engi- 
neer could understand the intricate 
engineering features of a big Turb- 
centrifugal compressor. And 
photographs of buildings in which 
“product X” is used graced the ad- 
vertising of every type of building ma- 
terial. 

Trane’s general advertising ac- 
complishes its objectives through “ir- 
relevant” illustrations, “stopper” 


headlines and telegraphic copy. 

Illustrations symbolize the wide 
range of Trane installations—from a 
famous planetarium (see cover) to a 
midwest hatchery, from a steel mill to 
a candy factory, from a Brazilian 
apartment to a Turkish maternity hos- 
pital. 

Institutional ads all emphasize the 
primary objective of air conditioning, 
human comfort. Each repeats the basic 
theme, “Trane knows air—how to 
warm it, cool it, clean it, move it, dry 
it, or humidify it.” 

Sales. for the year to date, have 
broken all records. 

-Tatham-Laird, Chicago, is the 


agency. 


Julius Holl Dies at 64 


(Continued from page 118) 


advertisers. It has well stood the test of 
time. 

“In March, 1916, the Associated Busi- 
ness Papers was started. This was 
another great forward step—its far- 
reaching benefits were to be felt. 

“In 1919, the Engineering Advertisers’ 
Association of Chicago was founded . 
Rapidly thereafter similar groups were 
organized in other industrial centers . . . 
The founders of these local organiza- 
tions gave unstintingly of their time . . . 
They were building a foundation for in- 
dustrial advertising. . . 

“In 1922, the National Industrial Ad- 
vertisers Association, created in 1921, 
held its first national conference in 
Milwaukee . . . All this in an effort to 
bring industrial advertising men from 
coast to coast together, to learn from one 
another. . . 

“In 1924, NIAA held a three-day in- 
dustrial advertising session and exhibit 
in London at the time of the annual 
meeting of the Associated Advertising 
Clubs of the World.” 

Summing up the accomplishments of 
these organizations, Mr. Holl said, 
“With all these and many other new 
forces set into motion, industrial ad- 
vertising men, so to speak, went to 
school . . . I believe that more good was 
done for industrial advertising as a re- 
sult of the formation of industrial ad- 
vertising associations and the NIAA than 
any other single thing.” 


New Rates for Lithographers’ Journal’ 


New rates for Lithographers’ Journal, 
New York. are: 


Times Page Ye Page 14 Page 
1 $185 $110 $66 
6 145 8&5 52 
12 130 75 46 


Agency commissions, 15%; cash dis- 
count, 2% 10 days 
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Letters to The Editor 
(Continued from page 12) 


will be even more valuable that way. 

Being a comparatively new subscriber 
to Marxetine, I have been 
enjoying greatly discovering new fea- 
tures in your magazine in each issue 
which comes to me. I took the magazine 
with a lot of mental reservations, but 
the $3 1 spent for a year’s subscription 
is paying dividends many times over. 
E. L. Rewpavtt, Federated Metals Div., 
American Smelting & Refining Co., 
Whiting, Indiana. 

Sensible 

To Tue Eprror: We have found your 
Sept. 15 issue invaluable to use as a 
lumber dealer, wholesaler and manufac- 
turer and wish at this time to commend 
your organization on an excellent pub- 
lication. As head of the advertising de- 
partment here I personally find Inovs- 
TRIAL MARKETING a decided aid and in- 
tend to permanently include it in my 
reference files. 

Thanks again for a good job sensibly 
and well done.—R. Barrie Strratu, ad- 
vertising manager, Cotton-Hanlon, Inc., 
Odessa, N. Y. 


We're In His Files . . . 

To Tue Eprror: | am a new sub- 
scriber to LypustRiAL Marketine and 
think you might be interested in this: 

I have always been in the habit of 
clipping articles of interest from busi- 
ness papers and filing them for future 
reference. I started this process with Ly- 
pustHiAL Markerine this morning and 
in completing the job, | discovered that 
I had clipped practically the entire 
magazine. 

Needless to say, I intend to file the 
entire magazine in the future.—Rosert 
E. Rosene, advertising department, 
Deere & Co.. Moline. Ul. 


SHORTAGES were explained | in this 
Commercial Solvents Corp. ad. 
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more editorial coverage 
more prestige 
more circulation 


more advertising value 


Wien men of the forest products industry 
discuss the trade journals they read and study, their 
preference is for THE TIMBERMAN. 

They respect its basic editorial policy; broad and 
thorough reporting by seasoned editors; maturity and 
dependability of a journal which has grown with the 
industry for 51 years. Result: THE TIMBERMAN has 

the largest audited paid circulation in its field. 

And because these facts are known to firms who sell 
machinery, supplies and services to America’s vast lumber 
empire, THE TIMBERMAN offers more advertising value 

than any journal in its field. 

Your schedule, placed now for publication on a continu- 
ing basis, will result in sustained yield from an industry that 
is spending more, producing more, earning more than at any 

time in its history. 


BWite for handsomely i! us 


re ‘Sustained Yield” which tells 
the mbher sft wo 


the complete it rchasing power 


@ An International Lumber Journal 
519 S.W. PARK AVE., PORTLAND 5, ORE. 


BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO 
Also publishers of WESTERN BUILDING, the light construction journal of the WEST 
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What Every Woodworker 


Should Know 
SURVEY SHOWS WHAT THEY READ 
Subscribers to WOOD PRODUCTS 


are interested in subjects pertinent 
to their work. 78.78% regularly 
read articles on Machining, 72% 
on new uses for Wood, 68% on 
Gluing, 4% on Veneer and Ply- 
wood—and so on. Our recent read 
ership survey shows such enlighten 
ing facts for advertisers, It also 
proves why WOOD PRODUCTS ix 
the No. | book of the field and why 
it's read from the General Manager- 
on down. 


Sead for @ free copy of this 
Servey ond Merte? 


AB? 


Send for imposing 
of subscribers 
AND ADVERTISERS. 


PRODUCTS 


343 S$. DEARBORN, CHICAGO 4 


See McGraw-Hill advertisement 
on page 167. 


ART DIRECTOR 


Nationa! monthly trode magatine will give 
mastheed recognition to young artist with 
editorial leanings, capable of creating modern 
editorial loyouts This is no production-jine 
job: the mon we wont should be type who 
thrives on variety in ort and editorial duties 
While he should be experienced in ort and 
ty raphic production. on all-round artist 
capable of doing complete job, he won't be 
averse to handling such details as dummying 
and solary Submit a 
resume in Box 442, INDUSTRIAL 


Chicego 


HIGHEST SCORING EDITORIAL item in American Machinist was this de- 
partment. Of ten highest scoring items, three were features, seven were departments. 


ARF Studies 


(Continued from page 41) 


and equipment was: Automotive In- 
dustries, 75%: American Builder, 
81% ; American Machinist, 76% ; and 
Chemical Engineering, 77%. 

The studies were handled identical- 
ly so that the numerous findings on 
pass-along readership, purchasing 
influence of readers and ratio of 
home readers to office readers could 
be compared and added together into 
a substantial stockpile of informa- 
tion. The studies offer objective data, 
draw no conclusions. Advertising men 
can have a field day analyzing the 
data and making up their own minds 
about its meaning. 

On the debit side were some un- 
answered questions that advertisers 
might like to see answered, at least 
partially, when and if future studies 
are made. 


Readership: Ads v. Editorial 


For instance, how does the reader- 
ship of advertising compare with the 
readership of editorial material? The 
studies do not permit direct compari- 
son. 

Although findings of advertising 
readership included scores for each ad 
as a whole, scores are not given for 
each editorial item as a whole. Scores 
for editorial features and departments 
are broken down to show scores for 
the pictures only and for the editorial 
material exclusive of pictures. Thus, 
scores for editorial items shown in 


the tables are depressed. 

Also, advertising and editorial are 
not scored on a page basis. Scores are 
shown for fractionals, pages and 
spreads. Scores are shown for editorial 
items of varying lengths. Thus, one 
cannot compare the ten best-read pages 
of advertising with the ten best-read 
pages of editorial. 


Readership: Color v. B & W 


Other questions: Which pulls more 
readers—color or black and white? 
A page or a spread? 

Those questions may be difficult 
or impossible for research to answer 
with complete accuracy. But the ARF 
researchers apparently wished to 
throw some light on these questions 
for they took the trouble to show the 
size and number of colors for each 
of the highest scoring ads. 

The difficulty, as the ARF re- 
searchers undoubtedly are well aware, 
is that some factors are beyond con- 
trol of the research man when he com- 
pares the readership scores of 20 
color pages and 20 black-and- white 
pages. Several brilliant copywriters 
or artists in the black-and-white group 
might raise its scores and distort the 
comparison. 

One factor working in favor of the 
ARF studies and any comparison of 
color with black and white is that four 
studies are better than one. The more 
studies, the more the uncontrolled fac- 
tors will cancel themselves out. That 
is, the larger the sample, the more 


New Shop Equpment Materials and Parts z 
For Flexibility, Tooling Simplicity : =F 
) 
| 
Phone: WAbosh 2-1000 
| 
‘a! 
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pays to see you... 
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BEST-READ editorial item in Chemi- 
cal Engineering scored 71%. 


likelihood that the number of bril- 
liant copywriters or artists in the 
color group will be about the same as 
in the black-and-white group. 

Can or should future studies at- 
tempt to find answers to these ques- 
tions? Probably studies couki com- 
pare advertising and editorial yeader- 
ship on a page basis without much 
trouble and without interfering with 
other aspects of the findings. It is 
questionable whether anything can be 
done with the color problem. Adver- 
tisers may be obliged to leave the 
question ultimately to the psychology 
laboratory and immediately to the ad- 
vertising man’s common sense. 

The latest studies completed were 
the March 6 issue of American Ma- 
chinist and the March issue of Chemi- 
cal Engineering. Best-read ads in 
American Machinist were Nicholson 
File Co.’s two-color page with a score 
of 63%; Van Norman Co.'s black- 
and-white spread, 60°; and General 
Electric Co.’s four-color, two-page in- 
sert, 60%. 

Best-read ads in Chemical Engineer- 
ing were Alcoa Chemicals Co.'s two- 
color page with a score of 56% ; U.S. 
Industrial Chemicals Co.'s two-page 
insert in blue ink on blue stock, 55% ; 
Link-Belt Conveyors Co.'s black-and- 
white page, 41% ; and Union Carbide 
Graphite Co.’s two-color spread, 41%. 


Hartwig Opens Eastern Plant 

Hartwig Displays, Milwaukee, Wis., 
and Chicago, will open an Eastern 
division in New York. Hampton H. Bar- 
ton will be in charge of the new plant at 
40 W. 70th St. . 
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SAE JOURNAL’S EDITOR- 
IAL METHODS—and results 
—are novel, perhaps unique. 


Editorial content is selected by 
typical readers, written by 
typical readers, and subjected 
to the editorial judgment of 

pical readers. Result: High 
reader interest is almost sure- 
fire. 


Here’s how it works: 


All technical material comes 
from papers read before some 
SAE meeting...papers selected 
for the meeting by a group of 
experts. Only material so pre- 
viewed at meetings or by 
technical committee action is 
eligible. 


Editors make final selections 
with the advice of scores of ad- 
ditional reader-experts (work- 


SEND FOR BOOK OF FACTS 


SAE 


29 West 39th St. » New York 18, N. Y. 


ing as subcommittees of SAE’s 
Publication Committee.) Then 
the editors write from the 
selections concise, readable ar- 
ticles for publication. 


Articles so screened and so 
edited get high readership 
scores month after month. 
They reflect the best for the 
particular audience. (One re- 
cent meeting paper cost over 
$2,000 of engineering depart- 
ment time to write--and 
promptly became an SAE Jour- 
nal feature article.) 

This novel editor-reader rela- 
tionship exists because the 
readers give time and effort 
freely to further the aims of 
SAE, their professional So- 
ciety. SAE Journal is the offi- 
cial publication of the Society 
of Automotive Engineers. 


For Up-to-the-Minute Market and Media Data 
use your 
new 1951 edition of the 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 
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Here’s 

a train 
that cities 
go through! 


Shown here is the interior of one 
car of a nine car train built for the 
General Electric Company. The en- 
tire train is a rolling exhibit of more 
than two thousand G. E. products 
and processes now touring industrial 
America. Everything from working 
models of steel mills to the latest in 
street lighting is in this exhibition. 

Street lighting incidentally, comes 
under the heading of Civic Improve 
ment along with Traffic Control, 
Water Supply, Smoke Clearance and 
the like. One whole car was set aside 


for Civic Improvement and G. E.'s 
contribution to it. Ivel was called in 
to design and construct the exhibit, 
a view of which is shown above 
We've been designing and con- 
structing exhibits for over thirty 
years —on trains, in terminals, at 
trade shows and conventions the 
same kind of exhibits that get your 
product the attention it deserves 
und the results you desire. If you're 
shopping for display information 
send for the Ivel free book, “Hand- 
book of Sellingin Three Dimensions.” 


IVEL CONSTRUCTION CORPORATION 
DESIGHERS AND BUILDERS OF DISPLAYS AWD EXHIBITS FOR TRADE SHOWS AND CONVENTIONS 
96-22 43rd Avenue, Corona, New York City 


Heads American Meter 


John C. Diehl hase been elected presi 
dem of the American Meter Co. manu 
fecturers of gas meters, regulaters and 
allied equipment. Mr. Diehl and 261,580 
eather men of action throughout American 
business read The Wall Street Journal 
daily. 


(Advertisement 


AVAILABLE 
TWENTY YEARS OF PUBLISHING 
EXPERIENCE 


Business Manager for ten years te a V.P. and Pub- 
teher for twenty years in far industrial pub 
lishing company. this ledividual is sew avaliable 
for simitar work, preferably eutside of the Metre 
politas area of New York. and is prepared te bring 
te the jeterested company. in the capacity of Pub 
or Execoutive Assistant, wealth of practical 


experience, a very bread acquaintanceship amene 
advertisers aed agencies, a thereugh working knew! 
oder of all phases of publishing including 
tien, sublic retations, market analysis, circulation 
editorial and printing. Ability te determine, formu 
late and ereduce sew and needed publications hay 
been demonstrated Reeords show high profit opera 
tien with established publication ender the dirce 
th of this individual. The best of references can 
» eplied to truly interested companies. Write 
Geox +44, INDUSTRIAL MARKETING, 200 E. 


WANTED 


An experienced copy and layout man for 
Catalog work, preferably a man who has 
Catalog Service experience. This position 
offers a fine opportunity with a well estab- 
lished publisher in the heavy construction 
field located in Chicago. Replies strictly 
confidential. Write Box 445, INDUSTRIAL 
MARKETING, 200 E. Illinois Chicago 


MARKETS AND MEDIA 


For detailed facts on 85 indus- 
trial and trade markets, and 
the publications serving them, 
refer to your copy of Industriol 
Marketing's Market Data Book 
Number. 


How to Advertise 
(Continued from page 64) 


unselling your prospects on your com 
petitor’s wares. Wherefore — whatever 
number of words in your copy you devote 
te your competition means that many 
fewer words devoted to your own wares. 
Wherefore—you're wasting time. 

Next, you must recognize that some of 
your prospects have a certain peculiar 
sense of taste that makes them reject all 
competitive selling. Why antagonize— 
and lose —some of your prospects, if there 
is some other way to tell your story and 
antagonize none? 

Next, competitive copy admits that you 
have some competition and that you are 
afraid of that competition, otherwise you 
wouldn't be mentioning it. In a left- 
handed way, you are inviting some of 
your prospects—those with a certain pe- 
culiar sense of humor—to look into your 
competitor's proposition. 

Perhaps the greatest danger in the com- 
petitive attitude is that you are quite apt 
to take your eye off the ball. While you 
are watching your competitor—and think- 
ing up ways to outsmart him—you may 
be led away from your own basic story. 
The temptation is to try to do or say 
something your competitor has never said. 
The ferther you go along this path, the 
greater the danger that you will stop us- 
ing your basic sales arguments. In your 
striving to be competitive, you may easily 
forget to be positive about the primary 
reasons why your prospects should buy 
your wares. 

Conversely . when you think and 
write your story as though you had no 
competition, you set forth the merits of 
your proposition in terms of what your 
prospect needs and wants. 

And by all means, avoid the virtu- 
ous words, like “quality” and “pre- 
cision” and “economy” and “depend- 
ability” and “leadership.” Like good 
news in newspaper headlines, they 
have no “pull.” So don’t just claim a 
virtue—be specific and state what it 
consists of. The reader will get the 
idea. 


General vs. Specific 


In the April issue of INDUSTRIAL 
Markerine, Daniel Starch & Staff re 
ported on two ads whose readership 
experience illustrates beautifully the 
point about “general vs, specific.” 
Both ads, running in the same publi- 
cation the same month, announced 
new lathes. One, a black-and-white 
full page, earned five times as many 
readers as the other, a two-color full 
page. On a cost basis, the black-and- 
white ad was even better than that. 
Why? 

Theoretically, the news contained 
in the two ads was of equal interest. 
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Both ads employed the magic word 


New and gave generous illustrations | 


of the product. But compare the copy: 
New Springfield Model S Lathe 

The “World's Best Investment™ in 
Lathes 
NEW engineering designs give greater 

precision, rigidity and production ca- 

pacity. 
NEW control applications result in great- 
er operating ease and efficiency. 
NEW combinations of modern lubrication 
methods combat wear and reduce op 
erating costs. 

Now the other one: 

Of Special Interest to Steel Producers 
Announcing the New Monarch Roll 
Turning Lathe 

Now! You cun contour turn steel mill 
rolls in one third the time—or less! It’s 
done with the new Monarch template- 
controlled Roll Turning Lathe, available 
in two sizes, to turn rolls up to 102” and 
126" long. Within these ranges the ma- 
chine will turn an almost infinite variety 
of shapes on the roll face, and will also 
handle necks at the same setup. 

Major Savings of 
Monarch’s New Method for 
Turning Rolls 

Floor-tofloor turning times range from 
three to six times faster on all type of rolls 
suitable for this new type of contour turn- 
ing. 

The hundreds of form tools necessary 
for conventional methods of roll turning 
are not needed. Only standard carbide 
turning tools are used —a tremendous sav 
ing in tool inventory. 

Since forming of the contour is tem 
plate-controlled, there is no need to match 
rolls in pairs. Each roll turned from any 
given template is identical. One of a pair 
can be redressed or a new one turned 
with definite assurance it will match the 
other. 

Another example. An ad on Butter- 
field Taps showing how chips “curl 
down and out of deep through holes 
when you use Butterfield Ground 
Thread Spiral Pointed Taps” and 
“curl up antl out of blind holes that 
have little or no chip room at the bot- 
tom when you use Butterfield Ground 
Thread Spiral Fluted Taps” did much 
better Starch-wise (19% against 5% 
for “read most”) than a nearby com- 
petitive ad which merely suggested 
the breadth of the line and was head- 
lined “Winter Taps in Action.” 


Vo Fantasy with Flesch 


Use plain talk. No copywriter 
should be without his Flesch—a far 
more valuable reference than Roget. 
Flesch (Dr. Rudolph Flesch) is the 
apostle of plain talk (“The Art of 
Plain Talk”, “The Art of Readable 
Writing”) who advocates short words, 
short sentences and plenty of personal 
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McGraw-Hill Publications 
reach the greatest paid 
audience of business 

and industrial buyers 

in the world. 


Basic circulation principles are discussed in a new 
McGraw-Hill booklet, “Intrinsic Values of Paid 
Circulation.”” Ask your McGraw-Hill man for your 
copy, or write us on your business letterhead. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New, York 18, N. Y. 
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HERD OUARTERS FOR BUSINESS a 


Ideal Mode} make them 


Plastic models of your 
— in true scole, strikingly realistic, with 
attention. getting color, give you three dimen. 
sonal merchandising impoct that clinches soles! 


The Most Volvable Displcy Spoce in the 
World is the polm of your prospect's hand Put 
your product there, wing ideal Models as 
selling tools to perform these essential soles 
steps inexpensively: (1) Ploce your product in 
your prospect's hands (2) Assist your prospect 
to visvelize your product filling his needs (3) 
Wustrate function and styling of your product 
ot the point of sale 


Our new folder shows you how notionally- 
known manvfocturers use soles building ideal 
Plastic Models... and may give you ideas for 
their use. Your free copy is ready — write today. 


Representative’s inquiries invited. 


17251 Moran Ave. 
Detroit 12, Michigan 


On the Pole 
On the Ground 
In the Plant 
In the Office 


Telephone men keep up 
with what's new in tele- 
phone equipment and 
supplies... and... the 
latest wrinkles in con- 
struction and mainte- 
nance through the col- 
umas of FORTNIGHTLY 
TELEPHONE ENGI- 
NEER. 
Millions of dollers are 
being poured into the 
telephone industry by the government as a 
result of the recently passed Rural Telephone 
Act. ——y! are being mode to telephone 
tending or improving serv- 
lee to oreas of 2% and for terms 
ranging up to 35 years. The next three or 
yeors will see more money spent by 
telephone companies for new equipment, 
construction, etc., than in any like period in 
telephone history. 


This entire market con be developed 
through 


FORTNIGHTLY 
TELEPHONE ENGINEER 


Write for semple copy end rete cord 
7720 Sheridan Reed @ Chiicege 24, 


| 


references. 

Dr. Flesch says rightly that too 
much of what is written cannot be 
read by most of the people. He is the 
man who devoted particular attention 
to the atrocious writing in govern- 
mental literature and, I think, gave the 
name gobbledygook to such passages 
as (from a federal government re- 
port): 

Uhimate consumer means a person or 
group of persons, generally constituting a 
domestic household, who purchase egg 
generally at the individual stores of re 
tailers, or purchase and receive deliveries 
of eggs at the place of abode of the indi- 
vidual or domestic household from pro- 
ducers or retail route sellers, and who 
use such eggs for their consumption as 
food. 

Translated into “plain talk,” that 
says: 

Ultimate consumers are people who buy 
to cat them. 

What constitutes gobbledygook is 
a combination of long sentences, long 
words and a lack of personal refer- 
ences, and by that definition, much 
business paper advertising qualifies 
as gobbledygook. Dr. Flesch claims 
that the longer the sentences, the long- 
er the words, and the less about per- 
sons, the fewer the readers. Studies of 
Starch readership reports support this 
contention. 

Dr. Flesch recommends—to reach 
the greatest number of readers—that 
sentences average out at about 11 
words, that the number of affixes per 
100 words be restricted to 26, that 
people be referred to at least 14 times 
per 100 words. 

That formula is designed for reach- 
ing the maximum part of the literate 
population. While it may be admitted 
that business paper readers, as a 
class, are on an intellectual level some- 
what loftier than the average person 
for whom governmental reports are 
intended: still, it is always safe, in 
writing, to aim at the lowest level. 

All copywriters should constantly 
remember the slogan coined by Leo 
McGivena—one of the top copy men 
—in behalf of the New York Daily 
News: “Tell it to the Sweeneys. The 
Stuyvesants will understand.” 

The following example of gobble- 
dygook in business paper advertising, 
cribbed from the Copy Chasers’ Sep- 
tember piece, suggests the desirability 
of applying the Flesch formula in this 
field: 

Foresight . . . the ability to envision 
future possibilities, is one of the major 
qualities of leadership. An intaitive pro- 


Aviation's 

ONLY 

Engineering & Design 
Publication 


10,000 readership among 
aeronautical engineers, designers and 
specialists. 

© 90%, of readership in four top 
eviction markets — Manufacturing, 
Government, Research, and Airlines. 

© 84°, of current advertisers have 
used the REVIEW for two or more 
years. Fired out why! 

Write today for 
16-Page Aircraft Market Book 


ustitute of the Aeronautical Sciences 


AS! oom STREET NEW YORE 


pulling power 
of your publication 


leaves nothing to be desired 
because a recent squib therein 
has sent us so many inquiries 
that we are going to ask you to 
extend us a small favor... . 
Would you please have these 
inquiries sent us in duplicate 
form? We can then keep one 
copy here for our files and route 
the other to the division con- 
cerned.” 

These are the unprompted 
words by which Mr. Robin 
Douglas, Advertising Manager of 
GENERAL AMERICAN TRANS- 
PORTATION CORPORATION 
states his observation of the fact 
that 
CEP REACHES and INFLUENCES 


THE PROCESS INDUSTRIES! 


PAID 
CIRCULATION 
of 
CEP 
has doubled 


m 
years 
REACHES 
the in Respousible Charge 
120 East 41st Street, New York 17 
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cess stemming from long experience, it 

is foresight (together with enterprise and 

skill) that enables (Blank) Mfg, Co. to 

consistently anticipate surgical trends and 

Collaborations with medical and surgi- 
cal authorities—culminating in the de- 
velopment of several thousand varied in- 
struments for the profession, provides an 
unparalleled springboard for the creation 
of ever new and important surgical requi- 
sites. Fabricated domestically by skilled 
artisans from highest-quality American- 
made Stainless Sveel, (Blank) instruments 
are respected for their excellence of de- 
sign and functional efficiency. 

Compare that with this Goodrich 
copy: 

What would you do if you were in the 
crushed-stone business and your rock pile 
began to dwindle? 

The nearest new rock was half a mile 
away from the crushing plant. Engineers 
first suggested a chain of ordinary con- 
veyor belts that would pass the sand from 
one belt to the other, like a bucket brig- 
ade. But that would be expensive; what 
was needed was a single belt to do the 
job. They came to B. F. Goodrich about 
it. 

And so on. You can breeze right 
along with copy like that. 

Be colloquial or conversational or 
“homespun” if you want. The closer 
you get to your reader—just the two 
of you, together, talking—-the closer 
he will get to you. Arthur Godfrey 
and Ernie Pyle proved that. It’s not 
hard to do—in fact, the easier, freer, 
you allow your writing to be, the 
easier it will be to read it. Don Herold 
is a master of this technique; here he 
is, urging dealers to stock up on Rear- 
don’s Water Putty: 

There are a lot of nicks that need filling 
in this old world. 

Every home has dozens of cracks, chips, 
crevices and chinks that call for # quick, 
easy repair of some kind. Until | found 
Reardon's Water Putty I never used a 
preparation of any kind that was EVERY- 
THING a crack filler should be Some 
were too expensive, too messy, toc waste 
ful and too apt to shrink in time and 
loosen up. 

Reardon's licks all those defect». It's a 
big, economical full-pound can o° handy 
powder that you mix as you need (only 
25 cents). There's no caking in the can, 
no waste, no sticky mess on hands or tools 
... And it does not shrink or loosen or 
otherwise let you down. 

The Reardon factory was so busy boost- 
ing Bondex Cement Paint that they sorta 
neglected their Water Putty until I told 
‘em how we the people would go for a 
preparation of this sort. So they've been 
advertising it—and now it’s selling like 
popcorn at the circus. I tip you off to get 
in a good supply and start featuring it, 
and you'll soon have a little gold mine 
on your hands. 

Use the reader's language. As the 
Associated Business Publications 


Here’s what 


makes Mr. Big- 


In a national study* of readership of construction publica- 
tions MR. BIG WAS FIRST in his own big ($1 billion-plus) 
market: 

READ REGULARLY by more than 3 TIMES as many readers 
as the nearest competitive magazine named . . . by more, in 
fact, than the next 5 magazines combined! 


READ MOST THOR.- 
OUGHLY in its area by 
more than 4 T/MES as many 
readers as the next magazine 
named — by more than 
TWICE as many as ALL 
OTHER 13 construction 
magazines named! 


Write or Wire 
CONSTRUCTION DIGEST 
for your copy of preliminary 

survey report 


Construction 


r 83500 Reader dianepotis 


FOR DETAILE 
REFERENCE DATA 


This Emblem Means 
IT’S EASY FOR YOU fama 


to Get Media and Market Data [Peete 
When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being 
reminded thot the publication has fled its complete reference data in The 
Market Data Book Number. It means you can find facts on the publication's 
editorial services, circulation, influence, market stedies, cad similer 
information, adjacent to complete data on the market it serves. 
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TREE FRESH... 
IN A CAN! 


This frozen or- 
ange juice is just one of the 
miracles of refrigeration 
and air conditioning. Basi- 
cally, this $3,000,000,000 
market comprising the orig- 
inal equipment manufactur- 
ae ers in air conditioning and 
refrigeration is an excellent 
customer you may be over 
looking . . . a customer you 
can sell through advertising 
in Refrigerating Engineer- 
ing. 
It costs nothing to investigate! 


i> ASK FOR THE FACTS TODAY! 


Refrigerating 


Engineering 
The American Society of 


Refrigerating Enginenrs 
40 W. 40% New York 18, 


The big $3,850,000,000 pub- 
lic works merket, is grow 
ing in every direction . 

in sewerage and waste dis 
pose! highways 

works, 

teiled facts on 

WORKS the market 
and the magazine. Write 
for the new dote file just 
released. 


308 East 45th Street -Mew York 17, ¥. 


points out so well: “Some words fool 
you... but seldom, in good business 
paper advertising, do they fool the 
engineer! What may sound like indus- 
trial Greek to the copywriter, strug- 
gling for the first time with the rare- 
fied jargon of physiochemistry, usual- 
ly appears crystal-clear, and even 
rudimentary, to the engineering fra- 
ternity he is trying to sell.” 

This may cause the copywriter 
some pain, but it’s worth the trouble 

-first, because it makes your infor- 
mation more quickly intelligible to 
the expert; and, second, because if the 
reader can be led to believe that what 
he is being invited to read was writ- 
ten by somebody who knows his (the 
reader's) business, then the more like- 
ly he will give attention and credence. 

With the Model 10, preliminary dou- 
bling is mot necessary because the indi- 
vidual stop motion for each end in the 
ply permits tying knots in the singles 
whenever a break or run-out occurs. Drop 
ply and roller laps are thus prevented, 
thereby improving quality and reducing 
waste. The large twister packages are 
new rewound on the Rote-Coner at high 
speeds onto sales yarn packages of uni- 
form shape and density, free from roll 
cuts and underwinds. 

That may look like cobbledygook 
to the layman, but it’s bread-and-but- 
ter talk to the textile mill reader. He 
would dearly love to avoid “prelim- 
inary doubling,” detests “drop ply 
and roller laps” and yearns for “free- 
dom from roll-cuts and underwinds.” 

This does not mean that it is neces- 
sary for the copywriter to be an engi- 
neer. In fact, | have always been irri- 
tated by advertisers who demand spe- 
cialist copywriters (or, indeed, spe- 
cialist agencies) for their accounts. I 
have held that the function of the 
copywriter is to be an agent of the 
market, serving the market by trans- 
mitting to it an easy-to-assimilate 
understanding of what the advertiser 
has in his mind and wants the market 
to know. So the advertiser who has a 
technical product does not need an ex- 
pert in that technology to help him ad- 
vertise; he needs an expert in transia- 
lion, 

So many engineers have the odd 
idea that all engineers speak the same 
language. They don’t—a mechanical 
engineer should not expect a chemist 
to understand his language just be- 
cause the chemist is an engineer (in 
chemistry): actually, the chemist may 
be just as much a layman in mechani- 
cal engineering as / am, and must be 
addressed in lay language—or in his 


Have You 
Neglected 
This Bustling Industry? 


Learn the Startling Facts 
In Our New MEDIA DATA FILE 


The Bedding Industry is a $331,100, 
000 Market, reached and COV. 
ERED by a «ingle publication— 
BEDDING. Read HOW its pro- 
duction is concentrated—WHY it's 
so easy to dominate this wealthy 
field, advertising-wise, and HOW 
LITTLE it costs (a page at 3 3/4e 
per subscriber!) 
May we send you this new Media 
Data File? No obligation! 
ADVERTISING AGENCIES! 
You can recommend BEDDING to 
sell a truly, tremen- 
dous market for ma- 
terials, machinery 
and supplies at an 
unusually low cost! 


Merchandise Mart, Chicago 54 


For over 65 wears the leading 
journal of the coal industry 


WANTED — CATALOG SALESMAN 


We have an opening for a sclesmon, prefer- 
obdly with Prefiled Catalog selling experience, 
who will work in the Obio territory Here is o 
lucrative opportunity for the right man to con- 
tect our presen? accounts ond build a per- 
manent well paying business os monoger of 
this territory. We ore an old (since | ) well 
established publisher. Here is o rore oppor 
tunity, it will pay you to investigate — solory 
or commission or both. Write in strictest con- 
fidence for further information ard arrange- 
ment for interview. giving post experience, 
. @nd other information about yourself 
rite Box 443, INDUSTRIAL MARKETING, 200 
E. iMlinois Chicago 
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own language. 

The copywriter’s job, then, is to in- 
terpret the advertiser's language into 
the reader's. He, unlike the reader, has 
the time and the opportunity (as well 
as the obligation) to translate from 
the advertiser's language into a lan- 
guage he can understand, and then 
translate again into the reader’s lan- 


guage. 

That means becoming familiar with 
a number of unfamiliar languages, 
but that is one of the reasons why 
business paper advertising is differ- 
ent—and somewhat more demanding 
—than consumer advertising. 

[To Be Contint 
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Aviation’s of Deci- 
sion” need fast accurate 
news, authoritative edi- 
torial comment and up- 
to-the-minute technical 
information. First with 
the facts, AMERICAN 
AVIATION is first choice 
among these aviation 
“Men of Decision.” 


PUBLISHED WEEKLY 


FIRST NEWS MAGAZINE 
OF THE INDUSTRY 


STEPHEN R. KENT, 
Advertising Director 


American Aviation Publications, Inc. 
1025 VERMONT AVE., N. W., WASHINGTON 5, D.C. 


THE PERFECT SALES KIT 
COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 
Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angie when he is sitting. Two 
pockets hold order pad. circulars, 
etc. Weatherproof zipper closure 


SEND 
Sates “Jools, Tuc. 


In the 


Brewing Industry 
nearly 


Everybody Reads 


THE BREWE DEST 


NEW YORK 16 — 512 FIFTH AVE., BRyont 9-9148 


m 


‘ | | 
E i} 
| 
i 
MEMBER 
| | _ 
| 
uk 
| 
sausman 
| WILL SELL JRE... ee | 
= 4 f 
| WITH A | 
Bipmarcter 
| ¥ 
| The fastest growing} 
| publication with the 
| circulation 
* Also 100s of other items. \argest ABC ie 
1226 West Madison Street = 
7, ML. ~ 
= 
+; 


Powerful 


REASONS WHY 
WESTERN 
CONSTRUCTION 


_Notionel Schedule 


Corcalation-wise: 
More contractors and engineers in 
the Western half of the U. S. read 
Western Construciion than any 
other construction magazine, na- 
tional or regional or local 


©) Warket-wise: 


The West's steadily growing pop- 
ulation has created an acute need 
for more water works, sewage 
plants, power plants, pipelines, 
streets, highways, bridges, dams, 
housing projects, public and com 
mercial buildings, factories, and 


irrigation projec ts 


©) Edétorial-wise: 
Western Construction today pre 
sents more useful editorial mate- 
rial for the Western contractor and 
engineer than any other construc 
tion magazine. Make your own 
comparison 
of Western ¢ 
units WC.3 & 


Western construction market. Or 


write us for a¢ opy 
nitruction and data 


covering the 


call our nearest district manager 


NEW YORK —Fronklin B Lyons Mar 
Weston Road Georgetown Conn 
Telephone Georgetown 374 

CLEVELAND.Richord C. Burns, Mgr 
7708 Overfield Drive, Cleveland 2% Ohio 
Telephone Tusedo $1848 

CHICAGO—A. Petersen, Mar 
3423 Prairie Brookfield, 
Telephone Broobfeid 532 

MAN PRANCISCO—V C. Dowdle, Mer 
609 Mission Sen Froncisce 5, Calif 
Telephone YUbeon 2.434) 

LOS ANGELES —Jerome Bodgley Mer 
1228 Se. Bronson Ave. Los Angeles 6 
Telephone 2.3125 


WESTERN CONSTRUCTION 


609 MISSION ST 
SAN 5, CAL 
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Air Conditioning & 
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“Architectural Record 

Art Mart 
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“Associated Construction 

Atlantic Fisherman 

Atias Film Corporation 

Automotive Industries 


Bacon's Clipping Bureau 

Beaverite Products, Inc 

*Bedding 

Black Diamond 

Bramson Publishing Corp. 

*Breskin Publishing Corp 

*Brewers Digest. The 

Brick & Clay Record 

Business en Publishing Co 29 
Business Wee Insert Between 64-65 


Ceramic Bulletin 
*Chemical & Engineering News 
Chemical Engineering 
Chemical Engineering Catalog 
Chemical Engineering Progress 
Chemical Industries 
Chemical Processing 
Chilton Fublications 1 
Cineque Colorfilm Laboratories 
*Civil Engineering 
Clark-Smith Publ. Co 
*Coal Age 
*Conover-Mast Co 
13, 72, 139, 4th Cover 
*Conover-Mast Purchasing 
Directory 139 
“Construction Bulletin 
*Construction Digest 
Construction Equipment 
Construction Methods 
*Construction News Mcnthly 
*Constructioncer 
“Contractors & Engineers Monthly 
7 Part Il 


Daily Journal of Commerce 
Industries Catalog 
*Dixie Contractor. The 
*Dodee Corp., F. W 46-47, 84-85 
*Domestic Engineering 
*Domestic Engineering Catalog 
Directory 


ane 12 
2nd Cover 
Part II 19 
Part Il 19 


*Flectric Lieht & Power 28, Part II 

*Flectrical Catalogs 3rd C 

*Electrics' Construction & Mainte 
nance 

*Flectrical Engineering 

Flectrical Manufacturing 

*Electrical World 


*Factory Management & Mainte- 
nance 

*Food Industries 

Food Proce« 

*Foundry 

*Fritz Public Inc 


G ste Publishing Co 
G 

Crav. Inc. Russell T 1! 
Gulf Publishing Co 119, 121 


Haywood Publisning Co.. 28, Part II 12 
& Plumbing Equipment 

News 105 
*Heating & Ventilating 103 
*Heating, Piping & Air Conditioning . .10-11 
Heinn Company 124 
*Hospital Management 


*Ice Cream Review, The 
Ideal Models Co 
*Industrial & Engineering 

Chemistry 16 
*Industrial Equipment News 
*Industrial Maintenance 
*Industrial Marketing 150- 
“Industrial Press, The 

103, 105. 108-109, Part I 

*Industrial Publications, Inc 9 
*Industry & Power 
*Institute of the Aeronautical Sciences 
*Institute of Radio Engineers, The 
*Institutions Catalog Directory 
*Institutions Magazine 
Iron Age 122- 
Iron & Steel Engineer 1 
Ivel Construction Co , 1M. 


to Advertisers 


Jenkins Publications, Inc 


*Keeney Co 
Kimberly-Clark Co 
*King Publications 


*Machine Design 
*Machiner 108-109 
*Maclean-Hunter Publ Corp 
*MacRae's Bluebook 
*Marine and Buyers’ 

Direc’ 45 
*Marine & Shipping 

Review 
*Materials & Methods 
*McGraw-Hill Catalog Service _ 3rd Cover 
*McGraw-Hill Pu Co., Inc 

136, 142, . 156, 
Mechanical 
*Mechanization, Inc 
Metal Progress 
*Michigan Contractor and Builder 
*Mid-West Contractor 
*Milk Dealer, The 
*Milk Plant Monthly 
*Mill & Factory 
*Mining Catalogs 
*Mississippi Valley Contractor 
*Modern Packaging 
*Modern Plastics 
*Modern Railroads 
*Modern Publishing n 
Part 


*National Butter & Cheese Journal 
National Business Publications 
National Industrial Adv. Ass'n 
*National Milk Publishing Co., ne 
*National Provisioner, The .. 
*New England Construction . 


*New Equipment Dt 
New York Times, 
Oil & Gas Journal, The 


*Olsen Publishing Co. . 
*Operating Engineer 


Palm, Fechteler & Co. 

*Panamerican Publishing Co. 

*Paper & Pulp Mill Catalogue 

*Paper Industry, The (Formerly The 
Paper Industry and Paper World) 

*Penton Pub. Co 67, 97, 101, 112-113, 

*Petroleum Processing 

Petroleum Refiner 

Petroleum World . 

*Pit and Quarry 

*Platt Petroleum Publication 

“Plumbing & Heating Business 

*Power 

*Practical Builder 

*Proceedings of the R.E 

Product Engineering 

Production Engineering & 
Management 

Public Magazine 

*Purchasin, 

Putman Publishing Co 


*Railway Age 

*Railway Engineering and 
Maintenance 

*Railway Mechanical Engineer 

*Railway Signs aling an 
Communications 

Refrigerating Engineering 

*Reinhold Publishing 


14-15, 16-17, 25, 32 
Reply-O Products Co 158 
*Rock Products : 61 


*SA.E. Journal an 165 
Sales Tools, Inc ‘ 171 
Sickles Photo Reporting Service| 156 
*Siebel Publications 171 
*Simmons-Boardman Pub. Cor 45, 50-51 
*Smith Publishing Co., W. R 83, 88-89 
*Snips Magazine 
Southern Hospitals 12 
*Southern Power and Industry 83 
*Southwest Builder & Contractor 53 
*Steel 112-113 
*Sweet's Catalog Service 46-47 


‘Telephone Engineer 
*,exas Contractor 
*Textile Catalogs 
*Textile Industries 
*Textiles Panamericanos 
Textile World 
*Thomas Publishing Co 
*Thomas Register 
Timberman, The 


Wall St. Journal 

Warren Company. S. D 

Weber Addressing Machine Co 
*Western Builder 
*Western Construction 
*Western Industry 
Wood Products 
World OW 


*Yachting 


164. Part 


*For Detailed Reference Data See THE MARKET DATA BOOK NUMBER. 
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A ball player who fields a grounder does only half 
his job if he doesn’t complete the throw to base before 
the runner touches the bag. That's “follow-through.” 

In industrial advertising too, it’s the “follow-through” 
that pays off. If your advertisement does its job and 
arouses the interest of a prospect, why not complete the 
play by directing him immediately to a source of more 
complete information on your products? 

It's a simple play, when you are prepared for it — and 
economical as well! 

In three important industrial markets McGraw-Hill 
Catalog Service can help you cover the bases. We have 
already searched out all the important buying units in 
the Mining, Electrical and Textile fields. Each year we 
blanket these units with substantial bound volumes of 
product information. 

Pre-file the information you want a prospective buyer 
to have when he is about to go into the market for your 
product — when he is deciding whose salesman to call 
in! Then tell him in your advertisements this detailed 
information can be found in the McGraw-Hi.y Pre- 
FILED CATALOGS. 

Almost as fast as. the fielder can get the ball to first 
base, your prospect can have, not merely the necessarily 
limited information made available in a business paper 
ad, but also the more complete information which he 
usually needs to make the decision to call in your 
salesman. 

For rates, see Standard Rate & Data Service and 
Market Data Book. 


McGraw-Hill Catalog Service 
330 WEST 42nd STREET, NEW YORK 18, N.Y. 
“SELLERS seeking BUYERS use Advertising—BUYERS seeking SELLERS use Catalogs” 
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Nation’s leading 


J. K. LASSER & CO. 


FOR YEARS THE BIG QUESTION in advertisers’ minds — the 


S64 question has been What percentage of a busi- 
ness paper's subscribers are actual readers?” And tor 
years, no one could say for sure 


Unel MILL & FACTORY took the bull by the horns and, 
in 1949, launched the revolutionary system of readership 
certihcation which now guarantees the advertiser a L100 
“live” audience. 

Every man who receives this publication is asked, point- 
edly (and periodically) 

Do you read MILL & FACTORY regularly? 
Do you wish tw continue receiving it 

Those who answer" No” to either question, or do not an- 
swer at all, ace immediately removed trom the circulation 

Certified readership is not to be contused with mere 
tertiying ot name and address. Such verification may be 
audited by the CCA or ABC, But neither audits readership 

So MILL & FACTORY, ground-breaking again, engaged 
the nation’s leading business paper auditing firm, J. K. 
Lasser & Co.. New York, to conduct this audit. Lasser reports: 

As of August 28, 1950, we found 98° of the circulation 
surveyed or in process of survey.” Results for the completed 


areas 


Wish to continue receiving MILL & FACTORY 86.47 
Reads another copy 0.65 
Do not want 9 89 


Not at address on stencil! 409 


100.00 


Audits MILL & FACTORY 
certified readership system 


Only MaF can guarantee identified buyer coverage 


business paper accounting firm 


J. K. Lasser, Certified Public Accountant, is 
author of the best-seller, “Your Income 
Tax”. For 30 years his firm has worked with 
trade paper and other magazine publishers. 
He is a past president of the Tax Institute, 


and is a member of the Council of the 


Inc 


American Institute of Accountants. 


Obviously, certified readership has a powertul influence 
on what you get out of your advertising dollar. So much 
so that the majority of industrial marketers who conduct 
readership surveys are making this discovery: 


Ll. MILL & FACTORY is read by more of their customers 
and prospects than any other general industrial 
publication. 


2. It is ourpulling publications with 45°) greater 
circulation (and correspondingly higher adver- 
tising rates). 

Make your own survey and, for a better conception 


of what Certified Readership means to you, write for a 
copy of the Lasser report. Conover-Mast Publications, Inc., 
205 E. 42nd St. New York 17; 747 No. Michigan Ave., 
Chicago 11; Leader Bldg., Cleveland 14; 5478 Wilshire 
Bivd., Los Angeles 46; 4552 Rheims Place, Dallas 1. 
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INDUSTRIAL MARKETING 


SELLING AND ADVERTISING TO BUSINESS AND INDUSTRY 


VOL. 35, No. If 


NOVEMBER, 1950 


IN TWO PARTS —- PART 2 


New ABC, CCA Publication Data Brings 
Market Data Book Up to Date 


In this supplement, INDUSTRIAL 
MARKETING presents new data on ABC 
and CCA business papers issued since 
publication of its Market Data Book 
Number Sept. 15. 


While the primary additions con- 
sist of ABC statements for the six 
months ending June 30, the CCA has 
also issued some new statements cov- 
ering various periods, and many papers 
have revised their rate cards 


The new information brings the Mar- 


ket Data Book up to date for ABC and 
CCA business papers. This supple- 
ment should be consulted before the 
Market Data Book for data on any 
ABC or CCA publication. If no 
changes have taken place in specifica- 
tions for a given paper since Sept. 15, 
only the name and address of the publi- 
cation are given. 

The number in parentheses indicates 
the page on which the corresponding 
section appears in the Market Data 
Book. 


[Unless otherwise stated. circulation figures shown are for the six-month period ending 
June 30. 1950] 


Publications 


ADVERTISING AND 
MERCHANDISING (30) 


Advertising Age, 200 E. Illinois St., Chi- 
Published Monday Forms 

Circulation 

6.257; dist 
agencies, 5,450; 

media. 4634; educa 
1,123. Rates 
Page i cols. x cols. x 
10 iches 
577.50 
507.50 

472.50 
435.00 

Color, $155; addt 


Advertising Agency and Advertising and 
Selling. 9 E. 38th St.. New York - 
culation, 12,085; gross, 13,557. 
983; : 305; media, 1,109; 
tional, 
Times 

1 $400.00 

6 375.00 

12 350 00 
Standard color, $115 


American Prees, 920 Broadway, New York 
10 
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Dingiay World, 407 E. Sth St.. Cincinnati 
1. Circulation, 14, + gross, 15.250. HKe- 
tall stores and displaymen, 8,019; display 
studios, 892; mfrs. of and dealers in dis- 
plays, 1,269; others, 3,688. 


Editor & Publisher, 1475 Broadway, New 
York 18. Cireulation, 17 gross, 18- 
208. Newspaper execs. and employes, § 

203; advertisers, 2,194; agencies, 6584; 
reps., 277; periodicals, 833; others, 4,7 


Industrial Marketing. FE. Illinois St 

Circulation, 7.7@4; cross, 

3,763; agencies, 1,471; graphic 

arts and other adv. services, 509; media 
693; dist., 314; others, 1,012 


Premtom Practice 4 Business Promotion, 
386 4th Ave.. New York 16. Rates 
Times 1 Page Page ‘ 
3340.00 $183.90 
6 206.00 165.00 
2 272.00 146.00 
Standard red, $90 


’ Ink, 205 E. 42nd St 


New York 


Printers 
17. Circulation, 22,653; gross, 23.211. Mfrs., 


dist.. 732; retail 950; agencies, 
3,238. 


4.699; graphic arts, 1,785; media, 
educational, 1,050; others, 1,536. 


Publishers’ Auxiilary, Thora Hill, Frank- 
fort. Ky. Cireulation, July, 1950, 14,3605 
cross, 16,077. Weekly newspaper editors 
and publishers, 8,471; daily newspaper 
editors and publishers, 1,454; printing 
plants and allied industries, 1.3148; schools 
of journalism and printing, 433; newepa- 
per employes unions, news arans., 3,331; 
thers, 3 


Sales Management, 346 ith Ave, New 
York 16. Circulation, 14,886; cross, 

. Mfrs., 9,395: dist, 752; agencies, 677; 
graphic arts, 419; media, 1,240; educa- 


tional, 463; others, 1.500. Rates 
Times i Page \% Page Page 

1 stines 
105.00 


$400.00 $226.00 
i3 350.00 195.00 
26 $30.00 186.00 95.00 
Standard red, $90 

Survey of Buying Power issue--! page, 
$500; % page, $275: % page, $150 


Standard Rate & Data Servier, 133 
Michigan Ave,, Chicago Clreulation, 
Radio and Television section 
Agencies, 2,004; advertisers, 431 
1,167. Newspaper section, 3.878. Agencies, 
2,467; advertisers, 587. others, 838 
Magazine-Farm Paper section 
Agencies, 2,490; adwertisers, 520, others, 
675 
Business Paper section, 3,778, Agencies, 


2,508: advertisers, 645. others, 707 


Tell, 507 5th Ave. New York 17 


Tide. 232 Madison Ave., New York 16, 
Circulation, gross, 13,843. Mfre. 
57; eine: 2211; 
ot 


52 25.00 
Standard oad or green, $60. 
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SHORTEST 


ROUTE 


TO 


PRODUCT 


APPROVAL 


Now, for the first time, it is possible to get full coverage of that all important purchase 
influence group, the key personnel in research, development, control and testing laboratories 
as well as the pilot plants of industry. 22,000 copies of INDUSTRIAL LABORATORIES 
reach these influential people by name and title every month. 

Your advertisements in INDUSTRIAL LABORATORIES reach the persons who 
select products, processes, supplies and services for the laboratories themselves — for the 
prototypes of tomorrow's developments and for current production. They are read by chemists, 
physicists, metallurgists, ceramicists and others of similar specialized skills; by scientists, 
engineers and technologists — by all members of the project teams that apply scientific 
knowledge to the problems of industry. ..the products of tomorrow. 


Laboratory specialists have the valuation habit, the planning practice and the authority 
to put the seal of approval on your product for production runs—if they learn of it! But 
busy key laboratory personnel make every reading minute count. That's why the only full- 
coverage magazine going into laboratories — INDUSTRIAL LABORATORIES — has won 
an enthusiastic audience. That's why INDUSTRIAL LABORATORIES can tell your story 
best where it counts most. Present your products where purchase recommendations are made. 


Write today for rate card 


om 201 NORTH WELLS STREET + CHICAGO 6, ILLINOIS © Financiat 6-1026 
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Westers Advertising. Market St.. San 
Francisco 4. Circulation, 3,841, gross, 4,- 
44. Mfrs., 338; agencies, 892; graphic 
arts, 1,035; media, 568; schools and col- 


leges, 318; others, 442 


CANADA 
Canadian Advertising, (5! University 
ve., Toronto 2. Circulat, on, 1,428; gross, 
1.31. Mfrs. and nationa! advertisers, 625; 


agencies, 416; others, 258 
Toronto 


Marketing. 119 York St, 
culation, 43838; gross 
natl. adv., agence 

others, 34 Rates “1,000 lines, 23c; 
lines, 22c; 4,000 ‘fines, 


OUTDOOR DVERTISING 


Signs of the Times, 407 8th Cincin- 
nati 1. Cireulation, 14,225; gross, 15,042. 
Outdoor advertising plants, 2,087; sign 
6.942; schools, artist designers, 

; Others, 2.043 


VENDING MACHINES 


Coin Machine Journal, S. Learborn 
St.. Chicago 5. Circulation, 12 months 
ending May, 1960, 15,615; gross, 16,173. 
Music operators, 3,697; vending operators, 
5,624; amusement games, 2,900; others, 
3,67 Ratee—1 page, $262; 6 pages, $212; 
12 pages. $191 


Cincinnati 22, 
Vending 
dist., sup- 


Vend, 2160 Patterson St 
Circulation, 4,800; gross, 6,437. 
machine operators, 2,770; mfrs., 
pliers, 1,025; others, 99 


AIR CONDITIONING, HEATING, 
VENTILATING, PLUMBING, 
SHEET METAL WORKING (43) 


American Artisan, § N. Michigan Ave. 
Chicago 2. Circulation, 10,128; gross, 11,- 
143. Contractors, 8.090; wholesalers, sales- 
men, 798; utilities, 65; mfrs., their repre- 
sentatives, 613; others, 475. J 


Domestic Engineering, 1801 Prairie Ave. 
Chicago 16. Circulation, 17,282; gross, 
18,606. Plumbing and heating contrac- 
tors, 8.697: plumbing contractors, 1,622; 
heating contractors, 1,006; wholesalers, 
their salesmen, 2,977; others, 3.090 


Fuciot! & Ot) Heat, °5° 
Circulation, 


Madison Ave., 
12 months end- 
13,146; gross, 13.898, 
and dist.. 8,056; fueloll 
and dist.. 5,137: utilities, 30; job 
ollheating, air conditioning and 

mfra., 1,740; others, 241 
time page rate goes from $230 to 
$260 Dec. 1, 1950, with other spaces in- 

creased in proportion 


Bleed, $25 


ont Ventilating, 148 Lafayette 

rk 3 Circulation, 11,3773 

Engineers and architects, 

yntractors and engineers, 3,787: 

753; utilities, 497: industrial firms, 

$8: mfrs., agents, sales 
others, 1,631 


engineers, 1,934 
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Heating, Piping & Alr Ce ¢ 
Michigan Ave., Chicago 2. Cire EK 
16,191; gross 17,147. Engineers 
architects, 1,584; contractors 

Sineers, 4,358; govt., 849; utilities, 
industrial firms, 2,161; buildings, 835; 
mfrs., agents and sales engineers, 3,496, 
wholesalers, dealers, 709; others, 2,027. 


Home Comforts Wholesaler, 60 4ind 
7. Circulation, 12 months 

950, 4,004; gross, 4,417. 
mfrs and sales 


Whole salers, 
agents, 650. 


Mu Grand 
Central erminal Blag., New York 17. 


Pilambing and Heati Journal, 45 W. 
45th St.. New York Published 
Forms close 20th. Circulation, 13,868; 
gross, 16,466. Plumbing and heating con- 
tractors, 10,791; wholesalers and sales- 


men, 1,467; others, 1,556 
and Heating Wholesaler, 45 W. 
Sth St. New York 19, Published 15th. 


Close 5th 


Sheet Metal Worker, 45 W. 45th St., New 
York 19. Published 7th. Forms close 17th. 
Circulation, 7,418; gross, 8,834. Contrac- 
tors and dealers, 5,830; wholesalers, 199; 
mfrs., 458; others, 771 


Snips Magazine, 5707 W. Lake St., Chica- 
go 44. Circulation, 12 months ending 
April, 1950, 11,724; gross, 12,560, 


ALCOHOLIC BEVERAGES (68) 


Heverage Journal, 1410 N. Cen- 

»., Phoenix. Cireulation, 12 months 
ending June, 1950, 2,498; gross, 2,683, Re- 
tallern, 1,881; clubs, 150; others, 640 


Associated Rowesage Publications, 255 4th 
Ave., New York 16. Comprised of follow- 
ing OCA papers: Beverage Bulletin, Con- 
necticut Beverage Journal, Massachusetts 
Beverage Journal, Missouri Beverage 
Journal, New Jersey Beverage Journa! 
Northwest Beverage Journal, Rhode Is- 
land Beverage Journal, Southern States 
Reverage Journal; following ABC paper 
> verage Media; and 3 unaudited papers 
tates 
Times 1 Page % Page 

1 $2, 400 $1,408.00 
1,330.00 
12 1,259.00 


Heverage Analyst, 1447 Stout St. Denver 
2. Cireulation, 12 months ending July, 
1950, 7,283; gross, 8,439. Retailers, 6,847 
wholesalers and salesmen, 795 


Heverage Times, 1819 Breadway, New 
Ye — Circulation statement not re- 
ceived. 


Buckeye Tavern, 450 W. Federal St, 
Youngstown, O. Circulation, Seu? gross, 
Retailers, 6,212; others, 


California Beverage Journal, 926 N. Vine 
St. Los Angeles 38. Type page, 7x10. 
Published Ist. Forms close 26th. Agency 
discounts, 15-2. Circulation, 4,353; gross, 


\% Page 
$160.00 
100.00 
80.00 


Times 
1 


12 15 
Color, $60; bleed, 10% 


Heve Industry Bowe, § ‘entral Tower 
Bide., n Francisco Circulation, 30 


issues ending June, 1980 20.258; gross, 
21,406. Retailers, 19,580; others, 494 


Beverage Market Guide, 2 St, 
New York 10. Circulation, 4474; gross, 
9,560. Retail, 4,329; others, 84 


Beverage Retailer Weekly, 1819 Broad- 
way, New York 23. Circulation statement 


not received. 


Liquer Store & ptapensen, 205 B. 42nd St., 
New York 17. Ra 
Times 1 Page 
. $255 
240.00 
12 62 35. 230.00 


Standard $110 


Washington-Deleware Hever- 
3110 Elm St., Baltimore 11 
July, 1950, 7,833; gross, 8.008, 


Michigan Beverage News, Fox Bidg.. De- 
troit 1. Circulation, 5.879; gross, 7.265, 
Retailern, 5,644; others, 22% 


State Review, 381 4th New 
Y« Rates—1l page, $295; 6 times, 
$255 


$2 
Ble ed, $20 


Review, 242 
7 


National Reviewer and Connecticut Items 
of Interest, 94 ©. Main St. 89 
Cireulation, 7 months ending June, 19 
2,365; gross, 3,081, 


New Mexico Beverage Journal, 218 8. Ind 
Ave., Albuquerque. Circulation, 12 months 


ending July 1950, 1,677: gross, 1,806. Re- 
tallers, 1,2 jobbers, . 


12th St., Philadelphia 7 
2,000 lines, 43c; 6,000 


Tavern News, 3174 N. High St, Co- 
lumbus 2. Circulation, 14,060; gross, 14,- 
5@0. Retallers, 13,561; others, 368. 


age Jou 
Cireculati 


National Liquer Madison 


New York 


Observer, 226 N 
Rates—open, 4h« 
lines, 40« 
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Pac © Stere Ma ement, 141 ith Ave. 
New ork 16 Rates—l page, $420; 6 
times, $400; 12 times, $380 


Patterson's Beverage Ganeticer, 1109 W. 
Sth St.. Los Angeles Circulation, 
months ending une, 1950, 8.838; gross 
20s. etailers, 7,229; others, 1,89 


The Server, 106 & Michigan Ave, Chica- 
4 Cireulation, &®, gross, 
etallers, fixed, 26,680 otated 


others, 2,481 


Spirits, 341 4th Ave. New York 16. Cireu 
lation, 3522; gross, 4.968, Distillers, 1, 
665; wholesalers, 1.685. others. 442. Rates 

1 page, $210. 6 times, $19 1? times 


Tap aed Tavern, 1430 S Penn Sq. Phila 
delphia Circulation, 13,454; gross, 
G18. Retailers, 11,880; others, 1,780 


Tavern Keeper, 146 N. Milwaukee Ave., 


Chicago 22 


Tavern News, 608 Dearborn Chica 
go &. Circulation, gross, 13,661. Re 
tallera, $,659; others, 659 


Wines T17 Market St.. San 

nm, , Grace, 2.- 
itives bot 
tlere and dist. 621: others, 749 


AUTOMOTIVE INDUSTRY (70) 


Automotive Digest, 22 St. Cimein 


nati 10. Cireulat *, 141,507. 
New car and tru Ss. repair 
shopa, 58.473; vners 


1,904; others, 7.617 


ies, S6th and Chestnut 
Circulation, 12,106; 


Ste. 
gross 14.144, Mfrs f cars, trucks. tra« 
tors streraft engines and mponentsa 
981 govt ave fucat eet 
operators, 171 thers, 69 


Autemetive Vews, Penohecot Midge De 
troit 26. Cireulation, 37.561; gross, 38,074. 


New car and truck dealers 6.711; used 
ear de 0; repair shops, 333; job 
bers whers Té mfre 4.862 
finance, 7.381, others, 1,758 


Automotive Retatier, 10 Park Place, Mor- 
ristown. N. J. Rates— 


Times 1 Page Page 
1 $276.00 145.00 
260.00 132.50 

2 120.00 


12 25.00 
Standard color, $60 


Brake Service, 31 N. Summit St., Akron §, 
0. Circulation, 12 months ending Sept.. 
1960, 223,727; gross, 23.860. Brake service 
stations, 16,609; jobbers, 6,138; others, 


Gas Station, Garage and Motor Car 
Dealer, 281 Alpine St.. Pasadena 5, Cal. 
1, 11 months ending June, 1950, 
11318. Super service sta- 
garages, 2.344; car deal 
1,760 


Jobber Topics, Daily News Bidg., Chicago 


6 Ctreulation, 12 months ending June, 
1950, 30,527; gross, 31,062. Jobbers, ex- 


ecutives and salesmen, 29,569; others, 
L777. Rates 
Times l Page % Page Ps Pa 
1 $262.00 $140.00 78 ny 
» 223.00 123.00 76.00 
12 195.00 110.00 62.00 


Meteor, 150 W. 55th St.. New York 19. Cir- 
eulation, gross. 71,213. New car 
and truck dealers, 23.967; repair shops 
43,264; jobbers, 7,007; feet owners, 2,350; 
9. Rates 


Times | Page \% Page % Page 
1 $600.00 $300.00 $158.00 
575.00 294.00 163.00 
i2 148.00 


550.00 280.00 


Meteor Age, 5éth and Chestnut Sts. Phila- 
felphia 39. Circulation, cross, 
@82t7. New car and truck dealers, 24,780 


repair shops, 37,892; jobbers, 3,121; fleet 
50 thers, 251 
Motor Seevies, 49 W. Washington St 


Chicago 6 Circulation, 1 menths end 

ing hue 1950, 144,700; gross, 146,910, 

Independent repair shops, 70,962; car 

truck dealers, 47,937; fleet service 

ners. and ipts., 7,489 job »bers, 
17° 


Meter West, Rives-Strong Bldg Los 
Angeles 15. 2 months end- 
5.444. New 
ar and truck repair shops, 
1.747; jobbers and dist 1,130; others, 661 


Southern Autemetive Journal, 496 Peach- 
tree St N. E Atlanta 5. Circulation, 
as, 25,156. New car and truck 
repair shops. 9,603; jobbers, 
owners, 2,013; others, 1,497 


1,660 


\% Page \% Page 
$165 00 $ 90.00 
150.00 82.50 


135.00 76.00 


4 

Super-Service Station, Daily News Bide, 
“hicago 


CCA 


Super Service Tire Review, 311 N. Summit 
St Akron 8. ©. Cireulation, 12 months 
ending March, 1950, 22,428; gross, 23.80K, 


nes Page Pace Page 

$3 $2790.00 $100.00 
‘ 5.00 1745.00 95.00 
2 300.00 160.6 $0.00 


Tire, Battery Accessory News, tth 

Ave.. New York 16. Circulation, 5,408; 

gross, 8.167. Tire, battery and auto acces- 

ers, service stations, 3.647; chain 

buying offices and steres, 569: others 
72 


Tires Service Station, 356 4th Ave. New 
York 16. Cfrculation, 12 months ending 
May, 1950, 15,560; gross, 16,191. Inde- 
gegcont service stations, 14,695; others, 


Meter im Canada, 3165 Bannatyne Ave.. 
Winnipeg. Man. Circulation, 7,267; gross, 
7210. Auto and accessory dealers, 1,378; 
gurages, filling tions, Sees owners, 


4,398; mechanics, 962; others, 775. Rates— 
Times Page Page Page 
1 $110.00 $ 66.00 $ 36.00 
6 100.00 60.00 33.00 

95.00 57.00 31.00 


12 
Standard red, $35 


Revuee-Moteur, 191 St. James St, 
Montreal 1 Circulation, 3,812; gross, 

Car and truck dealers, 210; repair 
shops, 3,106; jobbers, 151; feet owners, 
147; others, 197. 


MOTOR TRUCKS AND MOTOR > 


FREIGHT 


Commercial Car Journal, 56th and Chest- 
nut Sts Philadelphia 39 Girculation, 
20.219; gross, 31,743. Fleet supts., service 
mers., shop foremen, 26,241; mfrs., 
branches, dealers, repair shops, assns., 
dist., wholesalers, 4,093 


Ge Magazine, 417 Market St.. San Fran- 

cisco &. Circulation, 12 months ending 

June, 1960, 14,3715 gross, 15348. Com- 

mercial truck owners and operators, 

13,449; others 843. Rates 


Times Page Pa 
1 $120.00 $ 70.00 
100.00 57.50 
12 90.00 46.00 


Meter Transportation, Skinner Bidg.. 


Seattle 
A 
Southern Sterick Bld 
Memphis 3 ll me athe en 
ing June gros 


1 
Owners and fleet supte., 9.816; others, 489. 


Transport Toptes, | 1 St.. Washing- 
ton 6 D. ¢ Circulation, 17.084; gross, 
23.477. Truck operators, 11,125; private 
earriers and shippers, 2.5466; others, 3,548 


Transportation Supply News, 
“h 


Madison St... Chicago 


Western Motor Transpert, 3154 W. 6th 
St., Los Angeles 5. Cir ation, 11 months 
ending June 50, 9.233; cross, 9450 
stop service 


22 


AVIATION (78) 


Acro Digest. 515 Madison Ave... New York 

Circulation 22.202; «cross 23.308. 
Mfrs., 3.947: carriers, 1,144: airports, fixed 
base operators, dealers, flight services, 
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Markets 


Where the Rule is 


Business as Usual! 


Three distinct fields are unusually recession-resistant and 
offer a profitable market regardless of business cycles. 
These are the construction industry, the educational field 
and the municipal market. 


All three fields are in large part supported by public — 
expenditures. Taxes we always have with us, and by the 
same token schools, municipal, and public works construc- 
tion expenditures must be continued to assure essential 
services. 


Contractors and Engineers Monthly has for thirty 


[Construction 1 _ years been the NEWSpaper of highway and heavy 
construction, including highways, large buildings, dams, 
tunnels, bridges and similar projects. 


Schools and colleges are now undergoing the © 
2. greatest expansion of plant facilities in their his- 
| Schools | . They are ably served by The School Executive-School 
Equipment News devoted to educational administration, 


the planning of new buildings and the maintenance of 
existing facilities. 


The entire municipal market, including water and 


3. sewage works, power plants, paving and street 
| Municipal | maintenance, lighting and public safety, is covered by 
The American City. 


Investigate these three active fields. Business as usual is 
the rule, all-year, every year; as dependable as taxes. 


Write to 470 Fourth Avenue, New York 16, 
for sample copies of: 


Contractors and Engineers Monthly 
The School Executive 
The American City 


CONSTRUCTION + SCHOOLS + MUNICIPAL 
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2,794; govt., 11,018; plane owners, fying 
clubs, pilots, 2,601, consultants, 360; edu 
cational 4,595 armed forces, 1,250 
others, 1,359. 


Aeronautical Maxineering Review, FE 
64th St.. New York 21. Circulation, 0,751; 
gross, 10,486. Mfrs, 4,421; carriers, 248, 
airports, fixed base operators, dealers, 
128; govt... 6,384; consultants, 318; educa 
tional, 1,836; others, 1,092 


Alr Transportation, 1° Bridge St... New 
York 4. Clreulation, 7,482; gross 
Shippers, 6,215; airlines, 64%, govt., 273 
ay 
7 


othera, 72 


American Aviation, 1025 Vermont Ave, 
Washington 5, C. Subscription, $56 
Cireulation, 11,172; gross, 12,747. Mfrs. 
$02. air carriers, 6,546; airports. fixed 
base operators, dealers, schools. 944 
govt., L174; plane owners, pilots, 718 


others, 4,248. 


Aviation Age. Sormorty A Aviation Opera 
tions, 206 E. 42nd St ew York 17 


Aviation Week, 330 W. tind St.. New 
York 18 Clreulation, 30,508; gross, 32,448. 
Mfrs 8.5956; 5 


earriers, 6,247 
fixed base scaaeser, dealers, fight serv 
leen, 3,234 ovt.. 3,482; plane owners 
fiving pilots consultants 
507; educational, 43,257 armed forces 
1,364; others, 1,988 


Western Fiying, 4328 Sunset Bivd, Los 
Angeles culation, 12 months end- 
ting June, 155; gross, 10.273. Mfe 
2,157; airlines, 875; aviation services and 
airports. 4,393 plane owners, 1,842 
pliots, 135; govt.. 726; others, 421 


BANKING AND FINANCIAL (82) 


Sanhere Menthty, 536 S. Clark St., Chica- 


Cireulation July 19560, 
gross, teste | S banks, 17,253; bar 
Micitala, 1,302: others, 179 
Renking, |2 36th St.. New Y 16 


Ctreulation, 34,919; gross, 36,973. ‘Bank. 
ers, 16.824; officers, 6.319: employes, 3 
003; directors, 4.443; others. 4,446 


the National Nusiness and 
nanctal Weekly. 49 New St. New York 4 
Ctreulation, 36,283. 


Rerreoughe Clearing Ind and Bu 
roughs Ave, Detroit 32 


Finance, "0 N. Wacker Drive, Chicago 6 
Circulation, 3.539; gross Banks 
officers and employes. 2,621 utilt 


ties. insurance, 735; others 


World, 86 Trintty Pi 
& Ctreulatton, 34,211. 


New York 


Magasine of Wall Street and Husiness 
Analyst, $0 Broad St.. New York 4. Cir- 


culation, 20,478. 


Mid-Continent Banker, 405 Olive St, St 
Louis 2. Circulation, 3,688; gross, 4,410, 
Banks and omicore, 3,303; directors, 306; 
thers, §7 Rates—1 page, $290; 6 times, 
$150; 12 tim mea, tie 

Color $75; bleed, 10% 


Savings and Lean News, N LaSalle 
St.. Chicago 1. Circulation, 1Q206; cross, 
11.600, Savings and loan assns., banks, 
yficers and employes, 9,515; others, 259 


CANADA 


The Financial Post, 481 University Ave 
Toronto 2, Ont. Circulation, 36.540; gross, 
37.666. Mfrs. 5,995; dist., 4,519; service 


org., 2,290; bankers 654; brokers, 1,- 
117; govt 1,015; insurance, 1,327; pro- 
fessional, 2.767; others, 6,132 


BEAUTY SHOPS (85) 


309 WwW 
Bivd., Chicago 6 Circulation, 4. 
cross, 51.544. Beauty shops, schools and 
38.317; operators and managers 
9.172: others, 673 


American Perfamer EKasential Ol Re- 
view, 9 E. 38th St.. New York 16. Circu 
ation Sroes 3,502. Mfrs. importers 


list. of perfun cosmetics, 1,711; mfre 
and importe rsa ~ | natural oils, synthetics, 


9 others, 773 


Modern 608 S Dearborn St., 

Chicago ulation cross 

6.00%. Reauty she ps, schools and owners 
57,131; operators and managers, 4,907 
thers, 908 


BOATING (86) 


BP 


The 595 Pleasant St 
i 


St. Joseph 


Moter Beat, 63 Beekman St.. New York 7 
Ctreulation, 37.519. 


Meter Beating. 572 Madison Ave New 

n 45.619. Rates -1 

$495; & times, 1? times, $2345 
ndard red. $120 


Pacific Meter Beat, 71 Columbia St. Seat 
tle 4. Cireulation, 10, 


The Redder, New York 
“lreulation, 26,401 


Western Yachting & Boating, 844 


Sea— 
Wall St., Los Angeles 14 


‘irculation, 


Yachting, 205 E. 42nd St. New York 17. 


Circulation, 42,820, 
CANADA 


Boating Magazine, 147 Adelaide 


W. 


Toronto, Ont. Circulation, 4,874. 


BOTTLING, BEVERAGES, SODA 
FOUNTAINS (87) 


American 316 Peachtree St., N. 


Atiant 3. Cireulation, 5,916; gross. 
Bottling plants, 4,770; mfrs., 899; 

others, 227 ~ 
Times 1 Pa + Page \ Page 
3318) 00 $190.00 $100.00 
‘é 240.00 140.00 75.00 
12 210.046 115.00 65.00 


potting Industry, 107 W. 43rd St.. New 


York 1 
April, 1950, 6,475; gross, 7, 


Independent fountain 
> 


at $485 & tin 
times 3378 


Circulation, 12 months ending 


Fountain Service. 386 Fourth Ave. New 
York 16. Clireulation, 30,144; gross, 31,529. 


National Bettlers’ Garette, 
5.606; cross, 
3 


New York 4 Cireulatio 
7828. Bottling plants, 4.213 
others, 436 


Rates 
Times | Page » Page 
1 $340.00 $210.00 
265.00 00 
12 225.00 0 


4228 Suns 
7 sulation, 12 
ing June, 1950. 3,085; gross, 
tling plants ‘thers, 30 


t 


owners and man- 
: chains, 2.480; supply, 2.587 


ves, $430; 12 


Broad St., 


mfrs., 973; 


3,157. Rot- 


BREWING AND MALTING (91) 


American Brewer, 
York 17. ulatior 2.473; 


Rrewertes and executives 


ese 


Brewers Digest, 747 W. Jac 


202 EF. 44th St.. New 


gross, 2,817. 
+ 


others 


kson RBRiwd 


Chicago 6. Circulation, 3,888; gross 
Rrewertes and executives. brewmasters 
others, 452 


1.170; dist, 1,247 


Brewerles and executives 


Standard red, $35 
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Brewers Journal, ¢ S. Dearborn St 
Chicago 5. Circulation, 1,660: gross, 3.075. 4 
1.178; others 
6 


In every metalworking plant that buys machine tools, small tools, materials 

or equipment in volume, purchases are controlled by a group of engineer- 

BUYS ing and manufacturing executives who form an inseparable, decision- 

making team. Many of these men work behind the scenes; most of them 

METALWORKI are inaccessible to salesmen, yet all of them function together . . . 4 
every step in the manufacture of a metal product is related to every . 
ii] ‘EQUIPMENT ? 4 Production executives alone do not have complete authority to buy pro- 
duction equipment; they must take into consideration the problems of the 

tool engineers, product designers and other executives with whom they 

work. Likewise, engineers alone are not responsible for specifying tools, 

materials and accessories, but must consult with production men regarding the manufactur- 

ing process which their selections involve. One man may sign the purchase order, but many 


engineering and manufacturing executives cont-ibute their knowledge and experience in 
making the final selection. 


There are approximately 49,479 plants in the entire metalworking industry. 


tea The real volume-producing plants, however, are comparatively few. While 
ARE over 19,000 plants employ over 20 men, only 4,942 have over 100 em- 
ployees. Because of this tremendous variation in size, even titles are 


METALWORKING’S misleading. Compare the importance—to you—of the Works Manager 


TL F of a large automotive plant with that of the manager of the little metal- 
REAL BUYERS ? |. working shop down the street. Yet both men are a “unit” on a subscrip- 
tion list, and both are classified in the same category on a circulation 
statement. And so the advertiser who wants to reach the real buyers of 
metalworking equipment must first make sure that his advertising is going 
to the important, volume purchasing plants. Then, in addition, he must make certain that 
it is being read by the right men in those plants . . . not by just the production men, not by 
just the engineers, but by the men in every activity and at every level of authority who have 
@ voice in making purchasing decisions. 


MACHINERY'S combination of paid circulation and Directed Distribution 
a | assures penetration to the real buying influences. Under this plan, we 
OW DOES - maintain contact with the key executives in the country's major metal- 
J working plants. Most of these men have long been subscribers to 
MAC H l N E aa MACHINERY, but if we locate a man who is not—and if our investiga- 
tion definitely proves that he has real purchasing authority—then we 
REACH THEM e send him a personal copy of MACHINERY every month. Approximately 
} 18°, of MACHINERY'S total circulation is directed in this manner. All 
of the men who receive Directed copies must request continuance of this 
service at six-month intervals, and it is highly significant that we get a 
“renewal request” from this group of top executives of 95.8°/,. Directed Distribution, plus 
selective subscription selling, makes sure that your message penetrates the volume-purchas- 

ing plants thoroughly and reaches metalworking's real buying authorities. 


MACHINERY 


The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products 


Published by The Industrial Press, 148 Lafayette St., New York 13, N. Y. 
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1,701; supply, 463 


Page 
00 
6 206.00 
iz 176.00 


Areblitectural 
Building, 


405; consulting 


commercial and 


and profersors, 


Rates 

Times 1 Page 
$990.00 
840.00 
695.00 


tects-engineers 


staff architects 
eulation, 13,517 


mech anic al, 20 


t 
architect 
Others 
commercial and 
designers 
students 
r 


green, blue 


Los Ang 
ending 
Architects, dest 


St New Yor 


designers 3,761 


and contractors, schvois, 
New rates announced for April 1, 


2118. Brewers, executives, brew master > BUILDING CONSTRUCTION 


American Builder, 1) W. Monroe St, 
Circulation, 83,158; gross, 97,814. 
ntractors and bullders, 


BRICK AND CLAY PRODUCTS (94) 


1,724; others, 6,533 


Brick and Clay Record, 
Ave., Chicago 3. Circulation, 
Clay products mfrs 
designers, engineers, 
tries and schools, 277; 


1 


and Bulliding Jour- 
Cedar Rapids, la 


BUILDING (95) 


ARCHITROCTURAL 


York 20, N. ¥ Cire viation 
Architectural, 
gineering firms and architects and archi- 
tects-engineers in private 
engineering firms 
engineers in private practice 
tractors and bullders 
trade contractors, : 


Western Batiding. 


equipment and materials 
337; dist. 4,564; 


12 
Standard color, $175 


Architectural Record, 
New York 18 Cireulation 
34,456. Architectural 
neering firms and 


RUILDING MATERIALS (ND SUPPLIES 


scriptions in company name 
corporate executives 


Consulting engineering firms and er 
neers In private practice 
in compacy name 
executivesr civil 


American Lumberman & Building Prod- 
4 


3,474. Total 
t 


‘ architect 


raftemen 
instructo 


1? 435 ” 
Cireulation of Weatern 
Standard colo t. 


neers, 6.865 thers 


Progressive 


31 S22. Total 
total engineer 


BUSINESS EQUIPMENT 
AND SUPPLIES (117) 


American Business, 4660 Ravenswood 
Ave., Chicago 40. Circulation, 15,107; 
gross, 15,72& Business firms and officials. 
13,2 232; others, 1,302. 


Geyer’s Topics, 212 5th Ave, New York 
10. Circulation, 6878; gross, Re- 
tailers, dept. stores, chains, 353; 
wholesalers, 328; mfrs., 648; others, 376. 
Journal ef Accountancy, 270 Madison 
Ave. New York 16. Circulation, 54,331; 
gross, 55,1123. Accounting firms and ac- 
countants, 23,164; companies and officials, 
11,034; govt., 2,171; students, 6,321; edu- 
cational, 1,715; others, 10,347 


Office, 270 Madison Ave., New York 16, 


212 
Cire ulation, 
SSB2; gross, ‘10,000. Officers of business 
org., and govt. agencies, 1,571; office man- 
agement execs., 1,883; pur« hasing agents, 


601; companies, 1,026; others, 722 


Publishers’ Weekly, 62 W 

York 19. Circulation, 15,004; gr 

Hookstores, 4,31 libraries, 


publishers, 2.229; others, 2 


CEMENT AND QUARRY PRODUCTS 
INDUSTRIES (125) 


Conerete Manufacturer, 555 5S. Clark St. 
“hieago 5. Circulation: 1, as section of 
Pit and Quarry. 13,146; gross G3; as 
separate -- ation. 12 months ending 
July, 1950, 8.481; gross, 9,813. Concrete 

5 ready-mixed con- 


products mfrs 
erete mfrs 900 


Conerete Products, 309 W. Jackson Bivd., 


Chicago 6 Circulation, as section of 
R Products, 14.708; gross, 16,368; as 
separate publication, 12 monthe ending 


June, 1950, 9.257; cross, 9.671. Ready 
mixed concrete, 1,395; ready mixed con 
erete and concrete products, 578; con- 
crete products, 6,690; other 8 


4 Qua . 538 S. Clark St., Chicago 
ulation "13.146; gross, 14.363. Pro- 
ducers f cement 1,365 aggregates 


ready-mixed 
1,439; 


produc ts 


re \% Page 
$220.00 $205.00 $120.00 
290.00 175.00 109.00 
2 2 ) 165.00 85.00 
Standard red, blue. orange, green, yel 
ow, $60 


Pit and Quarry andbook, 5°38 S. Clark 
St.. Chicago 5. Cireulation, 1949 edition, 
4.567: cross, 5308. “er 290 agere- 


products exclu- 
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: professional, 26,430; commercial and in- aa 
aA dustria ganizations govt bullders 
i! 425. 
Moderna Brewery Age. 20 Hu St 1951 
* 
© 
reality. 1,776; Gnanece 926: govt... 1,423; on 
commercial and industrial org. 2,236; 
5. Wabash 
19; gross, 
and execs, | 
58; lab- Ce 42nd St.. New 
Ra 
T Page Page 
116.00 74.00 
106.00 61.00 
nal, 6th St, 3 
nal, 427 6th St. S E 
Cireulation, 9.764; gross, 10,480, Realty, CCA 
F ».610; contractors and builders, 2,107 
thers, 1,434 
© @ 
Practical Builder, 5 Wabash Ave. Chi 
cago 3, Cireulation, 78,407; gross, 83,455. 
Contractors and builders, $8,504; special 
trade contractors, 16,356; dist. 8.019 
architects and engineers, 1.387; realty 
finance, 509; govt.. $56; commercia 
snd industrial ors aoe equipment and 
Serem. the Magasine of materials, 1.990; others, 5.831 
‘ 
h St. New 
oss, 15,431. 
519 Park Ave. 724: book 
Vortiand 6, Oreg. Circulation, 12 months | 
‘ June, 1950, 9,554; cross, 10,250, | 
Distributors, 4.015; builders, 4,802; oth 
erg. 6068; 798 
4 producers, 2 
others, 7,597 
© 
540.00 $280.00 
4 460.00 240.00 Dally Commercial News and Ruilding ak 
| 390.00 195.00 Record, 34 St. Patrick Torente 26 
Circulation statement not available 
@ © 7 it 
i q CCA an 
) W. 40th St, Meme Building im Canada, 372 Bay St, 
32,127; Kross. Toronto 1. Circulation, 9513 
| itectural-en! 
te and are! 
practic it 
registered 
— 
ite cag jlation, 24.910. — 
196 Retall dealers, 20,047; jobbers and mfrs” 
staff ene! gents 1,412 mfrs of lumber wood } 
engineer circulation product bldg. products 1,171 others, 
reulatior 72 = 
1 engineer shat 
iding contractors 
lustrial o anizations © 
and architectural 
14.8 Haliding Supply News, 5 Wabash Ave. 
$360 00 Chicage 3. Circulation, 21,727; cross, 25.- 
+ t+ mm, Retail dealers, 18,246; jobbers and 
4 mfrs agents 1,540 of lumber, 
ers 0 
ern edit t re 
Arts & Architecture, 1205 Wilshire St. N. Atlanta Circulation 
Circulation. & Sept. 1950, 9.266; gross, 10.388, Retail and 
| gross, sale dealers in lumber and building 
draftemen, ene $ 
rr 
chitectare, 39 W 
“Ireulation, 30,008; Wulldfegs, 427 6th Ave. S. E.. Cedar Rap- 
ar chitect circulation, tds. Ia. Ctreulation, 4,786; gross, 5.221. 
circulation, 46.545 Realty, 2.49%: finance, 338: commercial 
temen, 5.002: total and industrial org., 908; others, 966 clusively, 65 nerete 
| > 


Sively, 45; lime on 58; gypsum 
and yeeun products, mise, non- 
metallic minerals, Til; others, 153 


Penducee, 309 W. Jackson Bivd 

Cire ion, 14,7008; gross 

cement 1.659; as 

¥ minerals 409 

mined cone 59 concrete prod 
2,408 


CERAMICS, GLASS (134) 


Ceramic Industry, 5 S. Wabash Ave... Chi- 
cago 3. Circulation, 4.883; gross, 6204, 
Ceramics mfrs., 2,172; raw materials. 439 
oon and students, 1.044; others, 1,182 
tates 


Times 
1 


1 Page ‘ag \ Page 
$2556.00 $ 94.00 
205.00 74.00 


75 


175.00 0 64.00 


Glass Digest, 225 Lafayette St. New York 
12. Circulation 4.575; gross, 4,969. Deal 

ers, contractors, glaziers, 928: jobbers 
supplies $85; mfrs., 549: ‘others 95 


Page Page 

110.00 
$0.00 50.00 
£2.00 45.00 


Giass Industry, 5! tnd St.. New 
rk reulation 
nd emplo 
s, equipment and su 
engineers, 94; education- 
thers, 262 


CHEMICAL PROCESS INDUSTRIES 
(138) 


Analytical Chemistry, 332 W 
Circulation gross 

companies and « als, 4,775 

I men ipe visors, 

engineers ,307; “ch directors 


42nd St.. 


ists, metal 
laboratories 2 
*hools and students, 2,169 


independ 
professors, 2,694 
others, 1,461 


Chenstent Engtacering, 330 W. 42nd St 
New York 18. Cireulation, 36,753; gross 
37 Mfg. companies and officials, 7,162 
ecutives foremen, super- 
3 8.303 research 
metallu 
ortes 


colleges and students, 3 


Rates-——less than 3 pages, $505; 
$485; 8&8 pages, $465: 12 pares, 


pages, $435 


Chemical — Progress, 
4ist St r 

gross, 15, Mite 

clals, 1,223; works exec 

men, supervisors, 609 

research directors 

gists, 593: independent laboratories, 1,- 
486; professors, 826; schools and students 
1,494; others, 1,310 
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Chemical Industries, W (ind New 
York 18 Cireulation, 11,102; gross, 11,764. 
Mfg. companies and officials, 3,921, works 
executives, 402 foremen, supervisors 
195; engineers, 443 research directors 
chemists, metallurgists, 1,374 indeper 
dent laboratories, 1,100; wholesalers and 
mfrs.” reps, 979 professors 182; schoo! 
and students, 1,124 thers, 1,486 
Rates—-less than 4 pages, $300; 4 pose: 
$285; 8 pages, $275; 12 pages, $27 
pages, $2456 
—_* yellow, orange, red, blue, green, 
5 


Chemical Processing, 737 N. Michigan 
Ave., Chicago 11. Circulation, 12 months 
ending July, 1950, 32,600; gross, 234,304, 
Companies and corporate execs., 8,828 
works execs., 5,842; technical directors, 
chemists, metallurgists, 2,696; supervis 
ors, dept. heads oremen, 2,250; other 
chemists, metallurgists and assts., 4,003; 
engineers, 8.491; others, 1,203 Rates-—1 
page. $560; 6 pages, $496; 12 pages, $476 
“ol $90 


and Engineering Chemistry, 

W. 42nd St.. New York 18 Circula- 
30,000; «ro 31.573. Mfg. com- 
panies and official 5.873: works execu- 
tives, 1,141 supervisors, 89? 
engineers esearch directors 
chemists and metallurgists, 6.039; inde- 
pendent laboratories, 4,745; professors 
2,411; colleges and students, 2,622; others 


Journal of American Off Chemists Soct- 
ety, 35 E ker Drive, Chicago 1. Cir 
culation, 3.7 Mfre. or 
processors itamins food 
products, soap 5; raw materials, 239 
laboratories 2 $37; othera, 


Paint & Drug Reporter, 30 Church 
St ‘ew York 7 Cireulation, 
gross, 11,756. Mfrs., 6,121: dist 2,320 
others, 1,870 


Industries, 110 W. 42nd 

Circulation, 3,822, Com- 

works execu- 

ra, 155: en- 

tor chem- 

independent lab- 

ratories and students, 352 
others, 449 


Seap and Sanitary Ch 254 W. dist 
St.. New York 1. Cireulation, 6,864; gross 
&.784. Soap mfrs. and converters, 1,116 
sanitary chemical mfrs and supply 
houses, 1,312 of other | 
products, 467 1,848 
Page 
$ 90.00 
80.00 
75.00 40.00 


FERTILIZERS 


What's Vew in © rove and Soile, 2702 Mo 
roe St.. Madison Wis. Circulation 
16s. 


CLOTHING, MEN'S AND BOYS’ (146) 


Arts, 488 Madison Ave. 

New York “irculation, 19,2898; gross. 

5,551; mfrs., 2,036; others, 

1,763 . 1 ‘page $395; 6 pages, $350 
pages 


Bleed, $40. 


Men's Heperter News Weekly, Empire 
State Bide, New York 1. Circulation, 
13,202; cross, 14,085. Retail, 10.291; mfre., 
2305; others, 718 


Men's Wear, 7 i2th St.. New York 3, 
Circulation, gross, 22,000, Retail, 
16,602; mfrs ; others, 2,140, 

Bleed, $25 


COAL (147) 


Coal Age, 330 W. 42nd St., New York 18 

Cireulation, 14,088; gross, 15,350. Operat- 

sompanies, 774; officials and execu- 

1,780; supts. and managers, 2,092; 

591; foremen, mill operators, 

7; other emplo yes, 677: engl 

and govt. depts., 767; mfra., jobbers 
dealers, 1,050; others, 965 

less than 3 pages, $384; 3 pages 

pages, $354; 12 pages, $355; 24 


losives Engineer, Delaware Trust 
Wilmington 99 


1120 Munsey Bidg., Wash 


\% Page 
90.00 
87.60 
182 $0 85.00 

Standard blue, red, orange, yel- 


low, $50: bleed 


Mining Congress Journal, 1162 Ring 
BRidg., Washington 6 Cirenmlation 
15.380; gross 15.873. com 
panties, 288: officials and executives, 1,904 
supts., managers, 2.567; engineers, 2,762 
foremen, mill operators, osses, 4,147 
other emploves, 750: engineers and govt 
depts. 241; mfrs., jobbers, dealers, 
others, 514 


| Page % Pa 
$350 00 


COMMERCE AND DISTRIBUTION 
154 


Husinexs Week, 2230 W. St, New 
York 18 Circulation, 202,344, 


(Adminiatrative Kdl- 

n 185 Madison Ave., 

16 jon, 21,115; gross, 

Chain headquarters and execs., 

10,116; managers, 2,818; one-store oper- 
ators and buyers, 3/897: others, 4, 111. 


of Commerce & La Salle 


Chicage nal 
Cireulation, 


Journal, Chicago 90 
March, 1956, 31, 196. 


Commerce Magazine. | N. La Salle St. 
Chicago 2 Circulation, 8,778. 


Rock 
Chica 
° 
12 
i 
© j | 
Rates Ble j 
1 $200.00 4 
200.00 
12 149.00 a H 
© 
| 
| 
wall © 
© 
® 
4 © @ © 
4 
4 
| 
ne 812; oth - | 
‘ 
iD @ 


mist, 100 BE. 42nd 


Management, | Park American Milk Heview, Warren Department Store Eco 
few New k 7 St.. New York 17. Circulation, 26,383; 
ere , SO53R. Store executives, including 
merchandise managers and buyers, 25,- 
Keview,  Kroadwa ew Yor Hutter, Cheese & Mreduct« Journal, 
Clreulation, | mont ending Ma N. Sth St Milwaukee 12. Circula 
cross, as thor 5.342; gross, 5.787. Kutter, cheese 
" ‘ y ‘,; others Girls’ Wear, 71 W St.. New York 1 


Circulation, May, 1950, 9,701; gross, 11,- 


483. Dept. store buyers and merchandise 
mgrs., 2,533; specialty shops, 6,885; oth- 
186 


era, 


Werbes, Fifth Ave New York 11 Dairy tudustrics t N. 6th St., 
‘ireulatior was Milwaukee Wis ed of Milk 
leealer, Cream and Hutter, 
e Cheese and Milk Products Journal. Cir- 
culation, 23,587 ross, 26,973 
ulatio gro Fur Fashions, 242 Madison Ave, New 
York 17. Circulation, 3,713; gross, 4,234. 
eveune, Time & Life Bidg.. New York 1 Fur retailers, 2,267; mfrs., wholesalers, 
culation, 243,422 581 ther 404 
581; others, 7 


Dairy Record, 391 Minnesota St., St. Paul 
1. Cireulation, 4,364; gross, 4,902. Mfr: 
of butter, cheese, ice cream, concentrated 


rd Business Review, Soidier Field and pasteurized milk, 3, 382; others, 200 
For T 


ie Review, 342 Madison Ave., New 


63. Clireulation, 232,783. r 
York 17. Circulation, 3.802; gross, 4,184. 
© cca Fur retailers, 1, mfrs. and wholesal- 
ers, 1,076 others, 898 
lee Cream Field, 19 W. 4ith St. New _ 
Seeweante Mage e, 520 N. Mict igan Ave, York 18 4 
o 11, Clreulation, 198,794 P| 
© 
Garrison's Magazine, 142 Madison Ave. 
Nation's Business, 1615 waukee 1 irceulation, cross, S.- De 3610, 
ton 6, Circulation ‘ #17. Ice cream mfrs 5,686: machiners ry goods retaiier ‘ s, 3.6 
page, $3,300 and 1,404; others, 881 
Discount for 4 ps % 
7 v 12 pages, 10%; 24 pages, 12%% © £180) @ 
F 
© Handbags and Accessories, formerly 
lee Cream Trade Journal, 305 EB. 45th St, Handbags & Fashion Accessories, 1170 
New York 17. Circulation, 6,862; gross, Broadway, New York 1. Circulation, 6- 
pat of Commerce, 63 Park %113. Ice cream mfrs., 5,842; machinery 926; «ross, S498 Retailers, 3,821; oth- 
15. Cireulation, Maret and supply, 1,023; others, 335 ers. 2.951 
| © The Mitk Dealer, 1445 N. 6th St.. Mil- © ; 
The Notarian, 315 BE. Wacker Drive, Chi e 1 Cireulation, 10,438; gross, Hostery and Underwear Review, 1 W. x 
cago 1. Cire atior Milk plants, owners and execs 34th St.. New York 1. Cire ulation 7.285; ig 
6.8 pts. mere and employes, 1,320 gross 8.200. Retallers 134 others, 
7 4.021. Rate page, $ 6 times, $270 — 
t. News & World Ropers, and N 
Sts Washington 7 lb Cireulatior 
64.68. Witk Plant Me y. 327 S. La Salle St — ‘ 
Chicago Cire ition = .156; croes, 9.455. Hosiery Merchandising, 44 E. 23rd St., 
filk plant wheres and executives, 5,156; New York 10 Circulation, July, 1950 
© supts, managers and employes, 1,144; 3,788; gross, 4.6023. Retailers, 2,971; chains 
supply firme, 74 ther 1,144 209: others, 588 


York 4 ‘Irculation, March 1950, Na 
tional edition, 148.241; Eastern edition 
Pacif Coast edition, 22,688; 


ithwest edit 15.520, 
Infants and Children’s Review, 117° 
Broadway New Yor) 1 Circulation 7 
‘ 
ANADA ‘ 10.594; gross, 12,025. tetailers, 7,739; } 


ot 


DEPARTMENT STORES, WOMEN'S 
joard of Trade Bide GARMENTS (166) @ 


rs, 


20,744; 31.- 
Mcers and exe« Linens and Demestics, 11709 Broadway, 
© New York 1 Circulation gross 
4,123. Retailers, 1,989; othe 1,291 


California Stylist, 1020 S. Main St Los 


Angeles 15 Cireulatior 6053, 
7.041. Retailer 320 nfrs., 1,682, oth- 
era, 767 


rad ot T vade Jour 


Lingerie Merchandising, 34th St 
New Y 1 Circulation 258; cross, } 
7.250. Retailers 4.045: others, 2,067 
Rates—1 page, 380; 6-11 times, $325; 12 i 
Chain Store Age, 185 Madison Ave New times, $270 fs 
York 16 ‘ tion, 18,356; gros 20,- * 
Western Be and industey. 1640 aca, tore headquarters and ex- 
Pender St, reula ecutives, 2.667; managers and asst. mers., 7 
tion, 167, finar mber list % Page Page 
thers, 0 $295.00 $165.00 Merchants Trade Jour al. 1912 Grand abe 
' 450.00 0.04 145.00 Ave.. Des Moines 5, Ia. Circulation, t,- > 
15.00 215.00 120.00 735i: cross Dept dry go an. gen- q 
ed, $11 eral neré handis stores, 9,746 specialty 
store others, 1,264 


Underwear HKeview, 1170 


Circulation, 4.477: Netion and Novelty oo 1170 Broad- = 
Amertcan Batter & Cheese Heview, cross, 5.4448, rs, 2.683: mfre., 1,402 way New York 1 Cir lation, 3/521; 
Warren St.. New York hers, 404 cross, 4.348. Retallers L725. others, 1,779 > 
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| 
© = 
Harve 
q - 
| ABC ARP 
© 
Canadian Business, | 
Montreal. Clreulatl 
TAS. Cor panties, 1.56 
14,207; others, 4,428 f 
© 
DAIRY PRODUCTS (160) @ @ 
CCA 
1950 


Hetatlers Market News, 2015 Washington 
Ave., St. Louis 3. Circulation, Aug., 1950, 
18,080; gross, 19,042, Retailers, 17,937: 


others, 298 


Variety 79 Mac Ave., 
New York Cc irculati om, May, 1950 
24,04; gross, 27.801. Chain executives 
3.718; store managers, 11,248; asst. mers.. 
7,082; supervisors, 2,461 Rates 
Times 1 Page % Page 4 Page 
1 465.00 275.00 00 
380.00 220.00 120.00 
12 140.00 180.00 108 00 
Standard red, $100 


12th St.. New 
cross, 49,263. 
whole- 

4.419 
Rates—-open 
69c; 5.000 lines, 58e; 
15,000 lines, 48c¢ 


Wear 7E 
‘ 


othera 


DESIGN ENGINEERING (169) 


CCA BP 


Applied 240 Ontario St 
‘Neveland 13, 0. Cire n, 12 months 
July, 1950, 123,906; gross, 14,167 
3,117; product designers 
process and t« 
researct and development 
77 ndministrative 3.642 
Page \% Page 
$210.6 125.00 
185.04 110.00 
165.01 95.00 
bleed, 19% 


Design News, 4612 Woodward Ave De- 


Trim size, 8% x11\%. Cireulation 

onths ending July 1950 19,982 
742. Mfrs f assemt 1 meta 

equip ment and machinery, 14 
mmercial processing plants anc 

s., 83 mfrs. of non-metal prod 
engineers 16 ther 629 

1P Page 

$410 00 $120.00 

390.00 5.00 
12 370.00 120.00 
Hiectrical Manufacturing, 1250 6th 

ve rk 20 


Machine Destan. 1219 W. Ord 
land 13. © Circulation, 12 months end 
ne March, 19560, 14,7 16.515. 


Cleve 


49: trade aser cham- 
ibraries eg 

thers 1,060 


gross 
bled prod 
machinery 1,18 com 


plants and parts 
railroads, mines, mfra. of 
icts 1.836 producers of 


mercial processing 
mfrs 1.176 
non-metal pro 


4; govt 797 engineers 1,358 

s than 3 pages, $450; 3 pages 

$440; 6 pages $430; 12 pages, $410; 24 
pages, $358 


DIESEL INDUSTRY (178) 


Diese! Power and Diesel ‘Transportation, 
192 Lexington Ave., New York 16. Circu- 
lation, 8.357; gross, 9.532. Engineers 
ane engine and equipment 


and dist., 1733; utilities, 379; municipali- 
ties 279 educational 1,043 rallroada, 
oll taduestry 516 diesel service 
shops, 434; others, 2,352 

Diesel Progress, 2 W. (5th St. New York 


19% Cireulation, 12 months ending June, 
1950, 14,704; gross 


DRUGS; PROPRIETARIES (182) 


American Drv on Ave 
New York months 
ending June 61 
Independent drug sto 49,160; chains, 
4.259; hoepital pharmacies, 1,604; others 
3,457. Rates 
Times 1 Page % Page 

1 $790.00 $450.00 

700.00 425.00 2 
405.00 215.00 


12 665.00 


American Vrefesstonal 680 
Northern Bivd reat Neck Y 


Central Journal, 221 N 

Chicago 1. Circulation, 12. 
12,2383. “Independents 10,279 
1,118; hospitals, 498; chain head- 
others, 308 


chains, 
quarters, 62 


Chain Siore Age, 185 Madison Ave 


New 
York 1¢ Circulation, 7,188; gross, 8,751. 
Chain store headquarters and corporate 
executives 1,362 managers and asset 
managers, 4,776; one- store operators and 
; others 


and Allied Industries, 1079 Sprine 
NN. We _Atlanta 


& Cosmetic Industry. 191 W Sint 
York 1. Cir ulatior 
Mfrs. of cosmetics 


preparations, pharm ac euticals ry a pre 
prietary medicines (25; materi 436 
ther 263 


Dreg Tepics, 230 W. 42nd &t., 
York 18 


Trade News, 330 W. 42nd 


18 Cireulation, gross 
r of pharmaceuticals, perfume cor 
metics, drug sundries, beverages, 4,450 


wholesalers and drug chains, 975; others, 
1,430 

Rates —70-155 inche $6; 420-519 
inches, $5; 1,040-1,819 inohes, 4.25 


Review, Woodlark 


Pacifie D 
Circulation, 3,006; gross. 


Portiand 5, Ore 


5.187. Retail drug stores, owners, mgre., 
pharmacists, 3,370; others, 632. Rates 

Times 1 Page % Page \ Page 
1 $143.00 $ $8.00 50.50 

4 123.75 74.50 42.75 
106.00 64.00 38.25 


12 
Standard red, $38.50 


CANADA 
@ 


Drug Merchandising, 481 University Ave.. 
Toronto 2, Ont. Circulation, 4,513; gross 
Retail dru tores, owners and 
3,311; hospital and army dispen- 
seers, &2; mfrs wholesalers, salesmen 
93 
page, $126; 12 times, $10; 24 
$100. Photo trade supplement, 1 


page, $135; 6 times, $125 


ELECTRICAL (184) 


Contractors Electrical EB 
42nd New York “ireulation 


August, 1950 gross 27.217. Kleec- 
trical contractors, 23,558 wholesalers 

Electric Light and Pewer, 2!) EB. Huron 
St.. Chicago 11. Circulation, Aug., 1956 


14,287; gross, 15412, General exec utives 


4.472 engin rine executives and engi 
neers ,18: commercial division, 1,256 
consu ting contracting and engineering 
companies system operating execu 
tives, 4,448 “RE A cooperatives, 683; oth 


ers, 1,668 


Electrical Construction & Maintenance, 


320 W 42nd St., New York 18. Rates 
leas than 2 page a, $450; ; pager $435; 6 
ages, $405 12 pages, 70; 4 pages 
360 


Huron St., Chi- 
Cireulation, 12 months ending 
34,728; cross, 35,967. Electri- 


ee and radio dealers and con- 


Kleetrical Dealer, 22 EF 
cago 11 
Aug 1950 


ealers 15.562; electrical depts 
‘ t hart dware furniture, and dept. stores 
11 2 ixht and power companies, 1,913 


retailers, 2,57 
3,002 


chain 
mfrs 


Equipment, 60 BE. 42nd 8t., New 

Circulation, 12 mo nthe ending 
Ju y 195 34,900; gross tlectrical 
mfrs., mfre, of electr operated ma- 
chinery and machine is, aircraft mfrs 
and ship-bullding firms, 11,378; electrical 
operating dept of industrial plants, ex- 
tractive industries, transportation com- 
panies, communications and utilities, 


Klectrical 330 W 
New fork 18 Circulation 

Fleectr ht and 
spe 


other 


buyers, 135 
wholesalers 


le 
| 
| 
i 
© an 
Ret 
salers, 
Agency dis 
1,000 lines 
000 lines, 52c; 
a 
y 
a 
if 
I 
4 
CCA 
— 
= 
7 @ | 
© 
| a 
CCA 
| 
— 
4 bal 
| 
| © 
| Materiaix & Methods, W. 42nd St., 
New York 18. Qtrculation. 17.446; gross 
19.206, Mfr of assembled etal prod- 
uct equif ent and machinery 8.105 
‘ mercial processing ints and arts 
mfr 2.085 transportation services 
nes. mfra. of non-metal products, 1,461 - 
| producers f metals t 69 
ae 1.07 students, 7 
set july ent jobbers, 5.238: mfrea 1268: others, 962 
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for low-cost, effective coverage 
of America’s Fastest-Growing 
Big Industry ...... 


ELECTRIC LIGHT AND POWER 


YOUR AD DOLLAR BUYS THIS 
TOP-DRAWER READERSHIP 
General Executives 3472 

Engineer Executives 


and Engineers 2518 
System Operating 

Executives 4448 
Commercial Executives 

and Supervisors 1256 


Consulting Contracting and 
Construction Engineering 


Companies 292 
PLUS ADDITIONAL CLASSIFICATIONS 


CIRCULATION — 14,237 
BLANKETS THE FIELD 


MOST AUTHORITIES predict that the Electric Light and Power Industry 
(Business Managed Power Companies, REA Co-ops, Manicipals, Federal 
Power Authorities, and affiliated organizations) will again triple its size 
by 1965. 


HERE'S HOW ELECTRIC LIGHT AND POWER covers the men in this booming 
business whe can say “Yes!” to vour sales story: A) Surveys show that 
E-L-P reaches 90%-plus of the Electric Power men who make or influence 
buying decisions; B) 92% of primary readership have been receiving 
E-L-P by request, for more than | vear; C) An average of 4.8 secondary 
readers per copy receive E-L-P via routing lists; D) Only 44% of E-L-P's 
primary readership also subscribe to the other leading utility publication. 


ELECTRIC LIGHT AND POWER READERS buy: 
Generating, Transmission, Distribution and Metering Equipment. . . 
Street Lighting Equipment... Construction and Maintenance Equip- 
ment... Building Materials ... Operating Supplies . .. and strongly 
influence industrial and institutional purchases of Utilization Equip- 
ment. 


# YOU «sell anything that touches this rich market, 
get full facts now ... call or write 


ELECTRIC LIGHT AND POWER 


22 E. HURON ST. CHICAGO 11, ILLINOIS 
CLEVELAND NEW YORK 6 SAN FRANCISCO 
LOS ANGELES e@ SEATTLE e DALLAS 


Electrical South, $06 Peachtree St.. N. E., 
Atlanta Circulation, 10,823; gross, 12,- 
oe0a. Electric light and power companies, 
1.365; contractors, retailers, 7.056 job- 
bers, 1,200; engineers, architects 985 

others, 223. Rates 


s 1 Page \% Page \% 
be $225.00 135.00 $ 75.00 
206.00 125.00 
12 185.00 115 
Standard red, orange, — blue, 
Appliance Section 
Times 1 Page \% Page % Page 
$260.00 $155.00 3 90.00 
6 240.00 145.00 $2.50 
2 220.00 135.00 75.00 


Electrical West, 68 Post St. San Fran- 
cisco 4. Circulation, 8,588; gross, 9,333. 
Electric light and power a 5,- 
452: contractors, dealers, jobbers, 1,471; 
engineers, 510; mfrs., 1,01 é: others, 616 

Rates- less than 4 pages, "$300: 4 pages, 
$282; 8 pages, $267; 12 pages, $246 


Electrical Wholesaling, 250 W. 42nd 
New York 18. Circulation, 8,076; gross, 
9,408. Electrical wholesalers, 6,843; mfrs.” 


agents, mfrs. and mfrs.’ salesmen, 1,032; 
others, 215 
oar -less than 4 pages, $345 pases 


$330; 5 pases $2300; 12 pages, $2 4 


pages, $26 
Electrical World, 330 W. 42nd St.. New 
York 18. Circulation, 22,137; gross, 28,007 
Electric power and light companies and 
their holding and management com- 
panies, 12,177; consulting engineers and 
their staffs, 3,135; mfg. and service in- 
dustries, 4,456; dist., 553; eng. colleges, 
professors, students, 800; others, 1,042. 
Rates—less than 4 pages, $460 per 
page; 4 pages, $450; 13 pages, $420; 26 
pages, $385; 52 pages, $375 


General Electric Review, 434 State St. 
Schenectady 5. N Circulation, 7,226; 
gross, 7,647. Public utilities, 921; indus- 
trial and electrical mfrs. and others, in- 
cluding mines and railroads, 3,364; col- 
leges, schools, 704; consultants, labora- 
tories, 146; others, 1,817 


New England Electrical News, 170 Atian- 


tie Ave. Boston 10 Circulation 12 
months ending May 1950, 2.755; cross, 
3,863. Electrica! contractors, 1,611; whele 
salers, 225; chief electricians, plant engi- 


neers, master mechanics, 821; utilities, 
145. 


ca 
Public Power, 1757 K St.. Washington 6, 
dD. Cc. 


NB 


Qualified Contractor, Ring Bide, Wash 
ington 6, D. C. Rates 


Times 1 Page % Page % Pace 
1 $290.00 $187.50 $142.50 
265 60 180.00 125.00 

12 235.00 160.00 117.50 


Heral Electrifieation, 1305 New Hamp- 


shire Ave.. Washington 6, D C. Circula 
tion, 10,242; cross, 13,370. Rural electric 
systems, 8,9 mfr 956; others, 749 


INDUSTRIAL MARKETING, November, 


@ 
@ 
‘ 
it 
© i 
| 
j 
2 1950 
| 


ELECTRONICS: RADIO- 
COMMUNICATIONS, INDUSTRIAL 


(200) 


New or Clreulation, 13,017; gross, 
15,007. Radio, television and 
equipment mfrs., 1,526; manag ment, 
vperation and maintenance, 2,422; indus- 
trial, 630; laboratories and consultants, 
740; other govt., 677; dist., 300; education, 
l, 359; others, | 3.994 


Blectronics, 330 W. iind St.. New York 
18 Circulation, 30,307; gross, 32,812. 
Kadio, television and electronic equip- 
ment mfrs., 6,780; management, operation 
and maintenance, 5,474; industrial, 6,678: 
experimental, test and design iabora 
tories and consultants, 3,644; govt., 1,363 


education, 3,079; service, 1,746; dist., 912. 


ythera, 1,444 
Rates—-less than 4 pages, $485; 4 pages 
pages $460; 12 pages, 
cGraw-Hill standar 
bleed, d colors, $110 
Proceedings of RB. B., 303 W. 42nd 


New York 18. Circulation, 21,848; gross 
M521. HKadio, televisi« on and elec frente 
equipment mfrs., 6,752; nanagement, 
operation and maintenance, 2,598; indus- 
trial, 1,369; experimental, test and design 
laboratories and consultants, 3,828; govt., 
1,870; educ. ation, 2.747 others, 4,262, 


Radlo-Electronic N 
Wabash Ave. Ch 
icago 


Tele-Tech, 480 
York 17. 


Lexington Ave. New 


Television Engineering, 52 Vanderbilt 


Ave., New York 17. Circulation 

sross, 8,599. Radio, television one 
tronic equipment mfrs. 765; manage 
ment, operation and maintenance, 2.033 
industrial. 281; test and design iabora- 
tories and consultants, 4 govt 346 
service and installation org. 675; educa- 


tion, 1,287; others, 1,245 


ENGINEERING CONSTRUCTION 
(207) 


American 1121 16th St.. Wash- 


ington 5, D. C 


Better Roads, 173 W. Madison St., Chi- 
cago 2. Circhietieos, 12 months ending 
March, 1950, gross, 22,985. 


Carolina Neoad Ballders, P. 0. 


B 
Raleigh, N. Car ox 2826, 


Published by Carolina 


Road Bullders Assn Est. 1946 
page, 7x10. Published 15th peruse a 

discounts, 15- 

Circulation, March, 1950 2.800 r 
3,123. Public officials, 1,381; arch teote, 
engineers, 270; contractors, 659; sup- 
pliers, 436: others, 585. Rates— 

Times 1 Page % Page % Page 

1 $ 75.00 $ 40.00 $ 23.00 

72.00 35.00 19.00 

12 65.00 30.00 15.00 
Color, $30; bleed, $7. 
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Civil Engineering, 33 W. 29th St.. New 
York 18 Circulation, 30,463; gross, 32,- 
963. Architects and engineers, 391; con- 
sulting engineering firms and engineers 
in private practice, 4,433; contractors 
and builders, 4,296; govt. 9.628; com- 
mercial and industrial org., 2,946; equip- 
ment and materials, 877: colleges, 
schools, professors, students, 3,716; oth- 
ers, 3,021. 


Concrete, 400 W. Madison 8t., Chicago 6. 
Circulation, 12 months ending June, 1950 
11,140; gross, 11,913. Contractors an 
sub-contractors, 4,598; concrete products 
producers, 3,762; ready-mixed concrete 
producers, 1,352; others, 1,613 


Construction, Market St., Baltimore 8. 
July, 11,901; gross, 

ontractors, 905 engineers, 
y architec ts, 642; others, 1,334. 


Construction Bulletin, Lumber Exchange 
Bidg., Minneapolis 1. Agency discounts, 
15-2. Circulation, 3,752; gross, 5,080. Con- 
tractors and builders, 1,663; special trade 
contractors, 510; mfrs., 334; distributors, 


14.203. 
5, 5.634; 


591; producers of materials, 291; others, 
375 ates— 
1 125.00 76.00 46.0 
1 85.00 47.5 26.75 
78.00 42.50 24.00 


24 
Color, $35. 


Construction Digest, 215 ©. New York St., 
Indianapolis 4. Agency discounts, 15-2. 
Circulation, 11 months ending June, 1950 

i gross, ontractors and gravel 
and stone producers, 2,109; county board 
members and auditors, 1/129; township 
officials, 1,942; city officials, 

city engineers, 317; street and sewer 


depts., 384; state highway officials and 

engineers, 431; county engineers, high- 
way cupts., 367; others, 1,269. Rates— 

1 Page % Page Page 
$190.00 $105.00 $ 60.0 

13 153.00 7.00 48.00 
140.00 £0.00 44.00 


standard orange, red, yellow, $40. 


Constrection Methods and er: ment, 
330 W. 42nd 8t.. New York 18 reula- 
27,545; gross, 28,273. 
and engineers, 1,985; contractors and 
bullders, 12,785; special trade contractors, 


1,852; govt, 4,216; commercial and in- 
dustrial org., 2426; mfrs. and producers 
of equipment and materials, 1,746; dis- 
tributors, 1,08’; others, 1,471 
Rates-—less tnan 4 pa es, $465. 4 pages, 
$450; 8 pases. $415; pages, $395; 24 
pages, 85. 
Construction News Moenthly, Urquhart 


Bidg. 


Little Rock, Ark. Circulation, 11 
months ending June, 


1950, 7; gross, 


6,518 Contractors, grevel and stone pro- 
ducers, 2,472; highway officials, county 
judges, mayors, 2,479; engineers, 451; 
others, 1,167. 
Constructioneer, 556 HY h St., Newark 2, 
N. J. Circulation, May, 1950, 10,089; gross, 
10,436. Agency discounts, 15-2. Rates— 
Times 1 Pag pee \ Page 
1 $216 00 117.50 65. 
13 170.00 95.00 56.00 
16 155.00 87.50 60.00 


Contractors and Engineers Monthly, 470 
4th Ave., New York 16. Circulation, 12 
ending July, 1960, 29,282; gross, 


Dixte mtractor, 508 Luckie St., N. W. 
Circulation, 12 months ending 


March, 1950, 5,136; gross, tes—- 

umes 1 Pag Page % 
120.00 0 42. 

13 94.60 52.50 36.00 

84.00 47.50 28.60 
71.60 39.00 23.60 


62 
Color, $40. 


Kngineert Record, 330 W. 42nd 
St. New 18. 18. Cireulation, 42,006; 
, 46.178. Architects and engineers, 
contractors and builders, 13,618; 
trade contractors, 2,076; govt. 
commercial and industrial ore. 
4,361; 
and materials, 3,054; dist., 1,102; 


mfrs. and producers of 
2,410. 


and professors, 1,368 others, 
a 
mes ‘as 
1 516.00 
13 490.0 269.00 
26 477.00 269.00 
62 453.00 246.00 
Excavating Engineer, 2018 11th Ave., So. 


Milwaukee, Wis. 


Michigan Contractor and Builder, 600 
Woodward Ave., Detroit 26. 


Michigan Roads and Suet trueti Hol- 
ister’ Bldg. Lansing Cireu 
1,271; gross, 1,920. gray 
608; county “cominiaston- 
2; state highway, ¢ ineers, 55; 
Genlers and salesmen, 337; ot ers, 119. 


d-Wenst 521 Locust 
13, Mo. Circulation, 12 
months ending July, 1960, 6,742; gross, 

judges, 


County com., supvrs., 
ett} county engineers and surveyors, 
386; mayors and city mers., 339; city 
eng., street commrs., supts., 494; eng. 
and bid contractors, 1,682; engineers 
and architects, 262: mfrs. dealers and 
agents, 750; others, 371. 


tes— 
i Page age Page 
6 125.00 70.00 38.76 
110.00 62.50 36.00 


12 
Color, $35. 


Mississippi Valley Contractor, 7603 For- 
sythe St. Louis 6. 


Rate 
T “LP Page 
40.00 


35.00 


12 115 
Standard red, yellow, $30. 


Mountain Constractor, 1138 Walton St., 
Denver 4. Circulation, 12 monthe ending 


July, 1950, 4,260; gross, 4,357. Contrac- 
tors, 1.525; engineers, 569; county oM™- 
clals, 779; city officials, 748; mfre., dist. 


and salesmen, 731; others, 


New England Constrection, 765 Boylston 


St., Boston 16. 


Paeific Builder and Engineer, Arcade 
Bidg.. Seattie 1. Circulation, 6084; gross, 
7.156. Architects and engineers, 94; con- 


tractors and builders, 2,975; special trade 
contractors, 241; govt., 616; mfrs., pro- 
ducers and dist. of equipment and mate- 
rials, 637; others, 604. 


| 
: 
| 
| 
q 
| 
i 
| 
6 


Paeiic and Engineering 

Keview, 709 Mission St. San Francisco 

Cirediation, 7 months ending June, 1950 
S36. 


Heavy construction 
groups, 5,727; county road construction 
1,573; govt 716; general groups, 1,001 
Kates 
Times i Page Page % Pane 

$240.00 $124.06 62.00 
215.00 116.00 58.00 
12 1956.00 108.00 65.00 


Standard red or yellow, $565 


Heads and Streets, 22 


W. Maple 
Chicago ; 


menths end 
Con- 
airports, 


3 


Meuntain Centracter, 1225 
Denver 4 Circulation 12 
months ending July, 1960, 2477; gross, 

Contractors, 1,251; architects and 
engineers, 625, county commissioners and 
public oMcials, 421; others, 618 


thwest Bullder and © eter, 

Los Angeles 2 Circula- 

5,402. Architects and 

ntractors and builders 


Heck, 
fornia 


1660 


tion, 4,690; gross, 
engineers, 137; ox 


1.304 spec trade actors 1,061 
equipment and materials, 575; dist., 519; 
others, 66 

Tessas Contractor, Thomas Bide. Dallas, 


Tex. Circulation, 1.080; gross, 3.781. Con- 


tractors and bulliders, 655 svpecia trace 
contractors os producers and 
dist. of equipment and materials, 696; 
others, 423 


Western Hullder, 407 E. Michigan St 
Milwaukee 2 Circulation, 2,588; 
Contractors and builders, 834, spe 
celal trade contractors 19; pro- 
ducers and dist. of equipment and mate- 
rials, 925; others, 309 


Westerns Consteustion, 609 Mission St. 
San Circulation 
ar ets and engineers 
429 u lera, 6.2 ap 

cla 91; govt 1,429 
mfre and dist. of equipment 
and 06. colleges and schools, 
1,400; others, 1,249 


CANADA 


engine 


pmer 
graduates 
lergraduates others, 948 


EXPORTS AND IMPORTS (228) 


The Amertean Lutome 


(Overseas EB 


tion), 330 W. 4ind St.. New York 18. ¢ 
eulatior 13.145: groes, 18.188 Car and 
truck dealers and dist ’ indepen 
dent servic stations and repair shops 
5,820; importers, wholesalers and agent 
1,485; transport operators, $76; govt 
others, 815 


bl Automeovil Ame @, 330 W. 42nd St 
3 : 18. Circulation, 17,619; gross, 
19,354. Car and truck dealers and dist., 
independent service stations and 
shops, 9,282 importers w hole- 
siers and agents, 1,185; transport opera- 
1,769; govt., 501; others, 599 


Camines y Callies, 22 W. Maple S8t.. Chi- 


cago 10. Circulation, 12 months ending 
June, 1960 0,565; gross, 11,023. Con- 
tractors, 2 ; govt. officials, 2,698; engi- 
neers, 3,745; equipment importers and 


‘ 
agents, 1,003; others, 613 


de 250 bth Ave, New 
or 


Buyer, $2 Beaver New 
York Circulation, 14,967; gross, 15,250, 
Commercial buyers and importers of 
American products in foreign countries, 
fixed, 546; rotated, 13,265, over list of 


The Bapeort 


13,610; UU. & exporters, importers and 
mfra., 286. 

FParmaceutice, 130 W 2nd St.. New 
York 18. Circulation, 10,786; gross, 12,988. 


Retail pharmacies and drug stores, 6,501; 


my ters, wholesalers and agents, 2,072; 
ufrs. and laba., 1,45 hospitals and allied 
nstitutions, 307 public health officiais 


and physicians, 317; others, 482. 


hil Indicader Mercantil, 220 W 42nd 5St., 

: York 18. Circulation, 13 months end- 
1950, 7,034; gross, 8400, 
wholesalers, 1,023; agents, 
1,376; retailers, wholesalers, 1,182; others, 


Internacional Construccion, 
New York 18. Circulation, 
15,012, Engin eering and de- 
onstruction, 6,608; distribu- 
1,258; others, 730. 


Inaenterin Laternactonal Industria, 330 
nd St.. New York 18. Circulation, 
gross, 15,212. Manufacturers, 7,037; 
nining, petroleum, 457; power companies, 
30; transportation and communications, 
602; machine shops, 1,437; govt., 921; en- 
ntractors, 865; industrial 


gineers and c 
importers and dist., 1,009; others, 1,048. 


MeGraw-Hill Digest, 230 W. 42nd St., New 


lngenicria 
W. 4ind 
10, 435; gross 
sign, 1,936; 
tion, 778; mfra., 


York 18. Cireulation, 21,561; gross 

Subs. in company name, 7 owners 
rpor executives, 3% ; Operating 

executives, 2,650; dept. he ade, supervieors, 
155 engineers, technical executives, 

76 engineers, technicians, 2,286; govt.., 

1,653; others, 1,017 

hil Mundo Asucarero, 2 W. 45th St.. New 


York 19. Cireulation, 12 months ending 
June, 1960, es, 4017. Sugar milis 
and owners 27; managers, 1,177; engi- 
eers, 573 supts., 408; chemists, 859; 
others, 301 


LA 
Revista Acrea 6:5 
Madison Ave New York 22 ler 
sending June, 1950, 5.160; gross 
5,500, Govt.. 196; military and naval avia- 
tion, 372; civil aviation, 1,908; others, 368 


Hevista Industrial, 222 Willow Ave., 
Wheaton, LIL Cireulation, 10 months end- 
‘ Fet 1950 t gross, 24,180, 


Rates-- 

Times 4/9 rege Page 1/9 Page 
1 $380. 0.00 150.00 
6 340.00 00 130.00 
12 300.00 200.00 120.00 


Werld Construction, 22 W. Maple St, 
Chicago 10. Cireulation, 12 months end- 
ing May-June, 1950, 9,281; gross, t 


Werld’s Business « Gaia, 423 E. 54th 
St., New York 22. Circulation of World's 
Business, 15,034; gross, 15533. Guia, 
15,084; gross, 15.533. 


FOREIGN TRADE 


Export Trade & Shipper, 20 Vesey St., 
New York 7. Circulation, 3,645; gross, 
4,183. Mfrs., 1,834; export merchants, 613; 
a mers. and employes, 169; others, 
963. 


FARM OPERATING EQUIPMENT 
(239) 


ultaral Engineering, 605 Pleasant 
Joseph, Mich. Circulation, 5,005; 
Agricultural engineers and 
agric ultural. engineers, 


Ac 
St., St 
cross, 5,447. 
executives, 975; 


25; agricul- 


state and federal agencies, 
tural engineers, managers and owners, 
244; members and branches, Am. Society 
of Ag. Engineers, 1,228; others, 1,293. 
Rates 
Times 1 Page % Page \% Page 
$140.00 $ 90.00 $ 60.00 
130.00 5.00 55.00 
12 120.00 75.00 50.00 
Standard red, $40. 
CCA 
Agricultural Leaders’ Digest, 159 N. 
Clark 8t., Chicago 2. 


Better Farming Methods, Mount Morris, 
iil 12 months ending June, 


1950, 20,5642; gross, 23.508. County agent 
8,008; teachers and supervisors, 
9,520; others, 3,808. 
Farm Equip Rn iu 1014 Locust 
St., St. Louis 1. Circulation, seree gross, 
22,076, Dealers and jobbers, ; mfrs., 
‘87; mfra. and jobbers reps others, 
s, 608 S. Dearborn 
culation, 27,841; gross, 
Dealers and jobbers, 22,953; mfrs., 
mfrs.. and jobbers’ reps., 1,269; 


o others, 1,384 


Implement & Tractor, Graphic Arts Bidg., 
Kansas City 6, Mo. Circulation, 27,862; 
gross, 28,168. Dealers and jobbers, 23,738; 
mfrs., 2.365; mfrs.. and jobbers’ reps., 


1.596: others, 780. 


Implement 1355 Market St.. San 
‘ulation, 3,883; gross, 


jobbers, 1,880; mfre 
representatives, 513; mfrs., 
Rates 
Page \ Page 
76.00 $ 45.00 
2 72.25 42.75 
12 114.00 68.50 40.50 
Standard red, $30; bleed, 159 
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Journal, 2050 Mansfeld St, 4 
Montreal Que ch athor 11,925; 23 
14.250, ste execs 
1,083 works mere supts dept 
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search 
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National County 


317 XN. Broad St., ipbia 


pply Dealer, 1230 W. Washing- 
ica 7. Cireulation, 12 months 
ending June, . 15.585; gross, 16,700. 
Hatcheries, 10,194; feed dealers and mix- 
ers, 4,450; « =. 1,131. Rates 
Times 1 Pag 4 Page 
$330. $210.00 
310.0 200.00 
290 00 190.00 


ent & Vo-A 
lladel 


\ Page 
$115.0 

110.00 
106.00 


FLORISTS, NURSERYMEN, 
SEEDSMEN (244) 


Florists’ Telegraph Delivery News, 209 
W. Jackson Bivd., Chicago t. Circulation, 
9,600; gross, 0.568. Retail florists, 8,915; 
others, 705 


SEEDS 


Seed World, 327 S. La Salle St., Chicago 4. 
Cireulation, 4,700; gross, 5,313. Retailers, 
wholesalers and growers of seeds 3,981; 
others, 700 


FOOD CANNING AND 
PRESERVING (247) 


The Canner, 140 N. Dearborn St., Chicago 
2. Circulation, 2,968; gross, 3,578. Packers, 
1,432; distributors, 648; supply, 445; 
others, 402 


The Canning Trade, 20 8S. Gay St., Balti- 
more 2. Circulation, 2,358; gross, 


Packers, 1,298; distributors, 467; supply, 


245; others, 701 


The Food Packer, 139 N. Clark St, Chi- 


cago 2 


Western Canner and Packer, Ind St. 
San Francisco 6. Circulation, 1,952; gross, 
2.280. Packers, 866; dist., 444; equipment 
and supply, 314; others, 403 


FOOD DISTRIBUTION; PRODUCE 
(249) 


DISTRIBt TION 


W. 42nd St., 
. Cireulation, 8,457; gross, 
4,231; chains, 507; whole- 
brokers and voluntary groups, 


1,288 
$9 


inches 
-519 inches, $6.50 


RETAIL 


Field Reporter, 230 


70-155 inches, 


too 


Food Merchant-Kestaurateur, 


Phoenix. Cireula- 
1950, 3,536; 
2,053; eat- 


Central Ave 

12 months ending June 

3,483. Retail groceries 
ing est., 3,142; others 
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Industrial Bidg., 


Chain Store Age, 185 Madison Ave., New 
York 16. Cireulation, 28,719; grees, 33,618. 
Chain store headquarters and executives, 
6,875 chain store and asst. 
mfrs., 20,509; one-sto operators and 
buyers, 676; others, 2.5 

Rates- page, $615; times, $570; 12 
times, $53 
Standard red $i2ze 


Commercial Bulletin, 857 8S. San Pedro 
St. Los Angeles 14. Circulation, 3,7¥6; 
gross, 4448, Retailers, 3,172; purchasing 
agents, 33; others, 515 


Feed Retalling Magazine, 1227 N. La Sallie 
St., Chicago 10. Circulation, 12 months 
ending May, 1950, 10,490; gross, 11,582. 


Feod Tepics, 330 W. 42nd St.. New York 
18. Cireulation, 12 months ending June, 


1950, 92,504; ross, 98,000, Independent 
retailers, 65,236; chains, 16,314; others, 


11,604. 


Food Trade News, Liberty 

Philadelphia 7. Circulation, 13 issues 
ending May, 1950, 14,419; gross, 15,968, 
pender nt food retailers, 13,254; ethers, 


1,18 


Grocer-Graphic, 386 4th Ave., New York 
16. 


rizona Greeers, 


A 
Phoenix. 


Trust Bidg., 


Detroit 1. 
July 28, 
super 

others, 


(irecers’ Spotlight, Fox Bidg., 
Cireulation, 26 issues ending 
1960, 21.355; gross, 24,305. Chains, 
markets and independents, 17,379; 


4,905 


Independent Grover, 37) Lexington 
New York i7, Circulation statement 
received 


Meat Merchandising, 
Louis 2 


Progressive Grocer, 161 Sth Ave New 
York 13. Circulation, 77,379; gross, 85,372. 
Retail food markets, 67.767; wholesalers 
and voluntary chains, 5,607; chains, 2,021; 


others, 1,973 
32nd St., 


Self-Service tirecer, 114 


York 16. 


Super Marker Merehandistng. 67 W. 44th 

St New ork ‘irculation 

gross. 15,241, iperm arkets 

service storen, 880, others, 2, 

Times 1 Page 
1 $409.00 
369.00 
12 320.00 

Standard red. $75 


NB 
Voluntary and Cooperative ne Maga- 
stme, 114 E. 32nd St.. New York 16 


Ave, 
not 


106 


New 


120.00 


290.00 165.00 


Vankee Food Me 376 Boylston St. 
ry! As. Circulation, 3 months ending 
April, 1950, 14,406; gross, 16,003. 
dent 11,391; chains, 2,491; job 
bers, 234 


Canadian Greeer, 481 University Ave., 
Toronto 2, Ont. Circulation, 6,373; gross. 
6,008. Retail, wholesale and salesmen, 


4,595; others, 66¢ 
PRODUCE AND COMMISSION 


CANADA 


HMatehery and Feed, Mount 
Cireulation, 12 mor 

17,418; gross, 19,063, 5; 
dealers in feed, remedies and equipment, 
5,383; others, 3,199 


101 Delaware Kansas 
City 6 Mo. Cireulation, 15,570; gross, 
17,447. Dealers, 5,476; dealers who are 
also shippers or growers, 1,480; shippers, 
packers and growers, 4, tea others, 4,187. 

Rates—1 inch, $4.10; 100 inches, $3.85; 
500 inches, $3.35. 


The Packer, 


Produce News and Produce 
Circulation 


Harrison St., New York 13. 
statement not received. 


Turkey World, Mount Morris, 1). Cireu- 


lation, 20,051, 


FOOD MANUFACTURING AND 
PROCESSING (254) 


Food Industries, 230 W. 42nd St.. New 
York 18. Cireulation, 22,074; gross, 23,788, 
Companies, 7,120; officers, 2,480; man- 
, Supts., 4,583; dept heads, foremen, 
technica 


engineers, 555 
sales and adv. mers. 804 
chemists, 


consulting engine 
schools, colleges, 1,178; others, 576. 
tates—Leas than 3 gee $470; 3 
$466 6 pagen, 12 pages, 
24 pages, $426 


Feed Processing, 737 N. Michigan 
Chicago 11. Circulation, July, 1950, 30,268; 
rose, 31,355. Companies, owners, corpo- 
rate officers, 15,2 works execs., 9,447; 
supervisors, dept ads, 1,121; engineers, 
2,040; technical directors, research direc- 
tors, chemists, 2.219: others, 297. Rates- 

| page, $520 6 pages $472: 12 pages, $448. 
Color, $90 


Pre-Pack-Age, 3 

York 17. Cireulation, ty 

Prepackagers, 413; retailers, 

pers, 143; wholesalers, 116; suppliers, 418; 
others, 244 


Quick Freven Foods and the Locker 
Plant, $2 Wall St., New York 5. Circula- 
tlon, April, 1950, gross, 10,667. 


Sugar, 2 W New York 19. Cir- 
culation, 12 months ending June, 1960, 
5,179; cross 5,778. Sugar cc mpanies and 
2.255: suptse., engineers, chem- 

1,653; fleld suptas., 640; others, 769. 


45th St., 


it 

| 
— 

© 

© 
. ia 
j 
© 

| = 
1s 
iz 
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Western Food Industries, 350 W. 42nd 8t 
New York 18 Circulation, 8,871. Com- 
panies, 919; officers, 280. managers 
supts., 767; dept. heads, foremen, 494: 
engineers, 76: technical men, 240 
and adv. mers., 120; govt., 1 engineers 


Chemists, labs.. $1; others, 2! 
Rates-Less than pa ir 3 
ages, $215. 6 pages, $205; ties, 
4 pages, $175 

FISHING 


Atlantic Wisherman, Goffstown, N 
Circulation, 12 months ending June, 1960, 


6,777; gross 6,425. Boat owners, fleet 
others, 761 


operators, processors 110 


eers and designers, 
mpanies, packers, i1 
others, 2.046 


men, 2.821; boa 
233 fishing co 
brokers, buyers, 190 


Pacific 
Seattic 4. Cireulation 4506; grose, 5.7646. 


Fisherman, 171 Columbia 
Fishing companies packers, 768 boat 
owners, operators, 2,100; brokers, buyers, 
645; govt., 236; others, 967 


uthern Fisherman, 624 Gravier St.. New 
12. Circulation, 6,214; gross, 
6,@21. ommercial seafood producers, 
3,776; dist., brokers, buyers, 831: 
ship chandlers, supply dealers 564 
others, 124 


FOOD MANUFACTURING AND 
PROCESSING—BAKING (258) 


Hakers’ Helper, 105 W. Adame St., Chi- 
cago 3. Circulation, 16.518; gross, 17,711. 
Bakeries and owners, 9,518: « xecutives, 
2,749 workers, 1,391 supplies, 1,608 
others, 1,616 


Bakers’ Heview, 330 W. 42nd St. New 
York 18. Cireulation, 34,582; gross, 27,540, 
Bakeries and owners, 22,295 executives, 
1,859; supplies, 461; Army bakeries, 110 


Hakers Weekly, 45 W. i5th New York 
1%. Cireulation, 13,368; 
Bakeries and owners, 9.113; executives, 
1,766; supplies, 1,731; others, 808 


Western Baker, 121 Ind St 
elaco 6 Circulation, 2.156, 


Retall bakeries, 945 wholesalers 
ombination retail and wholesale 
chains, 20; others, 717 


FOOD MANUFACTURING AND 
PROCESSING—CONFECTIONERY 
(260) 


Candy tedustry, 197 trad St New 
York 18 


San Fran- 
467. 


Candy Merchandist and the Onnmdy 
Buyers’ Directory, 5. Clinton St.. Chi- 

ago 6. Circulation, 3 months ending 
June, 1950, B.S84; gross, 9,553, ole- 
salers, 6,869; retail Sayers 2,207. 


Confectioners Journal, 437 C St., 
Philadelphia 6 Circulation, 
4,014. Confectionary mfrs., jobbers, 
278; others, 369 


The Manufacturing Confectioner, 9 8s. 
Clinton 8t., Chik ago 6. Circulation, 2.966; 
gross, 3,492. Confectionery mfrs. and 
their personnel, 2,319: raw materials, 188; 
others, 396. 


FOOD MANUFACTURING AND 
PROCESSING—GRAIN AND GRAIN 
PRODUCTS (265) 


American Miller and Processer, $31 5. 
Wabash Ave. Chicago 6. Circulation, 
gross, 7,833. Flour milling planta, 
4.248, others, 1,023 


FOOD MANUFACTURING & 
PROCESSING—MEAT PACKING 
AND BY-PRODUCTS (272) 


Meat Magasine, 59 KE. Van Buren &t., 
Chicage 5. Circulation, 12 months end- 
ing June, 1950, 11,5185 gross, 12,530, Meat 
packing est., 2,742; sausage mfg., 1,084; 
wholesalers, 837; rendering, 303; canners, 


9; branches, 979% 


The Provisioner, 407 8S. Dear- 
born Chicago 56. Circulation, 9,070; 
gross . Packers, sausage makers, 
renderers and by-products mfrs., 7,056; 
sealers, 1,049; others, 856 

I es—1 page, $260; 13 pages, $200; 26 
ages, $175; 62 pages, $145. Standard red, 
45 


FREIGHT TRANSPORTATION AND 
DISTRIBUTION (273) 


Leonard's Guide, 23 N. Wacker Drive, 
ag 


Chicago 6 Cirevlation, 19,478; gross, 
19,439, Direct shippers, 19,116; transfer 
and trucking companies 181; warehouses, 


others, 100 


16 Bridge St.. New York 
reulation, 3,266; gross, 3,902. Mfrs. 

"9 fre t rwarders and customs 
rokers 705 exporters, 730 


ra World, 22 W. Madison St., Chicago 
2% Cireulation, 8502; gross, Ship- 

rs, 4,877; carriers, 2,710; related groups, 
a4 others, & 


FUNERAL DIRECTORS (277) 


American Funeral Director, 130 W. 42nd 
St. New York 18 Circulation, 8,206; 
gross, 9,260, Funeral directors, 7,593; 
casket mfre., others, 396. 


Casket and Sunnyside, 487 Broadway, 
New York 13. Circulation, 7,868; gross, 
Funeral directors, 17,097; casket 
468; others, 437 


mfrs., 


FURNITURE, BEDDING, HOUSE 
FURNISHINGS (278) 


Croekery and Ginass Journal, 1170 Broad- 
way, New York 1. Circulation, 5,111; 
gross, 5,004. Retatlers, 3%, 448; others, | 1,761. 761. 


Curtain & Drapery 


Mag- 
azine. 230 5th Ave., New rk 1. Circula- 
tion, 12 months ending July, 1950, 7,313; 
gross, Retallers, 6,626; others, 
1,243. 


Flooring, 45 W. 45th St. New York 19. 
ulation, 6,752; gross, Retailers, 


73; dist., 469; mfrs. and their salesmen, 
others 187, "Hates 

rimes l Page % Page \ Page 

1 $260.00 $170.00 $100.00 

' 230.00 135.00 75.00 


12 
Standard red, 5. 


Ferniture Age, +753 N. Broadway, Chi- 
eago 40. Circulation, 5,680; gross, 

Retailers, salesmen, interior decorators, 
4,796; mfrs., 694; others, 141 


4 


Eegpttase Index, Box 487, Jamestown, 


Manefacturer, 342 Madison 
Ave... New York 17. Circulation, 6,806; 
ross, 7.651. Mfrs., 2.355; planing mills, 
508; upholsterers, 2,032; designers, archi- 
tects, 498; others, 1,617. 


Furalture 


Gift and Art Buyer, 212 Sth Ave. New 
York 10. Circulation, 13,283; gross, 14,281. 


Retailers, 10,328; jobbers, 919; mfrs., 
1,247; others, 844. Rates 
Times Page % Page 
1 $170.00 $105.00 
143.00 $5.00 
12 2 133.00 77.00 
Color, $125 


Home Furnishi 1170 Toy New 
12,178. 


York 1. Ctreulation, 8,906 ross 
Retail est., 6,950; 2* others, 904. 
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@ @ | 
Maine Coast Fisherman, i7* Middle St. © 
‘ Portiand 3 Cir t 7470; cross. 
10,147 ‘ 
if 
© 
71; 
| 
} 
| © 
© 
4 
| | 


Housewares Review, 1170 Broadw 


York 1. Circulation, 7,808; gross, 9 
Retailers, 4,318; others, 3,678 Rates, 
Times 1 Page \ Page 
00 00 $120.00 
6 87.60 161.00 92.00 
12 250 06 


140.00 30.00 


Interior Decorators’ Handbook, 230 Sth 
Ave. New York 1. Circulation, spring, 
1950, edition, 7,025; gross, 8.900, Decora- 
tors, designers, architects, 6.757; dept 
spores 551; furniture stores, 687; others, 


Interiors, 18 E. 50th St.. New York 22 
Circulation, 17,832; gross, 19,225. Design- 
ers, decorating depts., architects, 9,166 
home furnishings stores, 644; mfrs. and 


wholesalers, 1,616; libraries, schools, 318 
hotels, management, 2,695; 


others 


National Furniture Review, 666 Lake 
Shore Drive, Chicago 11. (-treslatios, 

11,712 Retailers, 8,63 
mfrs., 327; others, 196 


Retailing Daily. 7 FE. 12th St.. New York 
Cireulation, 28,781; ross, 34,015. Re- 
tail establishments, 17,210; jobbers, 4,983; 
mfrs., 6,691; others, 1,634 


CCA P| 
Reg Profits, 386 4th Ave, New York 16. 
Discounts, none Rates 


Times 1 Page Page \% Page 
1 $255.00 Rie 60 $ 85.00 
6 235.00 130.00 78.00 
12 215 00 120 00 71.00 


Upholstering, 230 5th Ave. New York 1 
Circulation, 13 months ending July, 1950 
4,011; gross, 5,047. Furniture mfrs., 2,919; 
designers, 214; jobbers of fabric and sup- 
piles, 659; mfrs., converters, dist. of fab- 
rics and supplies 530; others, 264 


CANADA 


and Furnishings, 347 Adelaide 

W.. Toronto. Circulation, 2,870; gross, 
ashe. Furniture retailers, 1,801; interior 
decorators and furniture salesmen 55; 
mfrs., 866; others, 102 


GAS (282) 


American Gas Journal, 205 EF St., 
New York 17. Circulation, 2,428; gross, 
4.016. Gas companies, officials, executives, 
1,706; others, 729 


Betane-Propane News, 198 S. Alvarado 
St.. Los Angeles 4. Circulation, ABC, 
7,023; gross, 10,155. Utility service, 339; 
gas dist. and angie lance dealers, 
5,095 fuel roducers, appliance 


Circulation, CGA, Ju ly, 1950, 8,240; 
gross, 10,185. Utility service, 508: lique- 
fied gar dist and appliance dealers 
6.943; fuel producer 268: appliance 
mfres, 742; others, 444 
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Gas, 198 S. Alvarado St., Los Angeles 4 
Circulation, 12 months ending June, 1950, 
gross, 7,442. Gas companies dis- 
tributing through pipe lines, 6,938; mfrs., 


jobbers, agents, 696; others, 532. Agency 
discounts, 15-2. Rates— 
Times 1 rks % Page % Pa 
sare 0 $137.50 $ 917 
137.60 $1.76 
H+ 113.50 $3.50 


12 
Bleed, $40. 


Gas Age, 9 E. 38th St. New York 16 
Cirevlation, 5,510; gross, 6484. Gas com- 
panies and personnel, 4,233; mfrs., job- 
bers and agents, 610; others, 796 


LP Gas, 9 E. 38th St.. New York 16, Cir- 
culation, 8,119; gross, 9,527. Liquefied 
gas dist. and appliance dealers, 6,530; 
equipment mfrs., 653; others, $44. 


HARDWARE (285) 


Hardware & Housewares, Daily News 
Bldg., Chicago 6. Type page, 11x15 and 
7x10 

Circulation, 35,138; gross, 40,206. Hard- 
ware stores, 29, chains, 625; dept. 
stores, 1,299; others, 5.47 4 


Mardware Age, 100 BE. 42nd St.. New York 
17. Circulation, gross, 
Hardware retaliers and salesmen, 24,468; 
wholesalers, 6,096; mfra." salesmen, 2,705; 
qgpere houses and mfrs., 1,130; others, 
47 


Hardware Hetailer, 235 N. Pennsylvania 
Ave., Indianapolis 4. Circulation, 30,550; 
gross, 32,960. Hardware retailers and 
salesmen, 23,48 wholesalers, 4,409; 


mfrs salesmen, 797; others, 1,071 
Rates-—— 
Times 1 Page % Page Page 
1 $350.00 $220.00 $135.00 
6 300.00 185.00 110.00 
12 275.00 160.00 $5.00 


Hardware World, 310 N. Dearborn 8t, 
Chicago 2. Circulation, 15 months ending 
June, 1950, 13,224; gross, 15,768. Retail! 
hardware stores, 8,368; retail salesmen 
554; other retail stores, 1,841; jobbers and 
salesmen, 2,125; exporters aad importers, 
534. 


New England Hardware, 185 Dartmouth 
St, Boston 16. Circulation, 12 months 
ending May, 1950, 4,581; gross, 4.563. Re- 
tail stores, 2,714; managers and clerks 
823; others, 1,116. Rates 


Times 1 Page % Page % Page 
1 $135.00 $ 75.00 $ 46.00 
" 125.00 70.00 42.00 
12 110.00 64.00 38.00 


New Hardware News, 6 Church St... New 
York 6. Circulation, 12 months ending 
April, 1950, 30.962; gross. 44,909. Retail 
hardware dealers, 40,585; chain buyers, 
471: dept. store buyers, 410; jobbers, 


CANADA 


Hardware and Metal and Electrica 
Dealer, 441 University Ave. Toronto 


Circulation, 5,426; gross, 5,883. Retail, 
wholesale and salesmen, 4,912; purchas- 
ing agents and mfrs., 413; others, 113. 


HOSPITALS, NURSING (287) 


American Journal of Nursing, Drexe! 
Bide.. Philadelphia 6. Circulation, 108,- 
140; gross, 108,346. Institutional nurses, 
59,613 public health and industrial, 
10,246; private duty nurses, 13,015; others, 


Rates—1 page, $550; 6 times, $490; 12 
times, $450. 


Hospital Ma ment, 200 B. St., 
Chicago 11 irculation, gross, 
10,838. Hospitals including 
dents and dept. heads, 7,940; public health 
org. and industrial first aid stations, 663; 
architects, 116; supplies, 263; members 
of hospital boards of directors, § 
others, 379. 


Mospitais, 18 E. Division St., Chicago 10. 
Circulation, 10,876; gross, 12,140, Hos- 
pital. including supts. and dept. heads, 
60 public health org. and industrial 
first ald stations, 918; architects, 447 

supplies, 460; members of hospital bo ards 
of directors, 561; others, 639. 


Hospital Toptes and Buyers’ Guide, 30 W. 
Washington St., Chicago 2. 


Modern Hospital, $19 N. Michigan Ave., 
Chicago 11 Cirevlation, 10486; gross, 
Hospitals, including supts. and 
dept. heads, 7,805; public health org. and 
first ald stations, 672; architects, 958; 
supplies, 437; members of hospital boards 
of directors, 75; others, 6 


HOTELS, CLUBS, MOTELS (292) 


Clab Management, 408 Olive St. Louis 
2. Clreulation, 3,737; gross, 4,448. Clubs, 
managers and asst. managers, 2,621; 
officers and directors, 619; others, 388 


Rates P 
Times 1 Page * Page age 
1 $210.00 $130.0 70.00 
f 160.00 90.00 60.00 

140.00 80.00 45.00 


12 
Color, $70 


Golfdom, 407 S. Dearborn St., Chicago & 


Operater, 703 

t., Sa co 3. Cirevlation, 
16 months ending July, 1950, 41145 gross, 
4,628. Hotel owners and managers, 2,893; 
restaurant owners and managers, 930; 
others, 268. 


Hotel Bulletin, 342 Madison Ave. New 
York 17. Ctreulation, 12 peoathe ending 
May, 1960, 16,580; gross, 1 


Management, 71 Vanderbilt Ave., 
? York 17. Circulation, 8.243; gross, 
9a. Hotel managing and owning group, 
6.911; food service group, 171; dept. ex- 
ecutives, 349: other hat employes, 155; 
others, 1.632. Rate 1 page, $375, * 
page, $162.50; pase, $81.25 


| 

AY 
© @ 

i 

© 

© 

== 

© 

ae | 


Monthiy, 1948 Ave 
ton, Ill. Cireulation, 7.2314; groes, 8.586. 
Owning and managing er ip, 4,169; food 
service group, 227; dept. execs... 287 ther 
employes iia allied groups 1,006 
others, 8482 


Motel Wertd- ‘Review, 71 Vanderbilt Ave 
New York 17. Cirevlation, gross, 


7.2 Owning and managing group, 4 1 
food service er up, 187 t. execs 
other employes, 236: a ied groups, 272 


others, 958 


OMcial Stenmehip ane Alrwaye Gulde. 
299 Madison A ‘ Cireula 

tion 2.773; eros agencie 

and employes, 2 

Seuthern Hotel Journal, Graham 


Blidge Jacksonvi Fla Cireulation 
gros 2.960, Hotel owning and 


imnaging croup 1.4 food service 
group. 69 dept itives ther 
employes, 79: others 
Court Journal, 107 iet St 
Temple, Tex Circulation, gross 
4,108. Tourist ourt ers, Operators 
and managers, 5.068; prospective owners 


1.472: others, 


Travel tadex, 
Hollywood 28, Cal. Circulation, 12 months 


ending June. 1950, 23,083; gross, 3,708, 
Travel tour operators, 1,228 
hotels ae 


INDUSTRIAL DISTRIBUTION (296) 


Industrial Distribut 130 W. 42nd St 
New York 5 


INSTITUTIONS (298) 


(athelle Buliding ans _ Maintenance, 
Park Place, New 


Prairie Ave 


companies and officers, 430; others 2 
Rates—-1 page, $155; 6 pages, $705; 1° 
pages, $1,320 


others, 475. Fire and casualty edition, 
@.517; Brose 7.060. Insurance agents and 


companies, officers, 873, 


brokers 
fleldmen, 329 others, 332 


Insurance Mecord, Texas Bank Bidg.. 
Dallas 2. Cireulation, 3,444; gross, 3,564. 

rent brokers, 2 6 companies, offi- 
nagers, 425 nen, 247; others, 


Salesman, 1142 N. Meridian St 
6. Circulation, gross, 


anor. Agents and brokers 2,668. gen 
eral agents, 5,388; companies, "55; 


Olive St. St. 
13,527. 
general 


408 


s 
Color, $100 


The Local 408 Olive St., St. Louis 
2 Cir gross, 10061. In- 


surance a brokers other than 
ife, 9,267. companies, officers, 195; others, 


4s 

Cole, 

The National Underwriter, 175 W. Jack- 
som Bivd., Chicago 4. Agency discounts, 
life edition, 15-0. Circulation, life insur- 
ance edition, 7.883; gross, S@38. Agents 
and brokers, 2.439: general agents 
companies and home office employes, 

} the 47 


atior other than life 13.820; 
954. Agents and brokers, 8.649; 


ar 
es officers general agencies, 
1 aoe f imen $8 adjusters, attor- 
neve, rate 1.565; others, 382 

Rates 1 page, $280: 123 times, $2,470; 
time 3.600 


Hough Notes, N. Meridian St In- 


dianapolis Circulation, 17,243; gross, 
17.578. Insurance agents and brokers, 
other than life, 14,054; companies, gen- 
eral agencies, dept. heads, 2.253; feldmen 
83 the 

Rates page, $200; 6 times, $178 
12 times, $162.25 


CCA 


Spectator Preperty Insurance Review, 
‘6th and Chestnut Sts. Philadelphia 39. 
Circulation, 10,016; gross, 11,758. Property 
insurance agents, 8,068; fire and casualty 
home officials, 1.488; brokers, 412; buyers, 
60: others, 513 


Standard, 89 Broad St., Boston 10 
at Kross, 4,141. Insurance 
2,993: companies and 
fleldmen. 208; others, 191 


7 Tth St Des 

a. Ctreulation, 4821; gross, 

45.2373. Insurance agents and brokers 
219 


JEWELRY AND OPTICAL GOODS 
303) 


nver Circulatior 
623,412. Jewelry retailers 
3,406 


American Horclogiat & Jeweler, 1549 


deweler's e, 100 E. 42nd 
ulation, 1 
gross, 20,796. Jewelry "petallers. 15,677; 
wholesalers, 1,589; mfrs., 1,983; others, 


Times 1 Page % Page % Page 
1 $280.00 160.00 $100.00 
4 240.00 140.00 80.00 
12 20.00 120.00 65.00 


Standard color, $100 


Jewelry, 341 Fourth Ave. New York 16 
Cireulation, 13,350; gross, 15,3546. Jewelry 
retailers, 10,288; wholesalers, 1,182; mfrs., 
1,424; others, 181 


NJ (National Jeweler), 531 S. La Salle 
St., Chicago 5. Circulation, 35,0971; gross, 
37.284. Jewelry retailers, 32,969; whole- 
salers, 2,079; mfra., 1,244; others, 574 


Optical Journal Review of Optometry. 
160 E. 42nd St.. New York 17. Circulation, 
9.240; gross, 9,732. Optometrists, 5,605; 
dispensing « iclans retallers 1,181; 
wholesalers, students, 1,238; others, 


metric Weekly, 5 N. Wabash Ave. 
Chicago 1 Circulation, 11,133; gross, 
11,434. Optometrists, 9,016 dispensing 
opticians, retailers, 276; wholesalers, 4 
students 991 mire 118 others, 297. 
\gency discounts, 15-2 


LAUNDRIES, CLEANING AND 
DYEING (305) 


Amertean Laundry Digest, 71 W. Huron 
St.. Chicago, Il “Irculation, 12 months 
ending Aug 1950, 14,028; gross, 14,941. 
Commercial laundries 7.654; hospital 
laundries, 3,076; hotel laundries, 762; in- 
stitutiona!l laundries, 1,360; others, 1,111 


Laundry Age. 9 EF. 38th St., New York 16. 
Circulation, 6.465; gross, 7,783. Commer- 
clal power laundries, 4,282; institutional 
laundries, 251; suppliers, 1,259; others, 
704 


Pacific Laundry and Cleaning Journal, 
121 2nd St., San Francisco 5. Circulation, 
2.244: gross, 2,612. Combination laundry 
and dry cleaning plants, 350; dry clean- 
ing plants, 1,173: power laundries, 338; 


thera, 387 


Starchroom Laundry Journal, 104 45th 

St New York 17 Circulation : 
cross, 7,406. Commercial power laundries, 
4.961; institutional laundries, 166; sup- 
plies, 892; others, 539 


CLEANING AND DYEING 


American Deyeleaner, 1 W. Huron St 
“Irculation Sept 1950 
21,250. Power-operated 

jobbers, 621 
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il 
© 
Life Insurance Selling, 
Loutes 2. Cireulation, 12,014; 
\gent and brokers, 12,4 
| 
rimes | Page » Page Page 
1 $150.00 $ 80.00 $ 44.00 
12 125.00 67.50 37.00 
24 110.00 62.50 35.00 
© 
— | 
ae 
igs 
© ly 
j 
- 
© 
c 
Chicago 16 4 
INSURANCE (300) © 
(asualty tneurer, 175 W. Jackson Bivd 
Chicago 4. Circulation, 9,412; gross, 9,622. 
© 
Insurance Field, 111 W Main St. Louts 
ville 2, Ky Cireulation, life ed 4.576; 
q gross 7.464. Insurance agent an 
brokers 2.586 general 1,37 ’ other 1 
1s 


Cleaning and Laundry Werld, 1114 ist 
Ave, New York 21 tat 
limes Page 

$326.00 

‘ 


National ¢ leaner & Dyer, 104 

New York 7. Cireulath 
rycieaning ‘ 
suppliers 1 


1 Page 
3205.00 
3 00 190.00 
iz 155.00 100.00 
Standard red, blue, yellow, $75 


Nelghborhood De cleaner, 9 E. 38th St 

New York 16 ‘irculation, 7,666; gross 
Dry« caning and plants 
suppliers, 271; others 


LUMBER (307) 


The Lumberman, 71 Columbia St, Seattle 
4. Circulation, 8,5@03 gross. 10,143. Lum- 
ber mfrs., 2,075; lumber mfrs. with sep 
irate logging depts logging oper- 
ators 162 distributio supply, 781; 
research 37; others, 5 


Seuthern Lumber Journal and Building 
Material Dealer, (iraham Bide, Jackson- 
‘ 1 > on, 3,644; gross 
and logging 
dealers with 
plants, 458 
wholesalers 


The Timberman, 519 S. W. Park Ave., 
Portiand 5, Ore ‘irculation, 9,251: gross, 
10,242, Production, 5,683; dist., 1,210; re- 


searc? 1.259; suppliers 28; others, 272 


MANUFACTURING INDUSTRIES 
311) 


Compressed Alr Magasine, $42 Mo tris St., 
Phillipsburg J 

1950, 28,416; cross, 20, 

mfrs. of me tal and non- 

9,176; raiire eds 1,683 

utilities 1 


6 
12 
Standard red « or “blue, 


rra 


(onever-Mast Purchasing Directory. 757 
N. Michi gan AY Chicago 11. Type page 
10x 11. Cire ulation spring and fall, 1949 
combined, 24,253; 
inch, $65 per editic 
shes, $150 per editio 
$650 and $1,200 


Factory Management and Maintenance, 
330 W. 42nd St.. New York 18. Circula- 
tion, 52.363; gross, 54.874. Company sub- 
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You Get 84% MORE Manufacturing 


Circulation through the 
CONOVER-MAST 


PURCHASING DIRECTORY 
Than with Any Other Directory 


All Other 


| 885 


This audited circulation compari- 
manutacturing circulation through 
the CONOVER-MASI PUR- 
CHASING DIRECTORY than 
through any other You cover 
more plants than through the other 
two directories combined Data 
source: MacKae's Blue Book and 
Conever-Mest Purchasing Di 


Maavtocterirg 
Circulction 22 875 
son shows that you get 84% more 

whose buying 

infivence hus 
been certified! by 
personal coll 


Monul octuring 
Circulotion 12,378 


¥ 
Cirodation 10,241 


tery OCA; and ABC tor Thomas 
Register, December, 194.) 


CONOVER mas! 
PURCHASING DIRECTORY 


MACRAE'S BOOK 
Tote! Circoletion 18,401 


THOMAS REGISTER 
Total Ciradation 20,279 


Tetel Civeelet en 24/60 


COMPLETE ANNUAL CIRCULATION 25,000 


—ISSUED SEMI ANNUALLY — 


FALL EDITION 12,500 


No Duplication Between the Two Circulation L sts 


Industriot Executives Reached Through CM PO 
Factory Managers, superintendents, mas- 
ter mechanics 
Engineers—< hief engineers, “design e 
mechanical engineers. ........ 
rchasing Executives 
Other Executives ° 
How CMPD keeps you in contact with the 
BUYERS. 
Every year 144 out of every 1,000 manufac- 
turing firms go out of business. An approxi- 
ual number of NEW firms take their 
places. To meet the changing inc estrial 
icture, CMPD is published twice yearly— 
Spring and Fall—with non-daplicated « itcula- 
tion our sales messages contact the NEW 
BUYER with twice the speed. 
CMPD is wholly industrial. It has no non-in ustrial 
listings, therefore it is the preferred di: ectory 
of industrial purchasers. 
CMPD can do @ better job of selling your product te 
industry. Call your searest CONOVER-MAST Repre- 
sentative or write direct. 


Comover Mast 
PURCHASING 


737 No. Michigan Ave 
WhHitehell 4-661 2 


Chicoge 11, 


Industrial Distribution of C-M PD 


Machinery, Except Electrical 
Electrical Machinery 

Fabricated Metal Products 
Traasportation Equipment . ° 
Instruments & Kelated Products... 
Primary Metal Industries . ; 
Chemicals & Allied Products . 
Rubber Products . 

Stone, Clay & Glass Products 
Leather & Leather Products .. 
Petroleum & Coal Products ... 
Textile Mill Products 

Lumber & Products. . 

Furniture & Fixtures . 

Paper & Allied Products .. 

Food & Kindred Products . 
Tobacco Manufacturers. 

Apparel & Related Products 
Printing & Publishing ... 
Miscellaneous 


Total Manufacturing Plants 

Public Unlines.. 

Mines, Quarries, Gas & Oil Weils 

Engineering & Construction Firms. . 

Industrial Distributors, Government, 
Exporters, Buying Organizations, 
aad all other 

Total Number of Joe mits Reached 
Annually ........ 


lant operating men 
naintenanc 
omp anies, 

others 


2 Dearborn 8t., 
Chicago 10. Circulation, 7 months ending 
March, 1950, 238,033; gross, 28,006. Com- 
panies nore management, pur- 
chasing, operation, nintenance, engi 
neering 7 


Industrial News, 461-—8th 
tates—1/9 page unit, 
: mes, $130: 12 or more 


Circulation, Aug 1950, @1.347; gross 
6.908. Administrative officials, 11,391 
production and plant operating officials, 


13.288; engineers 17,850; purchasing of- 
ficials 70. gwovt., 1,611; others, 1,756 


Industrial Maintenance, 1625 Filbert St. 
Philadelphia 4. Circulation, April, 1960, 
78.748; grons, 83,423, 

Rates—1/9 page unit, $166; 6 times, 
$145; 12 time 0 


instruments, 921 Ridge Ave, h 
12 Cireulation 10,427; gross 
Companies and officers 404; 
mere. and supts 403 engineers, 
supts. of inetrument depts instrument 
electrical engineers, supts 
2 of tests. inspectors an 
engineers, research directors, 
s, 648; sales engineers, 649; 


1 page, $320; 6 pages, $28¢; 12 
$250: 24 pages, $220 


4 —— 
45th St. DIRECTORY 411 
poy” LINK -BELT | 
| © 
A 4 
| | 
The number of plants covered in wech industry is 3 ‘ 
6,344 
{ 2,026 a 
6,050 
1,696 a 
712 
1,510 
4 748 
i 
180 
82 
21,802 
$24 
] 591 ~ 
249 
DIRECTORY Ase 
24,116 
} 
scriptions, 6,579; 1 
ri Page age 42 educational, 1 
Rates--1 page, $744; 4 pag | 
150.00 95.00 pages, $675; 12 pages, $650; 24 pages, $630 
$65 
| 
| 
| 
@ 
‘ | paces a 


MacKac’s Book, 18 FE. Huron St 


Chicago 


Manufacturers Record, 10% Market Place 
Haltimore Cireulation, 46680; gross 
Mfg. industries, 1,954 utilities, 
641 engineers and ontractor 
thers, 1.536 


cca] 


Milla Pactery, 205 itnd St.. New York 
17 Cireulatior 30,310; gross, 40,501. 
lant operating men, 36,108; distributors 
and their salesmen, 1,656; 
Matese——1 page, $567 4 pages, 5 

pages, $519; 12 pages, $490; 24 pages 


Standard red, $480; 
orange, yellow, $90; 


standard blue, green 
bleed, $60 


Industry, 400 Madison New 
York 7 Circulatior 110,234; gross, 


New Eq Digest, Penton Bild 
Cleveland 13 Circulation, 12 mont 
ending March, 1950, €1,419; gross, 45,333. 


Pacific Factory, (099 Missior St.. San 
Francisco 3. Circulation, 6 nths end 
ing July, 1966 842; gross, §480. Metal 


packing and canning, 1,495 
663; mineral group, $25; others, 


Dearborn 
he ending 
Chemical} 


trial, 4,118; meta dustries other 
mfg. and mining, 1,194; stone, clay and 
1,225; textiles, 2,634 ransporta 


tion equipment, 1,154; institutions, 2,860 


thers, 746 


4 


Preduction Equipment, 407 5. Dearborn 


St., Chicag Rates 

rimes 1 Unit 2 Units 
$102.00 $202.00 
94.00 184.0 
12 90 00 174.00 

Surplias 20 N. Wacker Drive 


Chicago 6 


Thomas’ Heagister of American Ma 
turers, 461.-8th Ave. New York 


Veestera Indust 
Ctr 
ne June 


chen ica 


ind mineral ndustries 196 imbe 
S18; others 


CANADA 


Industrial (Canada, oront 
Cireulation ° Meta 
working 1,212 and beverages 


$24; machinery, 56 
textiles 504 others 


INDUSTRIAL SAFETY 


News, 425 N. Michigan 
11 Circulation, 28,0646; 


4 products, 635 


National Safety 
Ave Chicago 


asst managers, 


gross, 28.223. Corporations and partner- 


ships, 1,499, officers, 1,397; managers and 
556; technical execu- 
executives, eng!i- 


ves, 1 
rs general and plant 
apt ectors, industria! 
ela * and personn 8.549. 
emer purchasing agents, industrial 

pl ai ar 1,392 3,766 


Occupational Hazards, 1240 Ontario St., 
113. Cireulation, 12 months end- 


ing June, 1960 “Toss, 
afety directors thers, 1,507. 
Page Page 4 age 

$295.00 $175.00 116.00 

2756.00 160.00 100.00 

i3 260.00 145.00 96.00 


Standard red, blue, yellow, orange, $75. 


MARINE, SHIPBUILDING (336) 


Beat and Equipment News, Commercial 
Craft Edition, 224 E. 4ist St.. New York 
17 


The Leg, 121 Ind St., San Francisco 5 
Circulation, 3,119; gross, 3,440. Shipbuild- 
ng and ship repair companies, 231; ship 
perating pmpanies, 1.116; merchant 
marine officers, 995; professional men 
lil; marine supplies, 254; allied marine 
ndustries, 258; govt., 80; others, 65. 


Marine Engineering and Shipping Re- 


view, 30 Church St.. New York 7. Circu- 
lation, 6,464; gross, 7,164. Shipbuilding 
and ast ip repair companies, 646; ship op- 


mpanies owners, 559 mer- 
ne fMficers, 3,357; professional 
men 69; supplies and « qpioms nt, 474; 
allied marine industries, 577; others, 422. 


Marine News and Marine Age. 26 Water 
St.. New York 4. Circulation, 5,588; gross, 
6,404. Shipbuilding and ship repair com- 
panies, 46 ship operating companies, 
83; merchant marine officers. 2,893; pro- 


essional men, 286; supplies, 524; allied 
sarine industries. 227; others, 805 
Marine Progress, 90 Broad St.. New York 


Cireulation, April, 1950, 3,101; gross, 
3.516. Ship operating companies, 1,358; 
shipbuildi ng and ship repair companies, 
771; others, 922 


B 
Maritime Reporter, Eroad St New 


York 4. Circulation, 12 months ending 
May 1960, S842: gross. 9.272. Ship op- 


rating companies 1,897: shi »bullding 
nd — repair cempanies. 2.317; pro 
fensional men, 52%: others, 2,187 


Motorship. 192 Lexington Ave... New York 
3557: gross, 4647. Ship 


6. Girculation 
hullding xd ship repair companies, 254 
hip ope ating — owners, 416; 
erchant officers, 1,268; profes- 
onal men, 11%; allied industries 379: 
thers 7h 


580 Market St., 


Pacttie — Review. 
12; gross, 


San Francie Circulation 

4.567. Shipbull ‘i ng and repair mpanies, 

| ship operating companies, 530; mer- 
hant arine officers, 1.970; supplies, 298: 
vt thers, 544. Rates 


Times | Page Page Rage 
$240.00 120.00 70.00 
200.00 116.00 60.00 
12 180.00 100.00 55.00 


World Ports. Washington Bidg., Wash 
D 


ington 


MATERIALS HANDLING (342) 


Flow, 1240 Ontario St., Cleveland 13. Cir- 
months ending June, 1950, 
25,263 ; . Automotive, 747; 
mfrs. Ps metal products, 8,466; food and 
canning, 3.554; process and chemical in- 
dustries, 2,7 196; wood products, 1,110; 
paper, 1,466; textiles, 1,352; ceramics, 
glass, 996; others, 6,169. 


Modern Materials Handling, 795 Boyiston 
St., Boston 16. Circulation, 12 months 
ending June, 1950, 21,1235; gross, 23,717. 
Mfrs. and their executives, 14,251; dist. 
and storage, 4,026; materials handling 
dealers, engineers, 2,038 


2, 
packaging engineers, 178; others, 887. 


MEDICAL, DENTAL (345) 


Current Medical Digest, Mt. Royal and 
Guilford Aves., Baltimore 2. Circulation, 
March, 1950, 112,300; gross, 114,414. 


Industrial Medicine & Surgery, 605 N. 
Michigan Ave., Chicago 11. Circulation, 
6.969; gross, 7.266. Industrial and busi- 
ness concerns and their personnel, 1,064; 
educational, 518; physicians and sur- 
geons, 5,287; others, 68 


Journal ef Osteopathy, Kirksville, Mo 


Upp 


Rutherford N. J 
5 139,530; gross, 
136,108 


Medical HKeonomics, 
Circulation, Sept 
144,762. Pr acticing physicians 
thers, 1,217 


Modern Medicine, £4 S. 10th St.. Minne- 
apolis 3. Circulation, 12 months ending 
March, 1950, 130,353 gross, 122,616. Prac- 
ticing physicians, 120,314; internes, 4,462; 
others, 75 


hie Profession. 420 Lexington 
Ave., New York 17. Circulation, 12 months 
ending May. 1950, 10,534; gross, 11,379. 
Practicing physicians, 10,803; senior stu- 
dents, 60. 


Osteo 


Surgical Business, 369 Lexington Ave., 
New York 17. Rates--1 page, $90; 6 
times, $80; 12 times, $70 


DENTAL 


Dental Laboratory Review, Essex Bidg., 


Minneapolis 
Dental Survey. Essex Bidg.. Minneap- 
olis 2. Rates 
Times 1 Page % Page \ Page 
1 $265.00 $150.09 $ 82.50 
245.00 130.00 72.50 
235.00 125.00 67.50 


12 
Color, $55 
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‘“hicage 3. Circulation, 12 
July, 1950, 28,983, gross, 31, 
process ndustries 5,483 f 
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piene 1005 Liberty Ave., Pitts- 
Circulation. 12 months ending 
. 1960 106; gross, 74,434. Prae- 
ting others, 3,145 
es—1l page 0; 6 times, $245; 1 
times, $286. Bleed, $10. 2 


METAL MINING (352) 


Engineering and Mining Journal, e 
42nd St.. New York 18. Circulation, 12 
560; gross, 17,757. Mining companies and 
officers, 3,711; supts. and mers., 1,724 
engineers 1,797 foremen and asosts., 
1,835; other employees, 770; consulting 
and construction engineers, 2,626; schools 
and colleges, 1.062; suppliers, 1,889; 
others, 1,555. 


| meering, 29 W. 39th St.. New 
Lee 8. irculation statement not re- 
ceived. 


Mint World, 121-—2nd St. San Fran- 
ciseo 5. Circulation, 6,424; gross, 7,277. 
 compontes, including mining con- 
tracto 4,254; engineers, govt. depts 
and their staffs, 564; engineering schools, 
including professors and students, 520; 
machinery mfrs., jobbers, dealers, 416; 
others, 1,211 


Canadian Mining and Bul- 
letin, 1117 St. Catherine St., Montrea! 
Que Circulation, 4,030; 5.080, 
Operating companies and executives, 808: 
engineers, 1,284; colleges, professors stu- 
dents, 886; others, 700 


Nerthern Mimer, 122 Richmond St... W., 


Toronto, Ont. Circulation, March, 1950, 
19,344; cross, 20,000, 


METAL PRODUCING AND 
WORKING INDUSTRIES (358) 


American Machinist, 330 W. 42nd St., 
New York 18. Circulation, 28142; gross, 
20,208. Mfrs. of ansembled metal prod- 
ucts, equipment, machinery, 16,352: com- 
mercial processing plants and parts 
mfrs., 4,085; railroads. mines, mfrs. of 
nonmetal products, 2.611; metal pro- 
ducers, 746; govt 1,963; diet dealers 
ond experters, 802; engineers, 679; others, 
1,743 


” Rates—less than 3 pages, $440; 3 pages, 
$430; 6 pages, $415: 13 pages, $29 0: 26 
pages, $345; 52 pages, $300 


gmestgen Metal Market, 18 Cliff St.. New 
Blast Furnace and Steel Plast, 108 Smith- 
field St.. Pittsburgh 30. Circulation, 23,4645 
cross, 32,494. Mfrs. of assembled metal 
products, equipment machinery, 267; 
metal producers, 1,396; others, 749 
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Die Cnsti 1240 Ontario St., Cleve- 
land 13. Circulation, 12 months ending 
June, 1950, 13.411; gross 14,586. Officers 
1,426; managers and supts., 2,660; chief 
engineers, 2,377; product design engi- 
neers, 3,377; engineers aad metallurgists 
purchasing agent, 1,362; others, 
Finishing section rates 


Times 1 Page % Page Page 
1 $276.00 $165.00 $105.00 
6 260.00 1.0.00 90.00 
12 230.00 140.00 $0.00 

Color $75. 


The Foundry, 1213 W. St, Cleveland 
13. Circulation, 10,583; gross, 13,128, 
Foundries, supply, 1,147; govt., 


373; others, 1,675 


Industrial Finishing, 114° N. Meridian 
St.. Indianapolis 4 Circulation, July. 
1950, 13,906; gross, 15,170. Companies and 
executives, ,722; chemists, engineers, 
459; general, work, production and sales 
managers, 659; supts., forermen, super- 
visors, 2,163; supplies, 1,741; others, 21° 


Industrial Heating, Union Trust Bid 
Pittsburgh Circulation, 12 months 
ones March, 1950, 15,213; gross, 15,578. 
tates— 


Times 1 Page y Page % Page 
1 $130.00 6 $ 35.00 
6 120.00 60.00 32.50 


12 110.00 55.00 30.00 
Standard red, $25; bleed, $10 


Industrial Sheet Metal, 45 W. 45th St, 
19 


New York 


The trom Age, 100 F. 42nd St.. New York 
1”. Cireulation, 18,754; gross, 24,212, Pub- 
lished Thursday. Forms close Friday 13 
days prec 


Light Metal Age, 220 S. State St., Chicago 
4. Circulation, § issues ending May-June, 
1; gross, 5.200, Producers, 275 
rs, 4,302; others, 426 


Machine and Teo! Hiue Book, 222 Wi!- 
low Ave., Wheaton, I Published 10th 
Forms close 15th. Cireulation, July, 1950, 
34.737; cross, 326.0467. Fixed 30,138: ro- 


tated, 4.961 over 9.000 names. Companies 
and executives, 11.886; produc execu- 
tives, 15,804: purchasing agent 2,137 


suppilers, 3,948: forefen, 1.223; others 
107 


Machinery. 148 Lafayette St. New York 
13. Cireulation, ABC, 17.774: gross, 23,242. 
Mfrs. of equipment and machinery, 9.47 
commercial processing plants and parts 
mfrs., 3,680; railroads, mines 5 
producers, 172; govt aoe 
exporters, 710; engineers 
1,615 

Circulation, CCA, 21,783: 
Mfrs. of equipment and m 
010; commercial processing 
parts mfrs., 4,283; railroads 
metal producers, 298; govt., 814; de alers 
and exporters, 717; engineers, 354; others, 
1,255 


Metal Finishing, 11 W. St. New 


York 18. 


Metal Progress, 7301 Euclid Cleve- 
land 3. Circulation, 

Mfrs. of equipment and mac ficery, 7,267; 
commercial processing plants and parts 
mfrs., 2.434; railroads, mines, 1,238; metal 
producers, 4.146; govt., 985; dealers and 
exporters, 72 engineers, 667; others, 
2.241 

Rates--2 pages, $325; 6 pages, $315; 12 


pages, $500 


Metal-Working. 60 E. 42nd St., New York 
17. Cireulation, 12 months ending July, 
1950, 27080; gross, 28,7 Fabricators, 
8,806; mac hinery 12,371: transportation 
equipment, 4,254, others, 2,1 


Modern Machine Shop, 431 Main 8t., Cin- 
einnati 2. Cireulation, July, 1950, 37,698; 
ross, 38,760, Companies, executives, 16,- 
Foo production executives, 16,377; pur- 
chasing, 1,342; supply, 2,681; others, 971. 


Organte Finishing, 11 W. 42nd St, New 
York 18 Circulation, April, 1950, 7.922: 
ross, 10,000, oanies operating paint 
nishing depta., 17; professional men, 
1,411 execs,, 974: finishing 


execs, 998 


Preduction Engineering & Management, 
2842 W. Grand Blvd., Detroit 2 Circula- 
tion, 12 months ending July, 1950, 22,030, 
gross, 22,737. Mfrs. of assembled metal 
products, equipment and machinery, 13,- 
167: commercial processing plants and 
parts mfrs., 6,179; transportation serv- 
ices, mines, non-metal products mfra., 
1.272: metal producers, 706; others, 420 
Rates—1 page, $335; 6 pages, $325; 12 
pages, #295; 24 pages, $285. Standard 
blue, green, red, yellow, $65; bleed, $35 


Products Finishing, 431 Main St, Cincin- 
nati 2 Cireulation, July 1950, 17,484; 
ross 18,150, Companies, executives, 
works executives, §.639; purchas- 
supply, 1,452; others, 144 


Steel, Penton Bidg., Cleveland 13 


Steel Processing, 108 Smithfield St., Pitts- 
burgh 30. 


Teol and Die Journal, 1975 Lee Road, 
Cleveland 18 


Too! Engineer, 19700 Puritan De- 
troit 21. Cireulation, 17,387; gross, 18.490. 
Mfrs. of equipment and machinery, 11,783; 
commercial processing plants and parts 
mfrs., 1,260; railroads, mines, 702; metal 
producers, 391; govt 241; dealers and 
exporters, 895; engineers, 608; others, 
1,518 


Western Machinery and Steel World, 580 
Market St.. San Francisco 4. Circulation 
July, 1950) 4,118; gross, 4,007. Mfrs. of 


| 
— 4 
| 
© 
| 
© © 
| 
te 


assembied meta! products, equipment and 
machinery, 1,798; commercial processing 
plants and parts mfre., 1,480; tranporta- 
tion, 211; metal producers, 148; govt 
nd exporters of machinery and 
others, 475 


» Page 
24 
200 116.00 60 00 
12 180.00 100.60 6.00 


Westers fe, 198 S. Alvarado St., Los 
Angeles 4. Circulation, 15 months ending 
June, 1960, 4,068; eros 4564. Metal pro 


ducers, miJls, smelters 4: suppliers of 
metals and machinery 07 ommercia 
processing, 1,714; mfr of finished meta! 


goods onetruction and mainte 
nance, 639; others 218 


MOTION PICTURE INDUSTRY, 
AMUSEMENTS (377) 


Better Theatres. See Motion Picture 
Herald 


The Hillboard, 2160 Patterson Cincin 
nati 22. Cireulation, 57,882; gross, 40,745. 


HexeMce. Van Prunt Bivd Kansas 
Mo Circulation. 24,147; gross 
26.813. Theatrical exhibition, 18,486 
tribution, 2.029; equipment, 1,060; others 


52 issues, 20% 


ant Bivd 


Theatrical ex bit 1 ‘71: nor 
rical fist productior 


Show men's Review, 1501 Broad 
wa New York 18 Circulation. 12.808; 
eros itrical exhi 


atat 1.4 equipment 


MUNICIPALITIES & COUNTIES (379) 


(tA P| 


Public Works Mageasine, F 45th St 
17 


New York 7 Cireulatior Lug 198 
18,922; 13.875, City Ineers. ef 
mars. and supts. of pub} sorks, 4.138 
consulting and sanitary enelineers. 972 


county engineers and supte 


2.798; water works supts.. mgrs. and 
engineers, 3 8; contractors, 1,008; en- 
gineers and supts. of sewage treatment, 
476; city officials, 1,042; others, 796 


sewage and Industrial Wastes Enginee 


W. 40th St.. New York 18 Ciree- 
3.317: gross, 4060. Sewage works 
systems 25 sewage and industrial 
wastes atment plants, 781; consultin 

and sanitary engineers, 835; others, 736. 


Times 1 Page % Page » Page 
$190.00 $130.00 $ 95.00 
6 68.00 17.00 24.00 
12 149.00 oo 200 


Standard red, $55 bleed $33 


The Sewerage Manual, 120 St. 
New York 17. Published Aug. 1. Rates— 
| page, $225; 4 pages, $600: § pages, $900 


Wenterm Ctty, 458 S. Spring St.. Los An- 
ele 1 Cireulation, 12 months ending 
Mas 1950, 7,131; gross, 7548 Mayors, 
1.046 engineers and dept heads, 1,449; 
ty managers, 127; counciimen, 2,255; 
ire and police chiefs, 331; finance officers 
snd purchasing agents, 979; others, 1,011 


FIRE DEPARTMENTS & WATER WORKS 


Fire Engineering, 21 W. St New 
York 18 (Clreulation, 01,607; gross, 12,558. 
Municipal fire depts., 8.729: industrial fire 
lept. heads, 372; mfrs., 745; fire preven- 
tion and insurance engineers, 392; others, 


Times Page % Page Page 
$245.00 $160.00 $122.00 
0.00 143.00 116.00 
05.00 132.00 94.00 


Standard red $55: bleed, $55 


Water and Sewage Works, 22 W. Maple 
St., Chicago a ire ulation, 7,064; gross 
8501. Water supply and sewage works 


systems, 2 275 water, sewage and indus- 
trial wastes treatment plants, 914: dept 
and division heads of water and sewage 


sveteme 264 consulting and sanitary 
engineers, 1.681: others, 1,824 


ain 24th 

st New York 5.267; 

cross, 64230. Water supply «ystems, 3,283 

water treatment plants, 232 dept and 

livision heads f water systems, 208 

sulting and santtary engineers. 614 
ther 1.982? kr ates 


Times 1 Page % Page \% Page 
1 $248.00 $15 [5.00 $114.90 

8 220.90 142.90 105.00 
195.00 132.00 94.00 


tandard red, $55: bleed. $45 


CANADA 


$48 Talbot St.. St 
as. Ont irculation, 7.497: gross 


tee. Muntk« fictals 6.574 school 
563: others 69 


NUCLEONICS INDUSTRY (385) 


Nacleonics, 350 W. 42nd St.. New York 18 
Cireulation, 5,758; gross, 4508. General 

$47. engineers and other 
rofessional personne!, 1,382; technicians 
169; p fuction and operation, 315: other 
fept. head 139; subs. in company names 
1.972: professors, 479: others, 414 
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OIL, PETROLEUM (386) 


Callfersia O11 Werld, 2404 W. Tth 
Los Angeles 5. Circulation, 3.303; gross, 
4,106. Producing and development, 2,226; 
refining and satural gasoline, 284; finan- 
cial, 3638; supply, 280; others, 127 

age 


Times % Page 
1 $210.00 $120.00 $ 60.0 
12 150.00 78.00 42.00 
a4 120.00 66.00 33.00 


Drilling, 2115 N. St. Paul St.. Dallas 1 
Cireulation 11 months ending June, 1960, 
7.939; gross, §430. Oil well drilling con- 
tractors, 1,955; major producers’ drilling 
depts., 1,314; independent producers and 
field men, 685; contractors’ field men, 
1,871; supply, 1,085; geophysical depts., 
1.998: others, 558. Rates 


Times 1 Page Page \% Page 
1 $265.00 145.00 8 75.00 
3 200.00 120.00 60.00 
26 175 00 105.00 50.00 


National Petroleum News, 1215 W. 


st Cleveland 13 Circulation, 14,154; 
gross, 15,056. Producing, 157: refining. 


906 marketing 10,723 supply 831; 
others. 1,386 

Rates 1 page, $420 6 pages, $390; 13 
pages, $260: 26 pages, $310 

Bleed, $40 


OU, the Ollman’s Newspaper, W. 4th 
St Los Angeles 13. Circulation, 2,061; 
cross, 3,068 Producing 1.145; refining 
and natural gasoline 199; marketing, 
44; supply, 373; financial, 154; others, 192 


Ol and Gas Journal, 211 S. Cheyenne St... 
Tulsa |. Circulation, 36,886; gross, 27.769. 
Producing, 14,449; producing and refining 
701; producing, refining, natural gasoline 
and pipe line, 656; refining. 4,425; pipe 
line, 048; natural gasoline, 669: market 
ing, 234; equipment and supply, 2,545 
others, 1,617 


leum Eugineer, 1500 Irwin-Keasler 
Dallas 1. Circulation, 18,908; 


= 
20,470, Producing 245; producin and 
refining, 164 prodt acing, pipe line re fin- 
ing and natural «z ‘ 46 pip line 
2.750 refining O62 ‘natura gasoline 
16: supply 1,45 thers, 976 


m Marketer, §24 S. Michigan 
Ave Chicago 5. Cire ulatic n, 12 months 
ending, July, 1950 16.3 13; 
Cul company executive 

ecutives 10.13 refiner 


Petroleum Processing. 
Cleveland 13 
ending March 

Refining, 9,041; 


1213 w 


petro-chemical. 275: lubricating and oil 
und grease mfg. 607; process and con 
struction engineering firms, 892; others, 


P.O. Rox 2608. Hous 
tlation 022; gross 
6,129; natural gasoline 
others. &78 


Fs! 
tx 
3 
| 
| 
4 
4 
© @ 
ig 
id 
Rates machine merchandise—1 ® @ 
pare $605 1/5 page, $462 page 
176 Indoor mus outdoor page se 
$550 5 page, $394: 1/5 page, $154. 12-25 ® @ 
5% diecount 6-51 ssUes 
Color, $55 on 
phia 7. Clreulation, 10201: gross, 10,822. 
Theatrical exhibit 8.440: distributior 
569; equipment, 234; others 65 © @ 
Petre 
Medern Theatre, Vao 
| Kaneae City |! M a section of Rox , 
Me 
© 
Ma Petroleum Equipment, Liberty St 
Ne New York 6 : 
ts 
727 t = 
® — 
© te 
“a 
othe 
t months 
12.337. 
849 
© © 
| 
Petroleum Hefin 
ton 1, Tex. C ky 
10,112. Refinine 
861: supply, 1,17 
22 
= 


Petreleum World, 412 W. 6th St. Los 
Angeles 14. Circulation, 12 months end- 
ing June, 1960, 4,902; gross, 5.304 Pro- 
duction, 3,248; refining, 615; supply. 848; 
others, 199. 


Werld on, P.O Box 2608, Houston 1 
Circulation, 20,013; gross, 21,450. Produc- 
ing, 15,111: pipeline, 965; supply, 2.831; 
others, 1,500 


Werld Petroleum, 2 W. 45th St. New 
19. Circulation, 8,822; gross, 9,428. 
ration drilling and production 
refining 3.561 natural gas and 


gasoline, 311; transportation, 512; supply, 
609: others, 242 


PACKAGING (392) 


Modern Packaging, 122 FE. 42nd St, New 
Circulation, 12,771; gross, 14,178. 
8.754; lithographers and display 
744; designers, engineers, 1.0: 
vraries schools govt., 711: others 
Rates 
Times 1 Page » Page 
$340.00 $200.00 
115.00 189.00 
290.00 160.900 90.00 


Packaging Parade, 22 ©. Huron St. 

cago 11. Circulation, Aug., 

gross; 15,422. Food mfrs 

tollet goods, drugs, che 

pliances, parts mfrs wineries, 

brewertes, distillers of paints 
lubricants, 579 of hardware 
specialties ¢ agencies and 
nce designers mfrs. of paper 
Paper products textile mfrs., 
dept. stores and chains, 120; others 


Packaging Systems Magazine, Advocate 


Bidg., Newark, Ohio 


PACKAGE PROCESSING 


Boxboard Containers, formerly Shears, 

FE. Huron St., Chicago 11. Circulation 
2.288; gross 2.722. Hox plants, 1,677 
machinery and box materials, 398: others, 


14 


Fibre Containers, 928 ToSalle St. Chi 
cago 1 “irculation, 1,888; gross 

Paperboard mills, 649: mfrs. of paper- 
board boxes and spectalties, 498; others, 


The Glass Packer, 55 
Yor 18 


PAINT AND VARNISH (398) 


American Paint and Of! Dealer. 3718 
Washington Ave. St. Loule & 

tion, Aue., 1950, 25,732; gross 

taf), 23,597: retall and wholesale, 


American Paint Journal, 3713 Washing~ 
ton St. Louis Circulation, 

gross, 4,080. Paint mfrs.. 1,409; supta. 
and chemists, 367; raw materials mfrs., 
587; dist. and salesmen, 690; others, 435. 


ca] 


American Painter and Decerater, 3713 
Washington Ave., St. Louis & Circula- 
tion, Aug.. 1950, @8,528; gross, 73,1233. 
Painting, paperhanging and decorating 
contractors, 65,874; interior decorators 
1,496; boes painters, 2,333 


National Painters Wagasine, Church 


St.. New York 7 


Paint, Off and Chemical Review, 537 5 
Dearborn St Peblished by 
Trade Review Subscrip- 
tion, $3. Type page Published ev- 
ery other Thursday Forms close 10 
days prec. Agency discounts, 15- 
Circulation, 2,227; gross, 2.878. Mfr« 
of paint, varnish, lacquer, 866; supts. and 
chemists, 366; mfre. of raw materials, 
Rates 
\% Page 
64.35 
60.50 
52.80 
Standara out blue, green, $40; bleed, 


Western Paint Review, 1872 W. Sith St, 
Los Angeles 37. Circulation. June, 1950, 
22.534; gross, 23,100. Painting and dec- 
orating contractors 223 wholesale 
and retail outlets others, 2.136 


PAPER, PAPER PRODUCTS (400) 


American Paper Merch me, 111 W Wash 
zo 2. Cire ulation July 
5.196. Paper jobbers, 
Rates 1 page. $160: 
6 then, iz times $120 


Paper and Preducts, Park Row 
New York Circulation. 
4.268. Fine pa per merchants, 568 
paper merchants. 611 fual me 
859 mfrs. and nverters 


The Paper Industry. Van Buren St 
Chicasro Circulation. 8.282; crose 
Paper and pulp mfe., 7.293; others 


Paper Mill News. 1449 Broadway, New 
York 18 Cireulation 3.850: 5.2321. 
Paper and pulp 3 suppliers 
TRI: others, 6328 Rates feature numt ers 
Times 1 Page Page Page 

$175.00 $119.90 $ 70.90 

169.00 95.00 65.00 

140.00 an 50.00 
Paper Sales, 405 FE. Superior St. Duluth 
Minn Circulation 4.196; cross, 4,687. 
Coarse paper merchants 4,632 paper 
mills, converters, allied industries, 283 
others, 94. Rates— 


\% Page \ Page 


12 
Standa ra red, $40. 


Paper Trade Journal, 15 W. iTth St.. New 
York 19. Circulation, + gross, 
27 


Paper and pulp mfg., 2 7; converters, 
ase: supply, 846; others, 
> 


Rates 


Post's Paper Mill Directory. 1440 Broad- 
18 


way, New York 


and Paper, 71 Columbia St., Seattle 
irculation, 3,557; gross, 5,060. Paper 
and pulp mfg., 2,407; supply, 648; others 


PHOTOGRAPHY (405) 


National Photo Dealer, 251 ith Ave. New 
York 10. Circulation, S567; gross, 8,470. 
Retail camera shops, 6,172; photo finish 
ing plans, 491: wholesalers and exporters 
547: mfre. 658; others, 671 


hic Trade News, 1114 lst Ave 

21. Clreulation, 6905; gross 

9,288. Retail camera shops and photo 

graphic supply sections, 6,473: finishing 

agate 530: wholesalers and exporters 
; mfrs., 339; others, 394. Rates— 

Pa axe 


e % P 
190.00 $125.00 
170.00 106.00 
140.00 100.00 


PLASTICS (406) 


Medern Plastics, 122 FE. 42nd St.. New 
York 17. Circulation, 16,884; gcroes, 20.518. 
Mfrs, 7,313; consultants. research org 
architects, engineers, 1,077; molders, ex 
truders, laminators and fabricators 
2.791: mfrs. of plastics materials, 1.397; 
exporters, importers, jobbers, mfre.’ 
agents, 949; govt 904; others, 2,569 


Plasties 370 Lexington Ave 
New York 17 irculation, 3.506; gross 
4.100. Plastics processors, 2,828; others 


15 


Pinsticn World, 551 Sth Ave New York 


POWER PLANTS (410) 


Combustion, 700 Madison Ave, New York 
16. Circulation, August, 1950, 123,062; gross, 
12,4852. Pengineers, 7,495: consulting engi- 
neers, 1.051; officials, 6423; others, 3,008 


; 
Times L Page 
Hy 1 $200.00 $110.00 65 
6 175.00 100.00 60.00 
1 $250.0% $160.00 
es 13 160.00 100.00 60.00 
125.00 75.00 50.00 
52 110.00 65.00 40.00 
| 
4 
4 
© 
3 
© a 
67 
it 
P | | 
= 
; others 79 
| © 
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industry and Power, St. Joseph, Mich. 
Circulation, 12 months ending March. 
1960, 37,700; gross, Rates——icas 
$615; 6 pages, 
$445; 24 pages, $425 

red, blue, green, yellow, orange, 


than 3 mes, $525. 3 pa 
$495; if 
375 


meer, 176 W. Adams 
Circulation, Sept., 1960, 17,608; 
gross, 15,426. Companies, executives 726: 
neering dept. heads, 4,820 (mgrs and 
supte 709; engineers and electricians 
foremen and dept. heads, $21; as- 
sistants, 113); plant operating staffs 
8,211 sales org., 1,173; students, 1,611; 


Operating Engineer, 310 W. New 
York 18. Circulation, 25,437; gross, 26.520, 
Com pes es and executives, 2.264: engi 
neering dept. heads, 12.569; plant operat- 
ing staffs, 9.644; foreign ok others, 801 


Power, 120 W. New York 18 


Pewer 551 Sth Ave New 
York 17 Clr lation, Aug 1950, 39,200; 
gross, 41,000, Processing and ex- 


traction industries 22.505 sulting 
and construction engineers, 1 771. elec- 
trie light and power company men, 
13,478, others, 1,466 


Pewer 110 S Dearborn St., 
Chicago 3. Ctreulation, 11 months end- 
ing July 1950, 24,158; gross, 26,002. 
Chemical process 3.6346: food, 2.587: 
lumber, 768; machinery, 1,855; other mf« 
and mining, 679: stone, clay and glass 
651; textiles, 1,542: transportation equip 
ment, 541 Public utilities, 4.266; hos- 
Ditals, hotels, 1.979: institutions, 1,400 
others, 2,264 


Southern and Industry, 806 Peach 
tree St E Atlanta 5&6. Circulation 
12.702; gross, 15.5858. Companies and ex 
ecutives, 2.806 engineering dept. heads 
£646, plant operating staffs, 2,166; others 


1120 Munsey Bidg.. Washing 
ton 4, D 


PRINTING, PUBLISHING (422) 


American Printer, © | Sth St New 
York Cireulat nh, eroes, 
Printing firn ind ex ative 7.466: sup 
pli ao8 ther 1 

CCA 


Graphic Arts Menthty, 698 S Dearborn 


St.. Chicas Circulation, 
54,628 Commercia and pr te 
arts plants, 46.7 ‘ tive 


The teleand Printer, Jackson 


Chicago 6 Circulation, 11,521; gro 
12,084, Print r and exe utives, 
9,304: suppliers. 72 


brarites schools 
untons, 1.173; others, 465 


Medern Lithography W. St.. New 
York 1. Cireulation, 5,035; gross, 
Offset and direct lithographing plants, 


1,831; letterpress plants, 1,461; others, 

1,734. Kates 

Times i Page page % Page 
1 $140.00 43.00 
> 130.00 70.00 43.00 


12 120.00 65.00 38.00 
Standard red, $35 


National Lithegrapeer. |i Park Pi. 
York 7. Clreulation, 64.2783; gross, 

Offset and direct lithographing plant 
2,785; mfrs. and jobbers of equipment an 


supplies, 701; others, 285 


Pacific Printer and Publisher, 659 Folsom 
St.. San Franciseo 7. Circulation, 1,268 
gross, 1,561, Printing firms, 1,049; others, 
220. Rates 


Times 1 Page Page Page 
$125.00 76.00 45.00 
115.00 65.00 40.00 
100.00 60.00 35.00 


12 
Standard red, $35; bleed, $20. 


Printing Magasine, lark Row. New 
York 7. Cireulation, 9.586; gross, 10,550. 
Printing firms and executives, 7,504; 
suppliers, 1,254; libraries, schools, assns 
unions, 567; others, 497. 


Printing Equipment Engineer, 1275 W 
3rd St.. Cleveland 13. Circulation, 12 
months ending March, 1950, 9,268; gross, 
10,645. 


CANADA 


Circulation, 
1,458; gross, 1,486. Printing firms, 1,153 
others, 295. 


PURCHASING (425) 


ing, 205 BE. 42nd St., New York 17 
ation, 11,085; gross, 12.1983 Pur- 
chasing executives, 8,835; companies and 
officials, 1,654; others, 682 


RADIOS, PHONOGRAPHS AND 
MUSICAL INSTRUMENTS (428) 


Jebber News, Leader Bidg., Cleveland 14. 

t months ending March, 
ss, @.108, Jobber execu- 
anagers, $821 salesmen, 
8 mfre., agents and salesmen, 948 


‘7 Atlant Ave Boston 10. Circulation, 
nthe ending May, 1950, 2,619; gross, 


‘ 
is dis eS: utilities, 144 


Radice & Television Journal, 1270 
Ave... New York 20. Circulation, 12 months 
ending Feb., 1950, 28,662; gross, 30,434 

n adic and allied equipment, 
22,211 lietrib re, 2,143; parts jobbers 
and mfrs. agents, 3,201; mfrs., 1,977 


Radic Television Netalling, 150 Lex- 
ington Ave., New York 17. 


Television Service Dealer, 342 
d rk 17. Circulation, 
s gross, 24.510, Service men and 
organizations, 9,117; retail service depts., 
6,610. education, 4,341; others, 4,326. 
Service, 52 Vanderbilt Ave., New York 17. 
Circulation, 20,902; cross, 21,464. Inde- 
pendent service men and org., 12,363; 
retailers with service depts., 1,303; other 
retailers, 1,003; dist.. 361; mfrs., 1,339; 
communications aviation and govt. 
1,014; education. 1,785; others, 1,971 


RAILROADS (430) 


Modern Kalireads, 261 N. Wells St., Chi- 
cago 6 Circulation, 18583; gross, 21,879. 
Administrative and operating officials, 
4,501: mechanical depts., 6,123; engineer- 
ing, bridges and roadway depts, 6,183 
purchasing and stores depts, 1,108 


others, 762 


Pocket List ef Railroad Officials, 411 W 
33rd St.. New York 1. Circulation, 11,763; 
gross, 13.2344. Executive. financial and 
legal. 560; operating, 456; purchasing, 
1,128. mechanical, 2.877; engineering and 
signal, 4,201; others, 2,393 


Railway Age. Church New York 7 
Cireulation, 10,228; gross, 11,851. Rall- 
ways, 936; operating dept., 1,666; traffic 
647 purchasing, 197 mechanical : 
engineering, 709; signal, 158; stores 4 
equipment and supply. 2,011; others, 2,796 


Hallway En eering and Maintenance, 
79 W. Monroe St., Chicago 3. Circulation, 
6.200; gross, 6785. Railway companies 
and officials, 210; supts., 180; engineers 
1,099 roadmasters, 1,649; supervisors, 
general foremen and assistants 423; 
foremen, 1,594 nepectors, 41; other em- 
plo yyes, 155; suppliers, 2; others, 341 


Railway Mechanical and Electrical Engt- 
neer, 30 Church St. N ork 7. Circula- 
tion, 5,516; gross 6,192. Supts. of motive 


power, master “ar builders. engineers, 
1,078 foremen supervisors and assts 
, tor 15 other mechanical 


officials, 232; sup 


Hallway 9 
Clint 9x12 
cir "Pure has 
ing storekeepers, 745; other 
pure ad stores execs and em 
ploye ppliers 458 others 134 
Rates 
Times +P la 
1 $176.00 $ 88.00 $ 44.00 
145.0 73.00 44,00 
12 132.00 73.00 49.00 


Rallway Signaling and Communications, 
79 W. Monroe St., Chicago 3. Circulation, 
3.668; gross, 3.978. Engineers, mers.. 
supts. of communications, train control 
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ply, 653; others, 539 
© tl 
New Pegtand Appliance & Radio News, 
24 1950 


radio electronics, 346; general foremen, 
supervisors, inspectors, 1,066; maintain- 
ers, signaimen, assistants, 1,177; design- 
ers, 106; engineers, supts.. 135; officials, 
103; supply 439; others, 327 


© T 345 Adelaide 
St.. W., Toronto 2B. Circulation, 1,880; 
gross, 2,453. Officers and companies, 432; 
operating officials, 429: traffic, 316; mech 
and eng., 317; others, 488 


REFRIGERATING INDUSTRIES (441) 


Air © and Refrigeration News. 
450 Detroit 26. Circulation 
Dealers and dis- 
2.171; service and 
others, 1,545 


Commercial Refrigeration and Air Con- 
@itioning, 1240 Ontario St., Cleveland 13 
Circulation, 12 months ending July, 1950, 

gross, 27,106. Dealers, €,002; dist... 
793; contractors, 2,344; installation and 
service, 9,204; dairies, ice companies, 
brewers, 1,770; fc cream mfrs., bo'tlers 

7 he 


$32; engineers, rs, 2,599 


Lecker Management, S Sth St, St 
Louts 2. Circulation, Aug., 1950, 30.935 ; 
Gross, 11,423. Locker operators, 10,235 
others, 1,130 Rates 


16,905 ; 
tributors, 7,681; 
eng. firms, 5,366: 


1 
1 
Slanéare red, blue, $62 


‘bleed, $35 


merged 


New culation, 8,145; 

) of air condit oning 

and refrigerating equipment and compo 
nents, 2,607: contractors, 966; dist. and 
jobbers, 546; agents and dealers 199 
engineers and architects, 351: commer 
elal ard industrial firms, 642; service 
org.. 328 7 others, 1.468 


Lecker @perater. 
Management 


with Locker 


educational, 879 


RESTAURANTS (443) 


The American Reataurant Magazine, 5 S 
Wabash Ave. Chicago 3. Circulation, 
20,832; gross, 30.743. Commercial restau- 
rants, 23.500; hotel, hospital and club 
restaurants, 2,258; industrial and school 
restaurants, 1,043; equipment and food 
liobbers, 950; others, 1.970. Rates 


Standard $90 


The Diner 2 © 27 Ww 
Front Plainfield, N. J. 


INDUSTRIAL MARKETING, November, 1950 


Pacifie Cons Record, 412 W. 6th St.. Los 
Angeles 14. Circulation, 3.385; gross, 
Hotel owning and managing group, 1,076; 
food service group, 402; hotel dept 

ecutives, 106; other hotel employes, 99; 
allied groups, 292; commercial restau- 


rants, 181; others, 1,388. 


Restaurant Equipment Dealer, 71 Van- 
derbilt Ave.. New York 17. Circulation, 
12 months ending May, 1950, 7.560; gross, 
9.174. Firms dealing in hotel, hospital, 
restaurant and institutional supplies, 

partners, officers, 5,733; 


others, 419. 


Ave., New York 17 
gross, %,387. Commercial restaurants, 
22.897; employes, 1,129; hotel, hospital 
and club restaurants, and executives, 
2,132; other employes, 198; industrial, 
school and college restaurants and mess 
officers of armed forces, 685; jobbers, 870; 
others, 1,592. 


SCHOOLS (446) 


School Board Journal, 400 N. 

Milwaukee 1 Circulation, 
17,702; gross, 18.287. Members of boards 
of education, 8,743; administrative of .- 
cers of public schools, 6,419; colleges and 
normal schools, 6096; architects, 848; 
ethers. 1,150 


rican 
Broadway, 
Page 
1 
6 
12 25.0 
Standard ester, $90 


Werld, 330 W 


St.. New York 18. Cireulation, 

gross, 12,345. Business teachers, 
administration, 738: schools and school 
libraries, 2,289; others, 1,383. 


atholic School Journal, 400 N. Broad- 
way, Milwaukee 1 Circulation, 
gross, 9.376. School supts., supervisors, 
universities colleges high 
schools, academics 1,989 elementary 
schools, 5,038; ether 703 


College and University Business, §)9 N 
Michigan Ave., Chicago 11. Circulation, 
5,693; gross, 6.148 Presidents 

managers purchasing agents 
supts. of bidges i grounds, 857 “food 
service directors. 654 private schools, 
450; architects, 385; others, 511 


42nd 


business 


Forecast for Home Economists, 6 29th 
St.. New York 16 Circulation, 25,229 
gross, 26.100 Home economics 
teachers, supervisors, 20,065 


Grade Teacher, 429 Lexington Ave 
York 17. Circulation, 011,241. 


and Voeentional 


depts. 
others, 6 162 


New 


Industrial Arte Edaca- 
tion, 400 N. Broadway, Milwaukee 1. Cir- 
culation, 19,210; gross, 19,760. Super- 
1,980; instructional, 11,308; others, 
849 


The Inestrector, BE. Wacker 
Chicago 1 Circulation, 110,324, 


Medern Mises, 200 Madison Ave., ew 
York 16 Girculation, 12 months tallies 
March, 1950, 41,087; gross, 44,760. 


Nation's Schools, $19 N. Michigan Ave., 
11. Circulation. gross, 
12.331. Administrative officers of public 
nchoo! systema, 7,099; public high schools. 
1,603; elementary schools, 374; residen- 
tial and private schools, 284; colleges 
and normal schools, $60; architects, 903; 
others, 822 


Practical Home Economics, 468 4th Ave, 
New York 16. Circulation, 17,438; gross, 
18,488, Home economics education insti- 
tutions, teachers, supts., 13.290; senior 
students, 2,074; home economists In busi- 
news, 696, others, 1,135 


Scholastic Coach, E 12th 
ork 38. Circulation, 10 
Jone. 1950, 18,910; gross, 


School and College Management, 52 \an- 
derbilt Ave. New York 17. Circulation, 
32,533; gross. Presidents of boards 
of education supts. and assests 
12.314; high sechool principals, 7,074; 
lprivate schools, 1,436, colleges and nor 
2.739; architects, 673; others 


Sehool Arts Magesine, (4 Hortiand St 
Worcester 8 Mass. Circulation, 19280; 
Toss. 30,204, Supervisory, 2,035; inetruc- 
tional, 11,299; ethers, 6,055 


4.793; 


mal schools 
3,799. 


‘The School Executive—Schoo! 
Wewn, 470 4th Ave., New York 1 
The School Executive 


Cireulation, 123,086; gross, 13,428. Ad- 
ministrative officers of public school sys 
tems, 5,204; pubdlic high schools and their 
principals, 2,150; elementary schools and 
orincipals, 1.918; private schools, 556; 
colleges, normal schools, 673: architects, 
604: others, 514 

School Equipment News 


May, 19590, 
ce Page 
0 

196.60 
170.00 


School Shop, 3129 8 State St. 
Mich. Circulation, 23.734; gross, 
Teachers, 21.642: princtpalse of technical 
and trade schools, 1,525; others, 498 


What's New in Home Economica, 919 N 
Michigans Ave.. Chieago 11 Rates--1! 
$685: % page, $525; % page, $300. 
Sa red, green, blue, yellow, $140 


123,183; grones. 


Page 


300.00 


Ann Arbor, 


{i 
@ 
i 
q 
| 
| i 
LLA 
| 
© Business Edecation © | 
Hii, 


SHOES AND LEATHER (449) 


American Shoemaking, 65) Atiantic Ave 
Boston 11. Circulation, 3,146; gross, 

Shoe mfra. and buyers, 1,846; rmfrs.’ sup 
plies, 902, others, 417 


Beet aad Shee Heeorder, 100 BE. t2nd St. 
New York 17. Circulation, 20,488; gross, 


270, others, 1,912. Rates 


Oreative Poeetwear, 210 Lincoln St.. Bos 
tom Cireulation, 12 months ending May 
1950. cross, 18,404, 


Feetwear News, 7 St. New York 
Cireulation, S878; cross, 13,738. Shoe 
retailers, managers, buyers, 5.871; whole 
salers, 508; mfrs and their salesmen 


2,087; others, 542 


Leather and Shees, 300 W. Adams St. 
Chicago 6. Cireulation, 4,237; groes, 6.274. 
Shoe mfrs. and their buyers, 1,419; shoe 
and leather mfrse. supplies, 482; leather 
mfrs.. 948; mfra. of other leather goods 
346; leather dist.. 332; hide and skin 
dealers, 199; others, 513 


and Geeds, 1170 Droad 
way, New Ye 1 Circulation, 4,620; 


gross, 2.961. wholesalers 
exporters, 401 mfre. and reps 1.65 


Audits Paid Circulations 


Audits Controlled Circulations 


Shee and Leather Heperter, 210 Lincoln 
St.. Boston 11. Circulation, 3,476; gross, 

Shee mfrs. and their buyers, 931 
shoe and leather mfra. supplies, 730; 
leather mfre., 543; mfre. of other leather 
goods, 70 leather dist.. 261; hide an 
skin dealers, 181; others, 719 


CANADA 
Shee & Leather Journal, Adelaide St 
W.. Teronte, Ont. Circulation, 
gross, 3.234. Retailers, mers., buyers. 


1.678; jobbers, mfrs. and mfrse salesmen, 
548; others, 290 


SPORTING GOODS, TOYS (452) 


Modern Sporting Geods, Church St. 
New York 6. Circulation, 15,132; gross, 
Sporting goods retailers, 15,152 


Spertieg Geeds Dealer, 2018 Washington 


Ave., St. Louis 3. Circulation, 1& 
gross, 14477. Retailers, 7,614; jobbers, 
1,330; mfre., 1,851; others, 1,626 tates— 
Imes 1 Page \% Page Page 
260.00 160.60 $100.00 

225.00 35.00 $0.00 

12 210.00 120.00 75.00 


Sporting Geeds Preducts, Mayfield 
Road, vleveland Heights 

Sports Age, 712 Sth Ave, New York 1 
Cireulation ARC, S173; cross, 


1 
Retailers, 6.227; jobbers, 691; mfrs., 560; 
others, 619 


Meaning of Symbols Used 


Audits Controlled Circulations 


Associated Business Papers 


Playt . 711 W. 23rd St., New York 10. 
Circulation, 6,775; gross, Retailers, 
.7167; wholesalers, 1,483; mfre., 777; oth- 


912. 
age, 1 time, $240; 6 times, 


ates—1 p 
12 times, 
tandard red, $35 


TEXTILES (455) 


American Weol and Cotton Gapertes, 286 
Congress St., Boston 10. Circu + 13,- 
@12; cross, 14,336. Textile mills and offi- 
cers, 3,985; overseers, master mechanics. 
engineers, 2,864; asst. overseers, sec -ond 
hands, loom fixers, 2,295; selling agents, 
966; suppliers, engineers, 1,108; raw ma- 
terial dealers, bankers, govt., $44; oth- 


ers, 1,534 


Cetten Trade Journal, Cotton Exchange 
Bidg.. Memphis 3 Circulation. 5.980; 
gross, 6,661. Plantations, $35; ginners, 
1,520; crushing milis, 84; compress and 
warehouse, 271; commercial, 1,674; oth- 
ers, 1,216 


Dally News Record, 7 EB. St. New 
York 3. Circulation, 20,200; gross, 21,920, 
Mfrs. of woolen and worsted yarns and 


fabrics, 8.981; wholesalers, 5,177: retall- 
ers, 3,759; supplies. 957: others, 1,501 

Agency discounts, 15-2 Rates open, 
75c; 1,000 lines, 6%c; 5,000 lines, 49c; 10,- 
000 lines. 46c; 15.900 lines, 44c 


National Business Publications, 
Inc. 


Business Newspapers Association 


of Canada 
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223422 seers and buy 
ere 4.781; mfre 1,34 mfre.” salesmen, 
Times 1 Page % Page % Page a 
1 $350.00 $216.00 $125.00 
12 300.00 155.00 95.00 
276.00 150.00 90.00 
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© 
4 
i 
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303 Sth 


Rayon and Synthetic Textiles, 
3.4455 


Ave., New York 16. Circulation 
gross, 4654. Textile mills and 
1,391; overseers, master mechanics, 
asst. overseers, second hands, 12% 
ing agents, 228; suppliers, engineers, 
raw materials dealers, banks, govt. 


others, 746 


381 4th Ave., 


Textile Bulletin, Charlotte 1. N.C 

culation, 4421; gross, 9.205, Textile mills 

and officers, 1,421; overseers, master me- 

chanics, engineers, 1,899; asst, overseers, 

oes ond hands, loom fixers, 2,301; others, 
9. 


Textile Industries, 806 Peachtree St. N 
E., Atlanta 5. Circulation, 18,680; gross, 
31,156, Textile mills and officers, 5,900; 
overseers, master mechanics, engineers 
6,258; asst. overseers, second hands, loom 
fixers, 4,875; supply. 1.022: universities, 


libraries, 8$6; others, 861 
New 


World, 130 W 


New York 16 


Textile Age, 


Cir- 


42nd York 


TRANSIT INDUSTRY (462) 


Bus Transportation, 35° W. 42nd St., New 

York 18. Circulation ross, 11,761, 

Bus operating companies cials, oper- 

ating staffs, 7,592; mfrs on buses 

parts, 1.22 dist.. 491; hole fing 

panies. bankers 57: others 
Rates—less than 4 pages, $3 

$320; & pages, $300; 12 pages 


Mass Transportation, 
Chicago 6. Circulation, 
Utilities, transit companies 
27; engineers. supts. of eq 
maintenance ‘7 engineers, supts 
track, overhead line 181; supts 
transportation and operating depts., 4 
supply, 433; others, 583. Rates 


iipment 


\ Page 
$ 90.00 
78.00 
72.00 


Taxi Bi-Weekly. 1819 Broadway, New 
York 23. Cireulation, 23.588; gross, 5,064 
Cab “companies owners, executives, 2,560; 
others 


U. S. GOVERNMENT (464) 


Air Force Times, 1115 18th St 
ton 6, D. C. Circulation > 


Army-Navy-Air Foree Journal, 
necticut Ave., Washington 9, 
culation, 33,480; gross, 33,7%4. 


Army, 
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The 
Indianapolis 7 


413; Air Force, 5,687 
cers Reserve Corps, 1,258 


others, 1,505. 


Army-Navy-Alr Force ister, 511 Lith 
St., Washington 4, D. C. irculation, S- 
157; gross Army, 2,207; Navy, 
683; others, 1,681 


2.099, OmM- 
raries, 1,178; 


Army Times, 1115 18th St. Washington 


6, D.C. Circulation, 70,118. 


Our Navy. 1 Hanson Place, Brooklyn 17. 
26. 


Circulation, 


Washington 6 


1115 18th St., 
dD Circulation, 61, 113. 


WELDING (466) 


Industry and Welding, 1240 Ontario St 
Cleveland 13, Circulation, 12 months end- 
ing July, 1950, 28,356; gf£ross, i746. 
Process industries, 3,937; metal products 
machine shops and w hinery mfrs.. § 
443 automotive and farm implement 
mfrs.. 730: engineering contractors, | 
yy tank, boiler and pipe fabricators 

869; contract welding shops 3.926 
960; mining, cement, brick 
997 6.5! 
Times 

1 

6 

12 10 oo 
Standard red, blue 


Engineer, 
York 


yellow range, 


330 W. 42nd St., New 


WOOD-WORKING (469) 


cca] Cpa 


Wood, 139 N. Clark St.. Chicago 2 
lation, July, 1950, 123,188; gross 
Lumber producers. 3,455 
millwork 1,897 plywoo 
furniture, fixtures, 1,411 
plants, 3,111; containers, 5 
products, 546. others, 1,894 


utilization 


rborn St 
t cross, 5,197. 
Planing m . ar oor and mill 
work 5 furniture, musical 
instrument and refriger 
ator facto box plant 
plywood 161 other 
mfrs., 83 


Chi 


cabinet 
sawmills 


mfre 


veneer 


Weoeod-Werker, 2252 N. Meridian St 

7. Cireulation, 4.749; gros» 

481. Planing mills, sash and door and 
millwork factories, 1,041; furniture, ra 


dio, cabinet and refrigerator mfrs., 1,049; 
others, 2,525. Rates— 
‘Times | Page 
$110.00 
84.00 
12 75.00 
Color, $62.50. 


Woed-W orkt Digest, 222 KE. Willow 8t., 
Wheaton, Ill. Circulation, July 
12,110, Fixed, 11,6 i; 
2,600. Furniture, cabi- 
net and fixture mfrs., 2,145; millwork, 
interior finish mfrs., and planing mills, 
dry kilns, 1,755; lumber and dimension 
mire. saw mills, 1,107; machinery and 
equipment, 1,246; mfrs. of sport cayit. 
ment, novelties, toys, specialties, 1,719 
plywood and veneer mfrs., 659; forel 
757; box and crate mfrs., 980; shipbul a: 
ers, 576; others, 1,916. Rates-— 
Times 1 Page Page 
1 $150.00 80,00 
6 130.00 70.00 
12 120.00 5.00 
Standard red, $35; $20 


gross, 
1,199 over list of 


6 
bleed, 


CANADA 


& 


Canadian Woodworker, 347 Adelaide St., 

» Teronto, Ont Circulation, 2 
gross, 2,323. Planing mills, sash and door 
and millwork factories, 819; furniture, 
musical instrament, radio, cabinet, re- 
frigerator factories, 668; sawmills, 
plants, plywood and veneer mfrs., 
other mfrs., 408; others, 168 


What's What 
and how much? 


® SEND FOR THIS 
SURVEY TODAY! 


Our readership survey has been com- 
pleted and should be of much inter- 
est to advertisers and their agencies. 


This research also reveals buyi 
practices in this mammoth w 
working industry, such as how much 
hardwoods and softwoods they buy, 
who makes or buys plywood, who 
uses or buys dimension stock, num- 
ber of motor trucks in use, etc. 


Jt will pay you to get it. May we 


send a copy today? 
Wf it's WOOD, you could—with 
WOOD PRODUCTS! 
Send for imposing 


list of subscribers 
AND ADVERTISERS 


Phone: WAbash 2-1000 
343 S$. DEARBORN, CHICAGO 4 
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B\\\ in the eleventh anaual 
\\\  editerial competition 
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